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Defendants Hit 
Back at Jones 
in Agency Case 


Bulletin 
Both sides in the Duane Jones 
suit rested their cases at 2:20 p.m., 
right after the lunch recess Friday. 
Summations will be made Monday. 


New York, Oct. 24—The defense 
had its innings in the Duane Jones 
trial this week, and counsel for the 
nine former employes of the agen- 
cy and a former client of Jones 
documented the strange events in 
that agency preceding the with- 
drawal of the defendants. 

Under questioning, it developed: 

1. That Frank H. Burke Jr., of 
Manhattan Soap Co., denied having 
any financial interest in Scheideler, 
Beck & Werner, and said he never 
had any, nor did he finance the 
agency. 


@ 2. That Mr. Jones drank exces- 
sively in important situations. Ex- 
ecutives of companies which had 
been Jones accounts were intro- 
duced to give evidence regarding 
his behavior. 

3. Former Jones account men— 
not defendants in this actien—came 
to the stand to testify that Mr. 
Jones had described his philosophy 
as “rule or ruin,” and that he had 
threatened to “smear” the men who 

(Continued on Page 95) 


Tanners’ Council's 
Promotion Budget 
May Hit $750,000 


Cuicaco, Oct. 23—Between, 
$600,000 and $750,000 probably will 
be spent by the leather industry in 
the initial stages of its 1953 pro-| 
motions campaign, Lawrence L.| 
Jones, president of Tanners’ Coun- | 
cil of America, said here today. 

Mr. Jones, who presided at the} 
council’s annual meeting, said the | 
campaign will be handled by | 
Leather Industries of America, aj} 
group incorporated last March to} 
act as the promotional arm of the | 
industry. Hirshon-Garfield is the} 
agency. | 

The campaign will be geared to 
an approach which Sidney Gar- | 
field, president of Hirshon-Gar-| 
field, described as an appeal to the 
fact that America has now entered 
the “quality era.” 

He said people have rejected 
shoddy merchandise and the leath- 
er industry must take the lead and 
dramatize the quality era trend in | 
its new advertising program. 


= Walter Kraus, named director of | 
Leather Industries at the meeting | 
to succeed Al Hudson, who re-| 
signed, said the first advertisement | 
appeared in the September Har-| 
per’s Bazaar and that b&w spreads | 
will appear in the Oct. 27 and Nov. | 
24 issues of Life and in the Novem- | 
ber Ladies’ Home Journal. 

The program will not only use 
consumer media but also trade 

(Continued on Page 95) 


| in the New York Times. But there’s quite 


_. oF 


HorerewngeShirts 
9 J. K. Cooke Buys 
if ‘Saturday Night,’ 
Other Magazines 


Toronto, Oct. 23—Consolidated 
Press Ltd., publisher of Saturday 
= Night, Canadian Home Journal, 
Farmer’s Magazine and eight trade 
publications, has been sold to Jack 
Kent Cooke. Mr. Cooke already 
owns New Liberty as well as radio 
station CKEY, the Toronto Maple 
Leaf baseball team and other ad- 
vertising and radio interests, total- 
ing about $5,000,000. Mr. Cooke 
declared he wishes to develop a 
national weekly news magazine 
from Saturday Night, now a 
weekly class magazine. 

He admits he also is interested 
in purchasing the Toronto Tele- 
gram, evening newspaper, which 
is up for sale. Under provisions of 
the will of the late George Mc- 
Cullagh, former publisher of the 
Telegram, who also was publisher 


case aes § ee 
NOT THE GIRL—The feminine touch has 
been added to the famed Hathaway man- 
with-a-patch in this Abraham & Straus ad 


a difference between this girl and another 
Hathaway girl pictured on Page 74. 


3 Bank Groups 
Plan a Combined 
Ad, PR Effort 


Coronapo, CAL.. Oct. 24—The 


Political Spending 
Makes Admen Pikers 


New York, Oct. 23—The political 
race hit the home stretch today, 
just 11 days from election, and 
every stop on the advertising or- 
gan is going to be pulled. 

Despite the overpowering sched- 
ules of time and space being 
bought, both parties are crying 
poverty to anyone who will listen. 
To hear either side tell it, they 
are barely able to wrestle up the 
price of a cup of coffee and a few 
spots, whilst their opponents 
lounge in wealth, buying air time 
as if it were marked down for 
clearance. 


s To complicate matters, both 
parties have fringe groups operat- 
ing independently. In New York, 
Columbia University faculty mem- 
bers have been buying ads in news- 
papers, choosing up sides in the 
election. Today’s Herald-Tribune 
carried a seven-column ad from 
the “Switch to Stevenson Commit- 
tee,” signed by a group of well- 
known citizens, including Milton 
Biow (“advertising executive’) 
and onetime agency man Henry 
Sell (“food manufacturer’). Jos- 
eph Katz Co., which handles the 
Democratic national account, 
placed the ad. 

The spot drives got under way 
this week. The Ike spots on TV are 
short, slick, compelling. A man 
with two children asks the general 
about a given situation, gets a one- 
sentence, summarized answer. This | 


is the 20-second version. The min- 
ute version employs clips of Eisen- | 
hower in uniform and filmed an- | 
swers and questions, usually from | 
three people—like a_ veteran, 
housewife and worker—on three 
subjects. 


@ There'll be lots of these spots. 
While the original GOP plan for | 
AM and TV spots to be bought) 
nationally in the 49 critical coun- | 
ties of the U. S. is “out the win-| 
dow.” it still figures that state | 
parties and state branches of Citi- | 
zens for Eisenhower will put up | 
at least $1,000,000 for the clutch 
drive. | 
The Democrats are operating | 
along roughly similar lines, but 
in New York the thinking is tem- 
pered by registration and public 
opinion polls which show the party 
in power is trailing among women 
and young voters. So the big radio | 
and TV spot drive will be aimed | 
specifically at housewives and at 
voters casting their first ballots. 
GOP national headquarters has 
mailed out a series of mats, rang- 
ing in size up to 1,000 lines, to 1,700 
dailies and weeklies. These are 
for local sponsorship and stress 
the phrase—“Clean up the mess.” 


s The Democratic National Com- 
mittee took a full page in Editor 
& Publisher inviting newspapers 
to send for mats which could be 

(Continued on Page 8) | 


nation’s three leading associations 
of banking officials have decided 
to set up a centralized program of 
public relations and advertising to 
help merchandise financial services 
|and to bring about better public 
junderstanding of banking’s role 
in business and production. 

The decision was disclosed at 
the 37th annual convention of the 

(Continued on Page 94) 


of the morning daily, the Globe 


& Mail, all shares of Telegram Pub- | 


lishing Co. are being offered for 
sale, tenders to be received up to 
Nov. 18. 

Mr. McCullagh purchased the 
Telegram in November, 1948, from 
the estate of the late John Ross 
Robertson, who died in 1918 and 
whose executors continued to pub- 
lish the paper. 


Last Minute News Flashes 


Terre Haute Brewing to Weiss & Geller 

Terre Haute, Inp., Oct. 24—Advertising of Terre Haute Brewing Co. 
(Champagne Velvet beer and 76 ale) has been placed with Weiss & 
Geller, Chicago, effective Jan. 1. Biow Co. now handles the account. 
The brewer sells in about ten states, and reportedly will invest about 
$1,200,000 this year in advertising in newspapers, radio, TV and out- 
door. 


NBP Silver Quill Will Go to Ben Duffy 

New York, Oct. 24—National Business Publications has announced 
that its annual Silver Quill award for the most distinguished service to 
business and industry through the business press will be presented to 
Ben Duffy, president of Batten, Barton, Durstine & Osborn, at NBP’s 
fall meeting in New York, Nov. 18. 


Mead Named Merchandising Head for Firestone 

Axron, Oct. 24—Firestone Tire & Rubber Co. has promoted Gordon 
V. Mead, formerly general manager of the home and auto supply divi- 
sion, to general merchandising manager. J. F. Faunce, formerly group 
merchandise manager for home supplies, succeeds Mr. Mead in the 
home and auto supply division. 


Krueger Brewing Seeks New Agency 

Newark, Oct. 24—G. Krueger Brewing Co. will name a new agency 
to take over from Chas. Dallas Reach Co. in about » month. Company 
officers are currently listening to presentations being made by execu- 
tives of several agencies, reportedly seven in number, and are insisting 
on specific answers to vital marketing problems. 


Gilbert Schedules Pre-Holiday Toy Promotion 

New York, Oct. 24—A. C. Gilbert Co., maker of American Flyer toy 
trains and Erector construction toys, has launched a pre-holiday pro- 
motion to run until Christmas in 29 magazines and in the comic sections 
of 48 newspapers. The company also will sponsor weekly 15-minute 
telecasts on 64 stations of “The Boys’ Railroad Club.” Charles W. Hoyt 
Co. is the agency. 

(Additionil News Flashes on Page 95) 


~i Audit Bureau Elects 
W. A. Hart President 


Store-Distributed and 
Church Magazines Get 
No Changes in Audit 


Cuicaco, Oct. 24—William A. 
Hart, director of advertising, E. I. 
du Pont de Nemours & Co., Wil- 
mington, Del., was elected presi- 
dent and chairman of the Audit 
Bureau of Circulations today by 
the board of directors following the 
conclusion of the 38th annual meet- 
ing at the Drake Hotel. 

Mr. Hart, who has served during 
the past year as 1st vice-chairman, 
has been a director of the ABC 
since 1927. He is one of the best 
known advertising executives in 
the country, and has the confidence 
and respect of the advertising 
world. 


® Because of a change in the by- 
laws, which now provide that the 
head cf the ABC may serve only 
two terms, H. H. Kynett, Aitkin- 
Kynett Co., Philadelphia, presi- 
dent and chairman for the past 
two years, retired after distin- 
|guished service in the post. He 
}was honored by a resolution of 
|thanks adopted by the convention 
{at its closing session today. 

H. H. Rimmer, Canadian Gen- 
eral Electric Co., Toronto; John 
H. Platt, Kraft Foods Co., Chicago, 
land FE. R. Hatton, Detroit Free 
Press, Detroit, were elected vice- 
chairmen of the bureau. Mr. Platt, 
who has served the ABC as secre- 
tary heretofore, was succeeded in 
|that post by Vernon D. Beatty, 
Swift & Co. Chicago. E. Ross 
Gamble, Leo Burnett Co., Chicago, 
was re-elected treasurer. 


s Directors whose terms expired 

were reelected with the exception 

of Howard M. Chapin, General 
(Continued on Page 91) 


58 of 79 Stations 
Offered Rate Cuts, 


Provandie Asserts 


Boston, Oct. 21—A startling 
story of rate cuts offered by radio 
stations to his agency was told to 
broadcasters today by Paul H. 
| Provandie, v.p. of Hoag & Pro- 
vandie of this city. He spoke be- 
fore the Ist District of the Na- 
tional Assn. of Radio and Televi- 
sion Broadcasters. 

Mr. Provandie reported that 58 
out of 79 stations selected to car- 
ry spots for one of his clients vol- 
unteered special rate deals or the 
local rate. 

The campaign called for 12,500 
spots within five weeks, he stated, 
estimating that the difference in 
station revenue amounted to $24,- 
000. 

In cases where orders earned no 
commission, he said, agency com- 
pensation was added onto the sta- 
tion’s tab. 

First sales returns from the cam- 
paign have been “fantastic,” he 
asserted. “They verify my belief 
that saturation radio spot drives 
prove radio’s vitality,” he said, 
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The Duane Jones Case (Continued) 


Testimony in the $2,000,000 suit by Duane Jones against former ex- 
ecutives of his agency and Manhattan Soap Co. and Frank Burke (AA, 
Oct. 20) resumed Wednesday after recessing Oct. 20. AA’s James V. 
O’Gara continued last week to cover the hearing as it continued in 
New York supreme court. His day-by-day report follows 


DEFENSE ASKS COURT 
TO DISMISS JONES SUIT 

New York, Oct. 22—Proceed- 
ings in the $2,000,000 suit of Duane 


Jones against nine former em- 
ployes and a client today featured 
a motion for dismissal of Mr. 


Jones’ case by defense counsel, the 
beginning of the defense case, and 
a contempt-of-court citation for a 
Jones attorney. 

When the plaintiff's case was 
complete, Defense Attorney Neil 
Cullom swiftly moved for a dis- 
missal of the suit, contending that 
mliegations against Frank Burke 
Jr. and Manhattan Soap Co. have 
not been proved; that testimony 
shows accounts were free to leave 
with or without notice, and em- 
ployes were on the same basis; 
that Mr. Jones had, in fact, “sum- 
marily discharged” Messrs. Hayes, 
Hubbard, Hughes, Beck and 
Brooks. 

He also contended that it ap- 
pears Mr. Burke and Manhattan 
never took any accounts, never 
ook any employes and did not 

efit financially by reason of 

acts complained of by Mr. 
es. Mr. Burke was not called 
to the stand. 

Further, no damages have been 
proved under either cause of ac- 
tidn. Mr. Hulshizer never met Mr. 
Burke; there has been no evidence, 
Mg. Cullom said, connecting Mr. 
Burke with any conspiracy. Mr. 
Burke never met Messrs. Brooks, 

bard, Hayes or Gill. 


stice Dennis Cohalan_ re- 
ed decision on the motion un- 
til after he had heard defense wit- 
nesses. 

Bariier in the morning, Milton 
Pollack, Mr. Jones’ trial attorney, 
afoused the stern jurist’s ire. A 
s@hédule of ten accounts, and their 
billing through Scheideler, Beck & 
Werner (about $5,103,000), had 
been introduced in evidence earlier 
in the trial. Neil Cullom sought to 
have the schedule changed from 
evidence to “identification,” on the 
ground that one of the accounts 
had never been with the Duane 
Jones Co. Justice Cohalan reluc- 
tantly agreed to change it. 

Mr. Pollack, obviously nettled, 
blurted: “This is fantastic!” 

The judge sprang forward on his 
chair and snapped: “I fine you for 
contempt.” He said he had re- 
peatedly warned Mr. Pollack. 
The attorney promptly apologized, 
and the judge accepted it. 


e Excerpts from Frank Burke's 
pre-trial deposition were read in- 


to the record. These said that Mr. 
Burke was not told by Joseph 
Scheideler that the nine defend- 
ants would resign in a body unless 
Mr. Jones sold out. 

Also, that Mr. Burke had been 
told by John Martin, head of 
G. F. Heublein & Bro., that 
Scheideler, Beck & Werner had 
deposited $150,000 in the Marine 
Midland Bank. 

Also, that Mr. Burke didn’t in- 
dicate in July or August of 1951 
that he or Manhattan would buy 


Mr. Jones’ stock or his interest in| 


the Jones agency. 

According to the deposition, Mr. 
Burke told Duane Jones 
that Manhattan’s business was 
slipping and that Mr. Jones hadn't 
submitted a worth while idea for 
18 months. Mr. Burke said, too, 
that he told the agency head that 
if no good ideas were forthcom- 
ing, “we will leave.” 

Mr. Burke also said that Joseph 
Scheideler told him that Mr. Jones 
had offered some “bizarre” 
chandising ideas and had vetoed 
other ideas agreed on by agency 
executives for use by Manhattan. 


s Mr. Burke said the first time he 


knew of trouble in the Jones agen- | 


cy was June 28, 1951. He said that 


Mr. Scheideler told him on Aug. | 


14 of forming a new agency and 


that it would have a staff adequate | 


to service the Manhattan account 
Serious talks between he and Mr. 
Scheideler, looking toward SB&W 
getting the account, started on 
Aug. 22, Mr. Burke related, and 
Manhattan decided on SB&W on 
Aug. 27. 

The deposition also fixed Aug. 7 
as the date Mr. Burke sent a note 
to Mr. Jones telling him Manhnat- 
tan would transfer its account, be- 
cause of conditions at the Jones 
agency. When he learned about 
trouble at the agency on June 28, 
Mr. Burke said, he asked Mr. 
Scheideler what would happen to 
the agency. Mr. Scheideler replied 
that it would break up, and that 
he (Scheideler) was going to re- 
sign and look for a job. 

Mr. Burke denied that he told 
any other Jones Co. clients that 
Manhattan would stay at the agen- 
cy if Duane Jones was eliminated. 
He said Mr. Jones’ presence in 
the agency made no difference if 
the agency was “harmonious.” He 
denied giving Mr. Jones a deadline 
in August, 1951, for settling differ- 
ences in the agency or for accept- 
ing terms offered by the nine 
agency executives. Mr. Burke said 
Manhattan would not be satisfied 

(Continued on Page 75) 


in 1951} 


mer- | 


a way as to avoid taxes. 


sell 


j tures.” 


‘Lasker Plan’ for Selling an Agency 
a Myth, Edward Lasker Tells Jones 


Several times in testimony in the Duane Jones suit, refer- 
ence was made by Mr. Jones to the “Lasker plan” of selling 
an agency. Edward Lasker, son of the late Albert D. Lasker, 
reading these references in ApvEeRTISING AGE stories, has 
written Mr. Jones from his home in California as follows: 

“T have been reading the accounts of your present legal 
conflict. I note that several times you have referred to the 
‘Lasker plan’ as being a method of selling a business in such 


“Nothing could be further from the truth. We did not 
[Foote, Cone & Belding] 
Thomas]. Since it was father’s view that a personal serv- 
ice practice was not something that could be transferred 
| and that there was no way to transfer it as the people han- 
dling the business could open up anywhere and the client 
would follow them, he didn’t feel it was an asset subject to 
sale. The only thing that Messrs. Foote, Cone and Belding 
} paid was the depreciated value of the furniture and fix- 


the corporation [Lord & 
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| FORTIFIED MILK—Page Dairy 

is us'ng a scientific approach 
| new vitamin enriched milk. 
| ander Advertising, Toledo, 
| agency. 


Co., 
in ads for its 
Barton Alex- 
is the Page 


Toledo, 


Milk Foundation 
Gives Wanzer Top 
Advertising Award 


Cuicaco, Oct. 21—Numerous 
milk and dairy companies have 
won awards in an advertising con- 
| test sponsored by the Milk Indus- 
|try Foundation, Washington. 
| Sidney Wanzer & Sons, Chicago 
(via George H. Hartman Co.), won 
first place for milk advertising in 
newspapers in a market of 250,000 
| or more population. First place for 
milk advertising in newspapers in 
a market of less than 250,000 pop- 
ulation went to Progressive Dairy 
Products Co., Racine, Wis. 

The Milk Assn. of Chicago was 
awarded first place in the field of 
association advertising. For fresh 
milk by-products advertising in 
newspapers, first place went to 
Borden Co., Chicago milk division. 


® Other first awards: 

For circulars, collars or hangers: 
Milk, dairyland division, Fraser Valley 
Milk Producers Assn., Vancouver; ho- 
mogenized milk, Kentucky Dairies, Lou- 
isville; cream, Price’s Creameries, El 
Paso; buttermilk, Luick Dairy Co., Mil- 
waukee; cottage cheese, Belle-Vernon 
Milk Co., Cleveland; chocolate’ milk, 
Borden Co., Chicago milk division; sour 
cream, Knudsen Creamery Co., Los An- 
geles; skim milk, H. P. Hood & Sons, 
Boston; booklets on plant or company, 
Avondale Farms Creamery, Knoxville, 
and miscellaneous, Abbott's Dairies, Phil- 
adelphia 

Store cards or posters 
New York. Street car cards: 
Dairy, Rochester. Wagon cards: Borden 
Co., Chicago milk division. Outdoor 
posters: Carnation Co., Los Angeles. 


New Esquire Heads 
Elected by Board; 


Smart Is President 


New York, Oct. 23—John Smart, 
last of the three Smart brothers 
who built Esquire Inc., today was 
elected president of the company 
he joined in 1934. 

He became v.p. in charge of 
manufacturing in 1942, and a di- 
rector in 1950. 

He succeeds the late David A. 
Smart, founder and publisher of 
Esquire and Coronet, who died last 
week in Chicago. 

The board of directors also made 
the following appointments: 

Lester Petchaft, who joined Es- 
quire in 1937, became secretary in 
1949 and a director a year later, 
to treasurer; A. D. Elden, with 
Esquire since 1934, to secretary; 
Edgar G. Richards, West Coast rep- 
resentative, to v.p. in charge of 
West Coast operations. 


Sheffield Farms, 
Blue Boy 


e Arnold Gingrich, who was first 
editor of Apparel Arts (1931), Es- 
quire (1933), and Coronet (1936), 
is publisher of Esquire; Frederic 
A. Birmingham, who came to the 
company as an associate editor of 
Apparel Arts in 1936, and has been 
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Ads Were Hitting Wrong Market, So... 


Packard Surged Ahead by Changing 
Media, Maxon’s Krautter Explains 


Cuicaco, Oct. 21—Planning the 
grand strategy of advertising to 
solve basic merchandising prob- 
lems sometimes gets remarkable 
results not possible through ordi- 
nary methods. 

This was the message presented 
at yesterday's meeting of the Agate 
Club, magazine representatives’ as- 
sociation, by L. Martin Krautter, 
v.p. and general manager of the 
Chicago office of Maxon Inc. 

Taking Packard Motor Car Co. 
as an example of the application 
of the strategic approach in ad- 
vertising, Mr. Krautter told in de- 
tail how a change in the concept 


of its market helped to step up 
| Sales almost immediately and to 
|improve the whole competitive 


| position of this famous old auto- 
| mobile manufacturer. 


@ “Packard had a good car and 
| good advertising, but they were 
| Slipping in relative position,” Mr. 
| Krautter explained. “It would have 
| been very easy to have merely 
| written a different kind of cam- 
paign. The usual surveys were 
made to find out who bought the 
| product. Out of them came some- 
thing that hinted at a strategic ap- 
proach. 

“The company had been adver- 
tising to the wrong market! What is 
Packard owner? He wasn’t the 
man many people thought he was, 
that was certain. You can’t sell a 
,Packard to a Cadillac owner, but 
you can step up a Buick, Olds, 
Mercury, Ford or Chevvy owner. 
We quit selling the man we had 
no chance of convincing, and 
worked on the prospect who didn’t 
lznow Packard was supposed to be 
on the way out. 


a 


s “The copy told a strong story, 
of course. It told readers that if 
they intended paying $2,700 to- 


day, they should see the Packard. 
Even a Ford convertible delivers 
for $2,700 today, so that meant 
everybody. 

“The normal merchandising 
methods were used. Sales activi- 
ties were standard. The main strat- 
egy in presenting this message 
was in choice of media. There are 
lots of good magazines—and many 
that would have measured up—but 
we chose only four. 

“The old list of class magazines 
went out the window. We used two 
big weekly mass publications, and 
two news weeklies. The first we 
used for a few spreads, the second 
for half-column black and white. 
We started newspaper ads in Jan- 
uary, TV in a modest way in Feb- 
ruary, and magazines in March. 
By April the factory could feel 
the results. 

“Last spring every car manu- 
facturer was behind in sales—even 
Cadillac was catching up some. 
Packard had hoped to be able to 
sell 5,600 cars a month. Their ca- 
pacity was 8,000. By April they 
were up to full capacity, and stayed 
there until the steel strike came 
along.” 


e@ Mr. Krautter used another 
Maxon client case history to show 
how strategy has been used to en- 
able Hotpoint to meet new condi- 
tions of appliance merchandising. 
While the company has been an 
aggressive advertiser, using four- 
color spreads in major magazines, 
it was felt that something new and 
exciting had to be added. This was 
the use of TV—but in a big way, 
and without cutting down on the 
basic program. The Ozzie and Har- 
riet show on TV and radio has 
created the excitement in the trade 
that was wanted, and as a result, 
he added, “the strategic timing of 
(Continued on Page 6) 


Boston, Oct. 21—Harold E. Fel- 
lows spoke out against “public air- 
ing of internal controversies” in 
the broadcasting industry at a ses- 
sion of the District 1 meeting of 
the National Assn. of Radio and 


Television Broadcasters opening 
here today. 
| The association's president 


charged that “caterwauling” on 
matters such as network rate ad- 
| justments “breaks down the confi- 


managing editor of Esquire since 
| 1946, is editor; Gordon Carroll, 
|editor of Coronet, is publisher of 
Coronet; Fritz Bamberger, edito- 
rial director of Coronet, and former 
research director of Esquire and 
Coronet, becomes Coronet’s editor. 

The business side of the maga- 


zines remains largely unchanged. | 
Blinder continues as execu-| 


A. L. 


tive v.p.; Gus Berkes fs v.p. in 


charge of production; Jack Abra-| 


ham, v.p. for films; Dan E. Pro- 
vost continues as advertising man- 
ager of Esquire; Paul Jones is his 
counterpart on Coronet, and Joseph 
Arnstein is circulation director. 


Packard Names Hayhurst Co. 

L. H. Packard & Co., Montreal, 
has appointed the Montreal office 
of F. H. Hayhurst Co. to direct 
advertising for its children’s shoes 
and adults’ slippers. Copy for 1953 
will stress the quality of Packard 
slippers and the health type of 
shoes for children 


Names Walsh Advertising 

Reliance Petroleums Ltd., Lon- 
don, Ont., has appointed the Wind- 
sor office of Walsh Advertising Co. 
to direct its advertising. 


Fellows Scolds Broadcasters for Airing 
Internal Squabbles Outside the Family 


dence of advertisers and the public 
in the medium as a whole.” 

On the basis of experiences 
drawn from a recently completed 
cross-country tour, Mr. Fellows 
concluded that broadcasters can 
give up talking in “survival lan- 
guage” about radio. In both TV 
and non-TV areas, he said, stations 
report thriving business. 

He ventured that TV, rather 
than drawing advertising away 
from other media, probably is 
benefiting from ever-increasing ad 
appropriations. 


® Warning broadcasters “to look 
ahead to the future of their medi- 
um,” he cited these impending dan- 
gers: 

1. “Limitations on access to pub- 
lic events, such as sports and pub- 
lic hearings.” 

2. “A new standing committee 
of.. Congress devoting itself to in- 
vestigating radio and TV.” 

3. “A network of educational TV 
Stations.” 

4. “A national. ..board concern- 
ing itself with programming.” 


5. Radio becoming a “propa- 


ganda arm of the state.” 


Mr. Fellows’ remarks indicated 
strong opposition to any further 
government regulation of, or im- 
position on broadcasting. 


Appoints Dick Gedney 

Dick Gedney, formerly with 
United Artists and United Televi- 
sion Programs covering the mid- 
western markets, has been ap- 
pointed an account executive of 
Consolidated Television Sales, di- 
vision of Consolidated Television 
Productions Inc., Chicago. 
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L. B. Mayer Heads 
Cinerama; Value of 
Stock Rises Quickly 


New York, Oct. 22—In the wake 
of Cinerama’s first tremendous 
bow in New York, the company 
continues to move ahead. L. B. 
Mayer, movie veteran and studio 
head of Metro-Goldwyn-Mayer 
until a year ago, has become chair- 
man of the board, and Cinerama’s 
stock, tagged in Wall St. as “‘vola- 
tile,” has moved upward—and fast. 

In the shuffle which brought Mr. 
Mayer to Cinerama Production 
Corp., Lowell Thomas (who had 
held the post) slid down to vice- 
chairman, and all other officers 
held their positions. 

The stock of Cinerama Inc. 
moved up from 444 in August this 
year to 8% bid, 9 asked today. That 
is considered a phenomenal rise 
for an over-the-counter stock. ‘This 
is the stock of the mechanical com- 
pany, which has a contract with 
the production company for a set 
number of films. 


@ There are at least a couple of 
admen who are rubbing their 
hands over Cinerama. They bought 
in on the ground floor at $2 in 
1950; during 1951 the average was 
$4, and at $9 it looks extremely 
hopeful. 

Most of the commentators and 
critics have compared the arrival 
of Cinerama to the revolution in 
the film field brought on by War- 
ner Bros.’ “Jazz Singer,” which 
presaged the arrival of sound. 

“The Jazz Singer” came out in 
1927, when there were 100 theaters 
in the U. S. equipped for sound. 

On July 6, 1928, Warner Bros. 
exhibited its first full-length sound 


BULLDOG QUEEN—Patricia Ericksen talks over a forthcoming campaign for Acme 


Breweries’ Bulldog beer with George B. 


Richardson, v.p. and account supervisor, 


and Frederick Cole, art director of Foote, Cone & Belding, which conducted a con- 

test to pick Miss Ericksen as “California’s most photogenic girl,” to be featured 

in Buildog’s 1953 advertising. Sharing the spotlight will be California’s “most pho- 
togenic bulldog,” Ron Castro of Chabot, also selected in the contest. 


Consumer Wishes Mislead Researchers... 


Confusion Is Rampant in Measuring 
Effectiveness of Ads, Politz Says 


| Farm Publishers to 
‘Seek New Marketing 
‘Data on Agriculture 


Cuicaco, Oct. 22—A new source 


movie, “The Lights of New York," | of agricultural marketing informa- 
in Manhattan. Warner stock closed | tion soon will be available. This 


that day at 3344. On July 10 it was! was indicated here today at the 


3514, on July 28 47, on Aug. 18 
7544, Sept. 30 110 and later hit a 
peak of 139. 

And, of course, that was 1928. 


@ Under Cinerama’s contract with 
the production company, the pro- 
duction unit must produce a mini- 
mum of two pictures a year until 
1956, in addition to the one just 
exhibited. The production company 
stands the cost of producing the 
picture, but Cinerama will re- 
ceive from 10% to 25% of exhibi- 
tion profits. 

At present, the company is said 
to be figuring on having about 100 
theaters with Cinerama equipment, 
and pictures made by the company 
will also be photographed in or- 
thodox fashion for conventional 
screens. 

The movie industry as a whole 
seems fairly chary of the future 
of the process, although its initial 
success was impressive. 


s Part of the caution comes from 
costs: 


visions came about, a_ theater 
owner could install the old vita- 
phone system for about $16,000, 
and Western Electric earlier fig- 
ured on a $7,000 installation job. In 
those halcyon days, too, a metro- 
politan theater could be built for 
$100,000. 

Cinerama’s cost figures range 
from $70,000 to $40,000—a figure 


quoted recently for “mass installa- 


tions.” 

As of now, sound equipment 
costs about $10,000, and an alert 
theater owner can probably ac- 
quire used sound equipment 
for about $6,000. 

The statistics on theaters have 
been the subject of considerable 
dispute, but obviously the Ciner- 
ama target of 100 out of about 19,- 
000 isn’t tremendous. And there’s 
a sizaple body of thought in the 
industry which argues for the de- 
velopment of the super-theater in 
crowded areas, figuring that the 


In 1927-28, when the sound re-| 


annual meeting of Agricultural 
Publishers Assn. 

The publishers group announced 
| that a joint committee on agri- 
cultural marketing now is being 
organized with the American Mar- 
| keting Assn. Gordon Hughes, pres- 
lident of the latter group, was a 
guest at the meeting. 
The committee is to explore the 
| possibilities of the two groups 
| working together on mutual proj- 
ects of information and analyses 
|for marketers and publishers and 
|in seeing that this information is 
properly publicized. 
| Three new members, Farm Jour- 
|nal, Arkansas Farmer and Na- 
tional Live Stock Producer, were 
accepted by APA. 


| 


2 E. Boberg of The Farmer 
was elected president, succeeding 
J. E. Edwards of Prairie Farmer. 
Other officers reelected are Oscar 
|'M. Dugger, Progressive Farmer, 
| v.p.; P. E. Spivey, Southern Plant- 
|er, secretary, and Frank X, Gau- 
ghen, Capper 
| treasurer. 

| Farm Publication Reports Inc. 
| held its annual meeting on Wednes- 
|day immediately following the 
APA meeting. Elected as new 
| president is Mr. Boberg. He suc- 
ceeds Mr. Edwards. Reelected as 
officers are: Mr. Gaughen, v.p.; 
|Tom Hickey, Nebraska Farmer, 
secretary, and Paul Huey, Progres- 
sive Farmer, treasurer. 

Edward C. Nash was renamed 
executive secretary of both the 
| Agricultural Publishers Assn. and 
| Farm Publication Reports. 


_ Cincinnati TV Sets at 374,000 

Television sets in the Cincinnati 
area now number 374,000, accord- 
ing to the research department of 
Crosley Broadcasting Corp., Cin- 
cinnati, 


‘Finkel Opens Seattle Agency 
Richard Finkel, formerly in the 

advertising department of Califor- 

nia Farmer, San Francisco, has 


Publications Inc.,| 


Boston, Oct. 21—Alfred Politz 
today charged that “‘many mislead- 
ing measurements of advertising 
effect are published” because of 
“confusion between correlation and 
|cause”’ in researchers’ minds. 

In an address delivered at the 
Boston Conference on Distribution 
| here, the president of Alfred Politz 


Boston Conference 


Research Inc. described the confu- 
|sion as “probably the greatest fal- 
lacy which has been distorting 
|American opinion and marketing 
research for more than 26 years.” 

He declared that the “most ob- 
vious and frequently employed 
technique” of measuring advertis- 
ing effectiveness is to divide the 
survey group in two: one segment 
having remembered seeing or hear- 
jing certain advertising, the other 
not. 


= Results usually show, he said, 
|that the advertised product was 
| purchased by a greater percentage 
|of Group 1 than of Group 2. The 
“outspoken or hidden conclusion” 
that advertising accounted for the 
difference “is incorrect,” he stated 
| bluntly. 

“The difference only shows that 
there is a correlation between 
|awareness of advertising and pur- 
chase or possession of the adver- 
tised product,” he insisted. 

Conceding that awareness of ad- 
vertising makes people buy, he 
warned that it is only one of “many 
possible causes that can lead to 
correlation.” 

“Another cause,” he said, “is the 
fact that people who purchase or 
possess Product X become more 
aware of advertising for Product 
X than the non-purchasers.” 


@ The advertiser’s experience with 
such a survey tends to make him 
skeptical of surveys in general, Mr. 
Politz said. Another reason he cited 
for the shaky reputation of re- 
search is “the sensationalism of po- 
litical opinion surveys. . 

“It has obscured the basic dis- 
tinction between mass questioning 
and research,” he asserted, which 
is “the application of measurement 
within consistent theory” in re- 
search. 

Market research leads to predic- 
tions, he said, based on discovery 
of relevant causes. To understand 


small theater and neighborhood opened his own agency at 414 these causes, he continued, requires 


house are most susceptible to TV. 


Olive Way, Seattle. 


(Continued on Page 93) 


Forget Park Ave. Sophistication ... 


Admen Told in Ohio, Write Copy 
to Answer ‘What's in It for Me?” 


CoLumsus, O., Oct. 21—Some 
200 years ago, a Frenchman named 
Jean Jacques Rousseau is reputed 
to have said: “Back to Nature.” 
Some high-powered advertising 
executives said much the same 
thing last week at the ninth an- 
nual Ohio State University Ad- 
vertising Conference. 

The theme of the conference was 
|“Advertising’s Responsibility in 
Selling America’s $350 Billion Out- 
| put,” and the speakers seemed to 
| agree that there is a great need for 
{a return to the fundamentals of 
| selling. Copywriters were urged to 
| forget about Park Ave. sophistica- 
tion and answer the consumer’s 
question, “What's in it for me?” 


® Hal Davis, v.p. of Park Ave.- 
located Kenyon & Eckhardt, ap- 
peared with a kitchen broom and 
giveaway bunches of violets to il- 
lustrate his con- 
tention that “be- 
ing corny” is 
what activates 
people. Said Mr. 
Davis: 

“Corn is the 
surest box office 
ever invented, 
Corn is some- 
thing people like 
and act upon. 
Corn sells goods. 
When we get 
sleek and intricate, we get lost. But 
we have to use intelligence with 
corn. If we advertising men don’t 
start mixing intelligence with corn 
and seeing new ideas in old things, 
we won't be selling violets—we’ll 
be giving them away.” 


Hal Davis 


® Arthur H. Motley, publisher of 
Lexington Ave.-located Parade, 
told the conference: ‘“‘Here’s some- 
thing everyone can take with him 
—forget the fancy business you 
learned after you left the farm and 


go back to the language you spoke 
when you were hungry and on the 
make. The only way we're going 
to market that $350 billion annual 
production is by making people 
dissatisfied with what they’ve got 
and talking them into wanting 
things they don’t need. And there’s 
nothing wrong with that way of 
doing things.” 

Mr. Motley explained further: 
“If you want to move goods, you 
gotta go ‘buckeye.’ Simplicity is 
the thing that rings the bell today 
..-Don’t get all gussied up with 
fancy words and four-color layouts 
to impress other advertising men, 
if you want to talk to the masses. 
You can’t kid the kind of men who 
are making a $1,000,000 a year 
with a wrench in their hands, and 
don’t try. Say it so that everybody 
who went past the eighth grade on 
something besides a bicycle can 


| understand it.” 


® Mills Shepard, director of re- 
search for Park Ave.-located Mc- 
Call’s Magazine, said today’s re- 
search man is using the mode 
techniques of the social scienc 
and psychology to find out o 
things—what the average g 
wants and needs. 

“The foundation of an effecti 


|ad,” explained Mr. Shepard, “ 


clear presentation of a strong a 
peal of basic human wants. Thos 
wants, we know, are food, clothir 
and shelter, yet today what kin 
of roof and the quality of cloth an 
food are important. Standards 
change and the advertising ma 
needs information about how muc 
importance should be attached 
living conditions and habits, ec 
nomic means, ambition patter 
and social class placement.” 


® From La Salle St. (Chicago 
(Continued on Page 97) 


Don’t Sell with 
Charts, Kobak 
Tells Salesmen 


Tells Pulse Luncheon 
About Four Projects of 
Ad Research Foundation 


New York, Oct. 24—Edgar Ko- 
bak’s advice to salesmen is to 
know their facts and be prepared 
to talk about them, but to leave 
{the charts and graphs at home. 

Speaking before the llth an- 
nual luncheon of Pulse Inc. here, 
the president of the Advertising 
Research Foundation suggested 
that business men should take a 
cue from the office seekers. 

He said that these people—the 
presidential candidates and the 
Senators—‘“except Bill Benton”— 
| don’t go around using charts to 
present their cases. Anybody with 
|the information in the back of his 
|mind can do his selling “without 
|leaning on a hunk of cardboard,” 
he added. 


'@ Mr. Kobak, who, incidentally, 
was wearing a Stevenson button, 
devoted most of his talk to a dis- 
cussion of coming projects of the 
ARF. Among them: 

1. Study of printed media read- 
ership to establish a set of stand- 
ards for buyers and sellers, under 
the direction of a committee 
headed by Sherwood Dodge of 
Foote, Cone & Belding. Some $15,- 


000 of ARF funds has been ea 
marked and a pilot study start 

2. Study of radio and televisic 
rating methods, with Dr. Lawren 
Deckinger of Biow Co. and h 
committee in charge. Radi 3 
through the Broadcast Advertis- 
ing Bureau, has agreed to furnish 
$15,000 for this project. The tele- 
vision industry is expected to do- 
nate the remaining $10,000 re- 
quired, 


'@ 3. Collection of a variety of basic 


Statistics from Washington sources. 

4. A long-range analysis of the 
motivation factor in buying. Mr. 
Kobak said the idea is to make a 
thorough study to determine “what 
happens after the ad comes out.” 
As envisaged, this project will re- 
quire special funds, special con- 
sultants and additional ARF staff 
members. He suggested that grants 
might be made to universities for 
10, 15 or 25 years of study of the 
problem. 

Mr. Kobak told the research and 
advertising men that the ARF 
hopes to perform the same valida- 
tion function for the research 
field that the Audit Bureau of 
Circulations performs for news- 
papers. 

“Our job is to sell the idea of 
good, sound research,” he said. 
“And we might as well stop kid- 
ding ourselves that it comes cheap. 
We want to raise the standards of 
the industry, There is too much 
promotion in research.” 

Research people, like engineers, 
should have a set of professional 
standards which guide their con- 
duct, regardless of whether they 
are working for agencies, adver- 
tisers or media, it was pointed out. 
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TV Operators Warn Broadcasters Against 


Bringing Radio's Mistakes into Television 


Boston, Oct. 21—Top executives 
of three leading U. S. TV stations 
today offered advice to radio men 
about to embark on television. 

Speaking at the annual District 
1 meeting of the National Assn. of 
Radio & Television Broadcasters 
were Robert Swezey, executive v.p. 
of WDSU, New Orleans, and 
NARTB television chairman; Craig 
Lawrence, general manager of 
WCBS-TV, New York, and Wilmer 
C. Swartley, general manager of 
WBZ-TV and WBZ, Boston. 

Mr. Swezey warned the broad- 
casters against complacency be- 
cause of previous radio experi- 
ence. TV is a “new deal,” he said, 
and “preconceived concepts and 
notions” give radio men a “dubi- 
ous advantage” over non-radio in- 
terests that approach television 
fresh. 


@ It is most important, he said, 
that broadcasters guard against 


mistakes, deep rooted 


low of Pulse Inc., while C. E.| 
Hooper, head of C. E. Hooper Co., 


held out for standardization. (Mr. 


| Hooper was unable to attend the 
in radio,| meeting because of illness, and his 


when they acquire TV stations. He} remarks were read by W. Bruce 


listed these as: 

1. The failure to adopt “sound, | 
credible research” to evaluate the 
“relative merits” of radio to other 
media. 

2. The networks permitting their | 
facilities “to fall into the hands of | 
so few clients” that broadcasting 
“is virtually in their control.” 

3. “Slothfulness” in not advanc- | 
ing rates as circulation and costs | 
rose. | 

He stated bluntly that broad-)| 
casters “have been compromisers” | 
and have “sacrificed...the full 
vigor of our medium” trying to! 
avoid “stepping on toes.” | 


| McEwen, v.p. in charge of adver- 


tising agencies and advertisers for 
Hooper.) 

Dr. Reslow said there would be 
less confusion in audience re- 
search if all measurements were 
interpreted “by those trained in 
the art of statistics and technical 
research.” Since the audience-size 
of any broadcast has never been 
known exactly and probably never 
will be, he reasoned, there can be 
no objective criterion with which 
to compare results of various tech- 
niques to produce standardization. 


s Mr. Hooper argued that stand- 


| ardization could be accomplished 


8 Sharply contrasting opinions on | 
the question of research standardi- 
zation were expressed by two lead- 
ing research experts. 

The negative view on the ques- 
tion was taken by Dr. Sydney Res- 


by a method based on telephone 
coincidental samples. He asserted 
that a system based on at home 
audience, established through 
phone calls, and diary reports from 
sample homes to cover out-of- 


emember 


* * * * * 


(minimum coverage 40%) 


ONE MILLION PEOPLE 
LIVE IN IOWA'S 
CENTRAL 52 COUNTIES 


The DES MOINES DAILY REGISTER and TRIBUNE 


Reaches 71% of these households 


¥ Des Moines (Polk County)..............97% coverage 
oy Additional 51 counties.............-..-63% coverage 


Effective Buying Income 
$1,500,000,000 


AN ‘A” SCHEDULE MUST MARKET 


ABC Circulation March 31, 1952: 376,658 
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more radio-vs.-newspaper tests by independent department stores 
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the ratings to out-of-home audi- 
ences on the basis of the ratio of 
out-of-home to at-home listening 
as revealed by the diaries, a com- 
plete rating can be obtained for 
whatever coverage area is chosen. 


home listening as well, would ac- 
complish the purpose. 

By establishing “accuracy and 
comparability,” he said, between 
various ratings through the coin- 
cidental measures, and projecting 


“This is the size we send to the 
Growing Greensboro Market!" 


If you want to get that “5-o’clock shadow” out of your selling 
costs—better soften that sales resistance with a liberal appli- 
cation of tried and proven “G. G. M.”* The *Growing 
Greensboro Market is made up of 12 prosperous ABC counties 
in the rich Piedmont of North Carolina—South’s No. 1 State. 
With 1/6 of North Carolina’s 4-million Pm meng and 1/5 
of its nearly $3-billion retail sales—the Growing Greensboro 
Market will shave your advertising costs to a whtsker when 
you use the keen selling edge of the GREENSBORO NEWS 
and RECORD’s 100,000 daily circulation! 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


SALES MANAGEMENT FIGURES 


greensboro SEs 
Acws and Reord! a? 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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eee properly conceived and prepared” 


The Herald Tribune’s Chemical Section that rated the above 
comment, is typical of all our special issues published throughout 
the year. In each, the Herald Tribune renders a genuine service 
...to both the general public and to the specific industry. Not content 
with surface coverage, the Herald Tribune editorial staff strives for 
fact-finding, interpretive reporting that makes the real issues clear 
and brings the essence of the news to the public mind. It is just 

this kind of editorial enterprise that attracts the Herald Tribune's 
important and influential audience ... the alert, active people who 
make the nation’s most profitable market — for ideas or for goods! 


NEW YORK 


Herald Tribune 


Represented nationally by Scolaro, Meeker and Scott in Chicago, Detroit and Philadelphia; 
* and Doyle and Hawley in Los Angeles and San Francisco 
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frigerators.than are aware that it 


(Continued from Page 2) gram of Hotpoint, Mr. Krautter also manufactures Disposal] gar- 
this effort has produced sales great insisted that it is a mistake to bage disposal machines. 
enough to take the factory output talk about the “appliance indus- 


* 


try,” since every product has its 
own market and its own problems. 
For instance, 75% of the people 


® “We found that a strategic ap- 
proach in selling dishwashing ma- 
chines,” he said, “lay in addressing 
the story to men, on the ground 
that they use labor-saving ma- 
chines in their offices and factor- 
ies, but deprive their wives of this 
aid to housekeeping. A _ spread 
in Business Week was run to get 
this point across to executives, and 
it was effective. 

“Men are easier to sell on dish- 
washers for the home than are 
women, who can think of a lot of 
other ways to spend the amount of 
money required for the purchase of 
this product.” 

Many advertisers fail to realize 
exactly where their market is, Mr. 
Krautter said. 


fer the rest of this year and well 
into next.” 
In discussing the current pro- 


In the November Atlantic— 
Licorice, Dark Mystery of Industry 
A PUBLIC INTEREST ADVERTISEMENT 
by the 


MacAnprews & Forses COMPANY 


write for your free copy to 


HARPER-ATLANTIC SALES, INC. 


e & Arlington Street Boston 16, Mass. 


“Purchase by income groups 
varies so much,” he explained, 
“that in theory at least, the top and 
the bottom of a line should be ad- 
vertised in different magazines— 
and not where you are likely to 
think, either. The biggest and best 
electric range in the $400 price 
group finds its best market in the 
$3,000 to $6,000 income bracket, to 
the extent of 75% of all purchasers. 
And 67% of the big $500 combina- 
tion refrigerators go to the same 
people. 


s “The truth of the matter is that 
price has nothing to do with the 
sale of these products! In good 
times, when people have money, 
purchasing is a state of mind. 
That’s why the strategic approach 
works. 

“Real impact value in advertis- 
ing can be found in the three-way 
combination of copy idea, space 
unit and medium. Today’s readers 
are scanners to a greater degree 
than they were when advertising 
was first being developed. 

“For instance, 52% of the people 


ine 


Sell the Doctor 


oR when his mind 


“Doctor, can Tinterest you in 
our new sedative?” 


Advertising Age, October 27, 1952 


seem to be willing to look at ads, 
even though they are not in the 
market for anything now. These 
folks are the ones who make up 
the backlog of future customers. 
One survey indicates that 52% of 
the people look at ads so they will 
know what to buy at a later date; 
58° notice product names most 
of the time, and 36% some of the 
time. This makes a total of 94% 
who claim to get a definite and 
memorable name impression from 
| ads.” 
| 
e Mr. Krautter said media and 
their representatives can help to 
develop the right strategy for ad- 
vertisers. He referred to the 13- 
page cycle instituted by The Sat- 
urday Evening Post in the ’20s as a 
contribution to effective advertis- 
| ing. 
| “The media representative,” he 
said, “is in an excellent position to 
help agencies and their clients 
| alike to be more strategic in their 
methods. Strategy develops best in 
jan area of semi-detachment from 
the scene of conflict. The man who 
|is wrestling with a problem often 
| finds it difficult to think objec- 
tively at the same time. 

“Media salesmen have wide 
| knowledge of many industries, and 


*|/at the same time have detachment. 


| The presentation of big ideas can 
jtake the salesman into the higher 
|echelons of management and lead 
to bigger orders. Selling the impor- 
ltance of women in car purchase 
decisions got automotive orders 
out of Detroit for publications 
| which would never have received 


| 


}them on the basis of circulation 
}statements or cost per page per 
thousand. 


le “The strategy of the now famous 
Hathaway shirt ad is history. But 
copy strategy was only a part of it. 
|The really brilliant move was to 
}run it in only one magazine, one 
that could be talked about, one 
|that would get publicity, one that 
|would be a good test spot, The 
New Yorker. 

| “Anybody can act like a rich 
}man’s son if he has a million dol- 
|lars. The trick is to do it on a 
| weekly pay check and an honest 
| face!” 

Mr. Krautter pointed out that 
it took $250,000 more in 1952 to 
maintain the same advertising that 
cost $1,000,000 in 1951. Hence, he 
pointed out, the need fer strategy 
in copy and planning, and particu- 
larly in media selection, has be- 
come the key to successful adver- 
| tising. 


|Gunnison Promotes Landers 

Gunnison Homes Inc., wew Al- 
bany, Ind., has promoted Charles 
| Landers Jr. to assistant sales man- 
}ager. Mr. Landers has been with 
| Gunnison, U.S. Steel Corn. hous- 
ing subsidiary, for the past six 
years. 


8x10 J 
GENUINE 


The time to tell your story to the Doctor is when his mind is on 
is on medicine «icine. MODERN MEDICINE puts him in the mood to listen. [tis the only 


publication that brings to all U.S. Doctors a complete review of the 


latest developments tn all fields of medicine — 24 limes a year, 


Inasmuch as MODERN MEDICINE is edited to serve a primary need, 
it captures and holds the Doctor's interest more — gets more 
of his time and concentration —by giving him precisely the sort 


of information he can apply in his daily practice. 


In this editorial atmosphere, the Doctor fully appreciates 
the importance of your product story. 


Sell the Doctor when his mind is on medicine. 


MODERN §} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


84 So.Tenth Street, Minneapolis 3, Minn. 
New York - 
San Francisco 


Chicago + Los Angeles 


| 53-59 E. Illinois St., Chicago 11, Minols 
Phone: WHitehal 4-2930 
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all leading food trade 
publications reach chains, 
supermarkets, independents 


Food Topics 


330 W. 42nd St., New York 36, N. Y. 


Might 


TUVTTIter 


ae 


T 


eee 


There is no national publication in the food trade that delivers 


only a single segment of the food trade — chain, supermarket or independent. 


The plain fact is — all national food trade publications (regardless of title) deliver 
chains, supermarkets, wholesalers, independents — in varied combinations. 


The one publication that delivers the largest circulation among chains, independents and 
supermarkets in the trade is FOOD TOPICS. It is the only publication with a circulation 
large enough to provide broad and penetrating coverage — not token coverage — 
at all top echelons of the trade. 


Food Topics delivers: 


4,237 chain executives in all chains with 4 or more stores 
16,079 chain store managers of large volume stores of national, regional and 
local chain organizations 
5,721 wholesalers, voluntaries, co-ops — all of them 
65,815 independent large volume grocers operating one, two or three stores 
1,646 food brokers — the nation’s best! 
Here is the broadest and best basic coverage in the food trade .. . at 43% less cost 
for standard 7” x 10” advertisements than is available in any combination of food trade 
media offering comparable coverage! 


It enables you to buy non-duplicated basic coverage at minimum cost . . . and build 
your secondary emphasis in the trade when and where you want it .. . at minimum cost! 
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Political Spending 


Makes Admen Pikers 


(Continued from Page 1) 
sold to local groups. 

From an advertising standpoint, 
one of the interesting sidelights of 
the campaign is the dependence of 
the parties on TV and radio, and 
the relatively slight use of news- 
papers 

The climax of the drive comes 
on election eve, Nov. 3. On that 
night the Democrats have staked 
out a half-hour, 10:30-11 p.m. 
(EST), on all networks, both ra- 
dio and TV. It’s sandwiched be- 


tween the GOP shows, which run 
from 10 to 10:30 on the NBC and 
ABC TV and AM networks and 
then come back for an hour, 11 


to 12, in which the GOP buys all | 


AM and TY networks. 


s Between now and election, the 
National Democratic Committee 
has 11 hours of AM and TV time 


scheduled. This doesn’t count the | 


state party schedules, or that of 
the Volunteers. Nor does it include 
the sizable labor purchases. 


SAVE MONEY ! Buy YARDER 


white inish 


ire Ses : 
< > OE , 
Ene gm | Available 
Withstand All in 23 
Extremes of Weather | STOCK SIZES 


Send for price list and quantity discounts 


YARDER MFG. CO., 816 Phillips Ave., Toledo 12, Ohio a 


STEEL SIGN BLANKS from STOCK 


IGE Conlin Say 


“No need to whitewash deep freeze — 
it white anyway!” 


EEF, 


Set it right — 
Vote for ike! 


right 
Vote for Ike! ; M 


ee ee 


Vote for EISENHOWER and NIXON 
ond © REPUBLICAN CONGRESS 


SPONSORS NAME 


HUNDREDS OF ORDERS—That’s what Western Newspaper Union 
reports for mats like these which the Republican National Com- 


mittee has prepared. Among some 40 mats are the 150-line ads 
at left and the 1,000-line ad at right. 


The GOP, through its national Luce, and then the rally on elec-| instance, the highly touted tele- 


budget, has 1742 hours of AM and tion eve. This compilation also cast 


which Sen. McCarthy is 


TV time bought, using simulcasts doesn’t count the spots, the local! scheduled to make Oct. 29. 
of the general, Sen. Nixon, Mrs.|shows bought by Citizens, or, for 


® While both Democrats and Re- 


eel Some Batre 


. 50c of every 


should go into 


to cover 


~ on the simple basis of 
—today's population 
—today’s circulations 
—today’s coverages 


advertising dollar 
destined for the 


Detroit market 


Detroit Times advertising 


oe the Detroit Times HALF 


| of the great and growing 
i Detroit Market. 


You’re Missing Something 
If You Miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


publicans are spending with aban- 
don, spot checks by AA indicated 
that at the local level, Eisenhower 
money is preponderant. For the 
| broadcasting industry, it’s a real 
|bonanza. Many stations have the 
SRO sign out. In Chicago, Ike 
forces have unleashed a tremen- 
dous saturation drive. On WMAQ, 
NBC radio station, Eisenhower 
groups are spending some $8,000 
in time, compared to $900 for 
Stevenson groups. On one TV sta- 
tion alone—United Paramount’s 
WBKB—the time bought for Ike 
in the final two weeks will come 
to $25,000. WNBQ, NBC’s TV sta- 
tion, has sold $27,000 worth of 
time for the last two weeks, the 
majority for Ike. 


# Eisenhower time buyers said 
they are concentrating all their 
Illinois air time in Chicago, on the 
assumption that downstate is 
safely in the GOP fold. Volunteers 
for Stevenson claimed their total 
broadcast budget for Illinois is 
$10,000. 

Because of the different groups 
buying time and because of the 
frenetic way in which political 
time and space are bought, it is 
difficult to make precise dollar 
estimates. However, for what it’s 
worth, Billboard predicts an over- 
all expenditure of $30,000,000 this 
year, with $7,000,000 ticketed for 
radio and television. The Hatch 
Act, which limits spending by na- 
tional party committees to $3,- 
000,000, has become little more 
than a big joke. The politicos 
have long ago found ways to get 
around this roadblock. 


Stolkin, Koolish et al. 
Quit RKO Radio Pictures 

Ralph E. Stolkin, who recently 
headed a group which bought con- 
trolling interest in RKO Radio 
Pictures Inc. from Howard Hughes 
for over $7,000,000 (AA, Sept. 29), 
has resigned as president. 

Two other board members—who 
form part of the group in the joint 
enterprise with Mr. Stolkin—have 
resigned also. They are A. L. Kool- 
ish, his father-in-law, and William 
Gorman. 


SET TYPE . 
AT YOUR OWN* 
Chis eu: 5 

DES K “atm mt way! 
Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 

photographic reproduction, Anyone 
can doa professienaljob (A stenog 


rapher set this entire ad). Send 
tor free catalog over 10Qstyles 


1415 ROSCOE ST. CHICAGO 13, III 


OF tk eI saat boot : re ef. oe 2A 3 Spe eee ee Teen a Pee Suan heer ue Ks amen eee ee 
SRE MeN eee) eae crc ng SAC Rs ee uy ft te en : a oe res Aegan he si eth ea ot > nee aoe, by eee 
es . . Advertising Age, October 27, 1952 : . 
e | H cm ie my é i, : 
Lae wa > 
Co lt—/— Roe. ee 
eek Police action 1s where Uncle Sam spend : ak “ 
ee aw Shirt to lose face ‘ ’ i S.! y se 
2% s ~7 Ss } a . 4 EF ayy 
yay rr >, EZ ; aid Pr ‘ate x ee 
ew a 7b - ~ 407. Q'! SS slCUre 
oe es A GU = 
we a lis XL for a change 4 
Yee ‘ta {0 Le F 3 
re L: - Wh Es SS a a 
4x LT (9 VV, SaaS SSE e 
Nt c—__-.-~____] po Set it Se, 
ie Pe Spee eal es |e 
BS “name ¥ oe 
eget) Process or Letter = Tea 
nee beiins sess ssesssoesssseesusscenseneeseeeessienesssnsnseeensenscespesienn ens a 
1 . ra “ : 
a, ue 
Ot af 
ae Ee eae 
Ky eae 
4 4 - Rt 
aE: a oe. 
a ae 
vd a 
en cate 
a. ee 
— se 
ae | ie 
\ er ke 
og | a 
Pas 5 , e rai 
ae % 4 mae 
is _ | ; he 
A i avin 
3 | me 
— a 
: e f a i 
o) | 4 
¥ ee 
a) 
Te 
Ps Fy > * 
7 a 
| 
| 4 
2 
, 1 pee Eta RENE , = f 
‘ ! 
s s) 
| Pl 
me . ° 
Carat Paes gt é Z : , j . tr toa " ° a 
Py ag kd ee oe vee ae Beas a Se ake Wey. < oel e a Si er t tl Acme ee oe A oped cs pig 2 Soy a ee oe re eg ee =e 


Selena te eee 


Se 


I i SEI ROE tg 


I Eee 


nae 


f 


THAT LANDED IN THE |CASH REGISTER 


We are particularly proud of the universally 
favorable comment and acclaim that the Gillette 
world series TV film commercials have received 
from the public and the press ...Conceived by 
Gillette and Maxon, Inc., its advertising agency, 
and directed and produced by Jack Chertok Pro- 
ductions, these ‘‘minute movies’ combine the highest 
technical quality with entertainment and effective 
selling. 


ANOTHER 


JACK CHERTO 


Gillette 


COMMERCIALS 


The Chertok Company has produced every TV 
commercial used on Gillette’s famous Cavalcade of 
Sports for more than 4 years . . . well over 200 films 
. .. we believe there can be no stronger evidence of 
the confidence this great advertiser places in our 
professional ability. 


j If your TV show has a “‘commercial problem” we may ) 
have the answer. Write or wire Jack Chertok Produc- ( 
tions, Inc., General Service Studio, Hollywood, Calif. | 


PRODUCER OF 


THE LONE RANGER &&%, SKY KING &&%, CAVALCADE OF AMERICA f&, ANN 
SOTHERN—PRIVATE SECRETARY &3, DALE CARNEGIE’S HOW TO GET THE 
MOST OUT OF LIFE &&, STEVE DONOVAN & AND MR. NIGHTINGALE && 
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LIFE BLOOD OF HOME 
BUILDING 


“*House & Home 
has done more 
than any other per- 
son or agency to 
bring about a 
clearer under- 
standing of the 
mortgage problem 
and so lay a sound 
foundation for a 
mortgage program 
which will make 
possible a larger 
and more stable home building industry.” 
—W. A. CLARKE, President, W. A. Clarke 
Mortgage Co., Philadelphia, Pa. 


® another of our famed Round Tables, we 


rought together representatives of the home 
building industry and executives responsible for 
the mortgage operations of leading savings 
banks, commercial banks, insurance companies, 
Mortgage bankers, savings and loan associations. 
For the first time, a full and informative ex- 
change of views was made possible among the 
n whose cooperative efforts could lick the 
mrtgage crisis... 


Y ROUND TABLES CREATE 


NEW TRENDS AND 
NEW MARKETS 


The round tables held by House & Home are 
Unique, and uniquely effective. They center 
attention on subjects of vital importance to the 
industry. And they serve to bring together 
groups which otherwise would never have an 
opportunity to discuss the problems basic to the 
industry as a whole, and arrive at a general agree- 
ment for methods of solving them. 


As a result, these discussions unfailingly help to 
open up markets for new products and to enhance 
the value of the homes offered to the public. No 
wonder advertisers are finding House & Home 
a medium of extraordinary effectiveness for all 
products that go into the home. 


"Lam thankful that a prominent publication is 

really out on a worthwhile crusade.” 
LAWRENCE A. EPTER, President 
Lawrence A. Epter & Associates, Inc. 


"Keep up the good work which your magazine 
has constantly done in the homebuilding field.” 
P. W. CADWALLADER, 
Woolsey & Cadwallader 


Almost all mortgage men will agree with you 
100%. And the homebuilders who do any think- 
ing on the subject will also agree.” 

ERNEST J. LOEBECKE, 

Executive Vice-President 

Title Insurance & Trust Co, 


10] ‘ 
THE MAGAZINE — 


Published by Time, Inc., 9 Rockefeller Plaza, New York 20, N. Y. 
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RESULTS: The homebuilding in- 
dustry, instead of working in con- 
fusion and at cross purposes, is 
uniting in its efforts to solve this 
pressing and controversial issue. 
Great progress has been made 
since our originol Round Table 
discussion, and the homebuilding 
industry recognizes House & 
Home's contribution to the solu- 
tion of one of its most serious 
problems. 


THE INDUSTRY THINKING 


YOUR SALES ROLLING 
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" Someone Must Pay for Services 


Within the past couple of weeks, several noted research authori- 
ties have urged newspapers to do more research for advertisers. 
Dick Crisp, research director of Tatham-Laird; Ed Battey, Compton 
research director, and Gordon Hughes, who directs research activi- 
ties for General Mills, all urged newspapers to do more extensive 

ork along these lines, and all particularly stressed the value of gro- 

inventory studies. 

rey deplored the fact that such studies by newspapers have been 
gf@wing scarcer, instead of spreading. But they also demonstrated 
tliat they are business men by telling the newspapers that grocery 
inventories are not only research tools, but are extremely useful ad- 
vertising sales tools—if used properly. 

Thus they approached the crux of the problem. Research costs 
mofey. In some cases, including the various types of store audits and 


c mer panels, it costs a great deal of money. Neither newspapers 
n any other advertising media are philanthropists. They cannot 
s money in large quantities merely because advertisers or agen- 


ci ndicate that they “like” or “appreciate” certain services. Their 
Slikigg and their appreciation must sooner or later be translated into 
li > or billing or the money is wasted. 

™ development of store audits and similar expensive types of 
n@Wspaper research a number of years ago was induced by adver- 
tisers and agencies which indicated that these services were needed, 
and Would be used. The disillusion which has followed establishment 
of sch services in too many instances stemmed from the discovery 
that, needed or not, provision of such information was too seldom 
tran@latable into any direct increase in advertising linage or revenue 
by the newspapers which provided the service. 

But the new approach to the problem voiced by Messrs. Crisp, Bat- 
tey d Hughes may indicate that the situation is not hopeless. They 
believe, and they told the newspapers, that the reason for failure lies 
primarily with the newspapers’ lack of sales ability. They have not 
made good sales use of their research operations, they said. If they 
did, they would find that the money put into useful research would 
indeed pay dividends at the advertising cash register. And they 
pointed to the way in which the Chicago Tribune has made good and 
expensive research of this nature pay off in actual advertising linage. 

One reason the Tribune has been able to make such research pay 
off is that an advertising contract in this major medium adds up to 
a substantial number of dollars. But the major reason is that the 
Tribune has learned how to use such research effectively as a sales 
weapon—not as “general information” of interest to advertisers or 
agencies as a group, but as pin-pointed data indicating a specific prob- 
lem or a specific opportunity for a single advertiser. 

The Tribune's research has enabled it, time after time, to go to a 
particular advertiser and prove that he had a problem or a market- 
ing opportunity of which he might not have been aware, and to offer 
a svecific program for meeting that problem or grasping that oppor- 
tunity. 

When a newspaper uses its research intelligently in this particular 
way, it doesn’t have to worry too much about who is going to pay for 
it. The service pays for itself in increased advertising linage. 


Wanted: A Useful Book 


Advertising and promotional techniques are being used in the cur- 
rent political campaign at a rate never before approached in Ameri- 
can politics. The new medium, TV, is getting a terrific workout. 

After it is all over, some one ought to do a definitive study of politi- 
cal campaigns. One commentator has suggested that campaigns are 
too long, largely because the widespread use of mass communication 
devices now enables a candidate to say all he has to say to the entire 
country in a very short time, with the result that candidates quickly 
run out of legitimate things to say and are forced into wilder and 
wilder swings in an attempt to gain the attention of a jaded public. 


| 


—This Week Magazine 


What They're Saying 


|In package goods advertising, the 
retailer has very little control on 
the final sale of a product. As a 
matter of fact, if a grocery or drug 
retailer tried to switch the sale of 
a product, he is apt to be met with 
resentment that results in walk- 
outs instead of sales. 

In the case of textiles, the re- 


Cultivation of Taste 

We feel that broadcasting should 
provide for the cultivation of taste 
and the stimulation of interests— 
not for a few people, but for all 
of the people. We believe that if 
we offer the people opportunities 
to develop their tastes and broaden 
their interests, they will respond. 
In order to give such opportunities | tailer is not just a distributor—he 
to all of the people, we must first is a merchant. He is considered an 
reach them. And one of the ways | adviser and a professional expert 
we reach them is through their) by the average customer who 
common interest in being enter-| comes into his store. 
tained. Those of us who are interested 

Acting on this conviction, we in promoting brand name products 
have deliberately undertaken to in wearing apparel must recognize 
| incorporate material of culture and | this fact. Few of us are spending 
| enlightenment into the general run enough in consumer advertising to 
|of our entertainment shows, where feel that we are influencing the 
they will reach the largest audi- Consumer strongly enough to make 
| ence. |him resent switching or substitu- 

In addition to including mate-/| tion at the retail level. Once we 
rial of culture and information in| have admitted this to ourselves, we 
our regular entertainment shows, @re in a position to appraise our 
we schedule a large number of pro- standing logically and sensibly and 
grams which are devoted in their | to make the most of the opportuni- 
entirety to such material. | ties we do possess. 

Through cur approach, | the| oer co erate, peg 
whole audience—over the course | at a Philadelphia sales convention of 
of time—is exposed to the best in| “Botany” Brand 500, Tailored by 
literature and music and the fine | a 
arts. It becomes acquainted with 
the sciences—both the physical and Best Foot Forward ae 
social sciences. Religious services eee a ee eee an an m 

; € 
a ee ee Se Sane. wae that the quitter should let alone, 


audience sees the news as it is| oy , 
, it i tising. Advertising does 
—all over the country| ‘ is adver , 
pa ype 7 | not jerk—it pulls. It begins gently 


‘ ll over the world. It knows “ ’ 7 
og asin and events and leaders | 2 first, but the pullis steady. It in- 


of our times—because it has seen | °7€4s¢s day by day, year after year, 
them on television until it exerts an_ irresistible 


. ” 

As a result of this exposure, our POWeT- 
audience develops broader tastes,, We have always stressed the 
| discovers new interests and be- need for constant repetition of sales 
| comes increasingly conscious of its| ™essages. It is a basic precept of 
| civic responsibilities effective advertising. But repeti- 

Po tion alone is not enough. Your 
Broadcasting Co., appearing before a| Printed advertising must be good. 
House subcommittee in New York. | [It must reflect quality and know- 


|how, since your prospective cus- 


‘The Case of Textiles 


| 


|a paradoxical business, in which 


Advertising Age, October 27, 1952 


Rough Proofs 


The Carnation Co. is now head- 
quartered in Los Angeles, a fact 
easy to understand when it is 
noted that California’s contented 


| cows produce 7,410 pounds of milk 


a year compared with the U.S. 
average of 5,292. 


Prof. Peterson of the University 
of Illinois says publishers are in 


they need a large circulation, 
though too much can be ruinous. 
Just enough is what makes a 


| happy medium. 


Robert M. Ganger says the pub- 
lic is completely misinformed re- 
garding the cost of cigaret adver- 
tising. Those least convinced of 
their error are the consistent tele- 
viewers. 


“South Florida agency chief 
wants cold weather,” says a clas- 
sified advertiser, looking for a job 
up no’th. He wisely retains his 
anonymity under cover of a blind 
address, so that he may continue 
to live happily in the Land of Sun- 


shine. 


“The old gray mare, she ain't,” 
remarks Midwest Farm Paper 
Unit, in emphasizing the trend to 
tractors. 

It ought also to be explained 
whether this marks a trend away 
from manure spreaders. 


Betty Betz advises advertisers 
not to try to use slang in copy ad- 
dressed to teen-agers, because by 
the time it gets into print it’s al- 
ready old stuff. 


Baby food sales in groceries, 
Progressive Grocer reports, have 
soared to $150,000,000 a year. 

It’s partly because recent baby 
arrivals have soared, too. 


Bob Considine says there ought 
to be a law requiring eastern com- 
mentators to spend at least a week 
a year in Phoenix. So far not a 
single candidate has declined to 
try out the Arizona experiment in 
January, February or March. 


A story from Hollywood says 
vodka drinks are all the rage in 
California. It’s the product of U.S. 
distillers, and has completely lost 
its Russian accent. 


The historical tome recounting 
the success of a well-known maga- 
zine says the St. Louis Exposition 
was held in 1903, but practically 
all members of E. V. Durling’s 
Young Old-Timers’ Club know it 
was presented in 1904. 


C. W. Muench says studies of 
human behavior are of great value 
to advertising men, thus agreeing 
with the late Mr. Pope, who de- 
clared, “The proper study of man- 
kind is man.” 

+ 


The 49ers of San Francisco are 


tomers will often judge the prod-| joining Coast college elevens in 


The technique of textile adver-| uct or service by the character of| demonstrating to their rivals that 


tising differs from the technique the mailing piece. 
of package goods advertising in 


: : : , , & by Charles 
one very important consideration. wih You.” isued by 


Trench Printing Co., Chicago. 


—September issue of “Two Minutes longer pacific. 
E. 


western football teams are no 


Copy Cus. 
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It’s a third major investment in the Delaware Valley for 
B. F. Goodrich... a new 90,000 sq. ft. Philadelphia 
distribution center serving 4,000 Middle Atlantic area 


distributors and dealers. The expanded tire manufactur- 
ing plant at nearby Oaks, Pa., and its American Anode 
plant complete the B. F. Goodrich roster here. 


IN DELAWARE VALLEY, eae 
| 4],437,276,000 


U. S. A. pwiiadcignie Market 


the Delaware Valley, grows richer and busier month by 


month. Payrolls increase as commerce and industry hit 


new peaks in this busy 14-county area east and west of 


1952 
RETAIL SALFS 


the Delaware from Trenton to Wilmington. Expansion’s 


everywhere... spreading out from the Valley’s hub in 
Philadelphia. 


WHERE THE FIRST be 
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THE PHILADELPHIA INQUIRER LEADS THE WAY 


in initiating new Delaware Valley activity. By consist- 
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ently helping to enrich the Valley and its 4% million DE Ps Poe Fee NY £ Wr £ R SE 
: 4 A a) y couNTY 
residents . . . through constant service to all Valley inter- PA (a / a 
ests .. . THE INQUIRER rates top spot throughout the aw ‘¢ > — 
a \ CUMBERLAND f ee 
area. Because it influences readers more, THE INQUIRER counry 


steadily attracts more advertisers, both local and national. 
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Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicogo, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Hughes Joins Cargill & Co. 

James R. Hughes, formerly with Jean Franken, formerly with 
an agency in Washington, has Batten, Barton, Durstine & Osborn, 
been appointed production man- New York, has joined Albert Sid- 
ager of Cargill & Co., Richmond,| ney Noble Advertising, New York, 
Va. as account executive. 


Media men know: 
The proof of 


the pulling 


is in the : 
fe 


repeating! 4 


There’s no surer proof of a magazine's pulling power 
than its repeat advertisers. And if they're mail order 
advertisers, so much the better, because they never 
guess about results — they know. 


This is the kind of proof we'll show you for The Elks 
Magazine . . . circulation: 1,018,000... . 
thousand: $2.15 per page. 


rate per 


MAGAZINE » . 


YORK « CHICAGO « DETROIT « LOS ANGELES 


Franken to Albert Sidney Noble JU, S, Rubber Sells 


Federal Tire Line 
to Tide Water Oil 


San Francisco, Oct. 22—United 
| States Rubber Co. has sold its Fed- 
eral tire and tube line to Tide Wa- 
ter Associated Oil Co. A sale con- 
tract which transfers ownership 
;of all Federal tire molds and 
equipment was signed here last 
|} week by H. E. Humphries, presi- 
dent of U. S. Rubber, and William 
F. Humphrey, president of Tide 
| Water. 

History of Federal tires dates 
back to 1909, when the tire was 
merely a thin, solid band of rub- 
ber wrapped around the buggy 
,wheels of that day. Tide Water 
Associated Oil Co. became exclu- 
|sive distributor of Federal tires 
jand tubes in January, 1947, and 
since then has expanded the line. 
| The complete line includes Fly- 
jing-A safety-ride premium tire, 
|Air-Wing low pressure tire, Fed- 
jeral Classic, Air-Flex, mud and 
| Snow tractor tires, and commercial 
| tires for buses and trucks. 
| 


‘Retail Ad Conference Formed 


| The Retail Advertising Confer- 
ence is being formed in Chicago, 
and will have the aim of holding 
working meetings for store ex-| 
ecutives on all aspects of retail 
advertising. Authorities in the 
field will conduct the meeting. 
| Budd Gore and Ralph Heineman 
are co-directors of the conference. | 
| som first meeting will be held} 


some time between Jan. 1 and 
March 1. Queries should be ad- 
|dressed to the conference at 209) 
S. State St., Chicago 4. 


Shepard Leaves ‘McCall's’ 
Mills Shepard, research director 
for McCall's, New York, has re- 
signed, effective Dec. 31. He pre- 
viously was in charge of editorial 
research, and earlier was with 
Daniel Starch & Staff. } 


PICTURE OF A 
darn good salesman 


HE'S POPULAR — Each month this top-notch ABC-rated 
salesman is invited into more than 13,000 Motels. This is over 
3,000 more Motels than his nearest competitor. And, by January 
Ist, he guarantees 15,000! 


mae = se Se 


HE’S IN DEMAND — He shows a gain of 103% in advertising 
volume for the first 6 months of 1952 compared with the same 
period in 1951. And, the number of advertisements he carried 
in the same period increased from 165 to 403. 


HE GETS THE JOB DONE — Because people believe in him. 
He gives his family of readers the Who, What, Why, When, 
Where and How of the Motel Business. He completely blankets 
the field. No wonder so many readers say, “AMM is the bible 
of the Motel industry.” 


and look at the EXTRAS you get— 


13,000 calls 
Every Month 
at lowest cost 


He makes 
| 
per thousand 


YOU GET a regular free listing in the month- 
Pe ly “Where to Buy It” section—the most fre- 
: quently consulted purchasing directory in the 
field. 


YOU GET a free monthly bulletin which lists 


YOU GET wonderful editorial co-operation. 
See how our editorial pages cultivate the field 
and arouse interest in your type of product. 


YOU GET RESULTS! That’s most important 


to YOU. No other magazine in the field 
equals it—or even comes close to AMERICAN 
MOTEL MAGAZINE. 


the names and addresses of people who are 
planning to build new motels, make additions, 
or purchase new equipment 


Save Money! Decide now to sell your products to this huge and fast-growing market, 
at the current rates. Rates go up January Ist. 


The NEW Leader in the Motel Field 
¢ 


AMERICAN 


Special Survey on 52 Individual Products 


Soaps, lighting equipment, floor coverings, furniture, air condi- 
tioning—a total of 52 products. Write for special survey on your 
product. Also request 20-page MARKET ANALYSIS that gives 
the sales potentials for your product in the big Motel field 


JS 


Advertising Age, October 27, 1952 


Getting Personal 


Fred Rabell, president and general manager of KSON, San Diego, 
and Dorothy Johnson, v.p. and assistant general manager of the sta- 
tion, were married in San Diego, Oct. 8. After a wedding trip to 
Mexico, both will return 
to their respective jobs... 
Brenton Grant, public re- 
lations director for the 
Cincinnati Community 
Chest, has been elected 
by the board of governors 
of the Advertisers Club of 
Cincinnati to succeed Ed- 
ward Clapper, ad mana- 
ger for the Reuben H. 
Donnelley Corp., Cincin- 
nati, who has resigned 
from the board... 

Bill Jerome, who writes 
publicity for the Oregon 
Dairy Co-op, has been 
nicknamed Hard Luck. He 
broke his leg some time 
ago...then fell on his ga- 
rage walk for a leg in- 
jury and near-concussion. 
Out of the hospital only 
two weeks, a fall in his 
bathroom resulted in 
a broken hip...William 
G. Siebert (secretary- 
treasurer and board mem- 
ber of WJR, Detroit) and 
Mrs. Siebert celebrated 
their 25th wedding anni- 
versary Oct. 15. Mr. Sie- 


BETTER THAN WORKING—Famed editor, equally 
famed columnist and their respective wives 
pose for the tintype operator in front of the 
Palacio Nacional in Mexico City. Left to right 
are Sidney R. Bernstein (AA); Mrs. Bernstein; 
Mrs. Woolf and James D. Woolf (Salesense). 


bert is now in his 24th year at WJR... 

Jack Apsey, ad manager of Black & Decker, Towson, Md., re- 
ceived a scroll awarding him life membership in Maryland Indus- 
trial Marketers at the organization’s recent outing. The citation was 
in recognition of his labors on behalf of MIM...Walter D. Fuller, 
board chairman of Curtis Publishing Co., Philadelphia, and James 
M. Cecil, president of Cecil & Presbrey, New York, have been ap- 
pointed members of the executive committee of the National Civil 
Service League, New York... 


Ralph Foote, ad manager of the Beech-Nut Packing Co. in New 
York for 23 years until his retirement last July, has settled in Fort 
Lauderdale, Fla., where he and his wife have purchased a home. Mr. 
Foote, however, will continue to act as advertising consultant for 
the company... 


i « 


WINNER—Don Smith (left), Wilson & Co., president of the Western Advertising 

Golfers Assn. of Chicago, presents the Lloyd Maxwell trophy to Joseph W. Fall, of 

Life. Mr. Maxwell, v.p. of Roche, Williams & Cleary, stands between them. In addi- 

tion to the cup, Joe wins a trip to play in the San Francisco Advertising Golf Assn.'s 
tournament Nov. 6. 


Agency president Irwin A. Vladimir is on a two-month trip 
through Central America. On his return, he’ll issue a report on ad- 
vertising and marketing conditions in those countries. ..A. T. Linney, 
v.p. of the Spotswood Specialty Co. and a Kentucky colonel, gave 
the state’s commission to Joe S. Nolan, production director of Mc- 
Cann-Erickson, while he was in New York for the premium show... 
Magazine and newspaper publisher Gardner Cowles has been 
elected a director of R. H. Macy & Co... 


Richard H. Gross, advertising executive with the Joe Lowe Corp., 
New York, was married on Oct. 10 to Betty D. Blum of New York... 
Betty Middleton, daughter of Harold E. Middleton, media director 
of BBDO’s Chicago office, was married on Oct. 4 to Richard A. 
Geisler of New York. Before her marriage Betty was with the in- 
ternational department of McCann-Erickson, New York...Mike 
Meehan, local account exec at WISN, Milwaukee, and the former 
Bette Crownhart of Minneapolis, who were married on Aug. 28, 
have set up housekeeping in Wauwatosa, Wis...Another recent 
WISN bridegroom is Jim McGovern, director of news and special 
events, whose bride is the former Ruth Hale, of Waukon... 


Leigh Danenberg, editor and publisher of the Bridgeport Herald, 
has been named to the business section of the Hundred Towns 
Committee, which will seek to raise $116,573 for the USO-United 
Defense fund in Connecticut this fall... 


Si Le ESOC SE OD Le) ee ei ei Seem se a ee ee ed a hae ei «sae 
Tees Che ace meats. Lele ahem NE ; : ee ee fy ee bea aie ae go Ob: cs ae Ye 
PA ey ete TE MS 9 a eee ER a oie eae ao! Ua. er 
Be sk Be ik 
5 ar ————— ee 
ots 16 Pe 8 | : 
= . 
od oc 
wee -- $$ $d ee 
le ee nok 
= Te ~~ see 
os wt 7 
* PS 7 o 
ee ~ U eee 
‘tally? ~? i 
Kg ad rc ‘eee 
atl oe 
Lore ee 
Tt he 
cae as 
ive { a 
Aan ae 
nts en 
OE fo . # 3 
pve! no 
~~ a 
a ? fe Se 
Re — 
A Ss 
ay | T HE nd 
ee i , | ae Pie 
; ; ae 
a f ? ej 
\ my H ’ ’ 2 4 
ae : . 2 

+e 4 i 

a ‘ oie. 
a bee as) 
ae ‘ 
x 4 as) 
- aoe . : - : 
AAG : q 
Ns { | - = 
2 4 il al | ~~ ae ee a 
te Tis cg EE A Bee 
S| i - | a te 
ee ri | ‘ os A- | ae 
ee Par eee? Ses i : ne , 
; ~~ ‘ : CY SS we -¥ y i e a { 
—— \ : on genie # sa 
Aik 9 y ag Y "7 *. bg ~ 
eek os ™) r ; ; 
ee , | : eS ¢% . “4 - 
os. fy cK? } \ oe om, { { : ae , 
Gis Fi | ~~ A ‘ . = j : : 

i ——* } _ < ; PA : ‘ 
Pi b/--- La a ~~ \ ; 

c ‘ | . ‘ i : is : 
3 . waa +s ~ i 
a ‘2 ‘ ~ 7 = . ™ ‘ 
re ae! eer r - 
eg Ro 3 & ‘ ; 
is a } ee ab 
ss ie Z | F es <a . ° 

| 

Sy ? 
: eC ee ; 
ic 
ger ' 
| ee | 
fe Caen 9 pany, Inc., : 
aE 5 So. Wabash Avenue, Chicago 3, wil, 
- 2 
; 
tee LL 
nie oe : : 3 . ; ; receneae: =i SRE camel : ke — 
SPAIN Ainge is, aed aii fe. eee ance ates a eet eS : NE OS a at Secs an Tee yee NSS RR aa ee ey ee eee 


a a 


You'll roll up sizeble sales gains with ARGOSY's 


power-packed combination—brilliant editorial, 


lucrative man-market. 
Here's a triple threat package that’s all meat 


ul 


zooming circulation 


a 


and no potatoes. Issue after issue, ARGOSY 


comes up with an editorial bill of fare most 


rich, tangy fiction, 


timely articles, fresh rib-titkling humor, 


pleasant to the palate 


short, every- 


— in 


atic, eye-catching pictures 


. And 


ing to lure the lucrative 
ARGOSY’s luring more and more men each 


th 


— up now to 1,102,461 circulation. Like 
to know more about men and their buying 
habits? Write for “Circulation Trends and the 
Man-Market.” ARGOSY, 205 E. 42nd St., New 
York 17, N. Y. 333 N. Michigan Ave., 


month 


S+., Los Angeles 13, Calif. 


816 W. 5th 
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Advertising Code for TV Retailers Set 
by Philadelphia Better Business Bureau 


PHmavELPpHiA, Oct. 21—Televi- 
sion retailers here are now being 
requested to make television ad- 
vertising believable and to adver- 
tise imperfect sets as such. 

These two items are among many 
in a new code of proposed stand- 
ards drawn up by the Better Busi- 
ness Bureau of Philadelphia and 
a group of local dealers. 

Fourteen large volume dealers) 
agreed to abide by the standards, 
following approval by all televi- 
sion distributors in the area. A 
date for launching the code has not | 
been set as yet, but it will be ap- | 
plicable to all media, the BBB an- 
nounced. 

| 


@ Mort Farr, Upper Darby, Pa.,| 
retailer and president of the Na- | 
tional Appliance and Radio-TV | 
Dealers Assn., presided at the 
meeting and announced the pro-| 
posed advertising standards. 

He said he was a little ashamed | 
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of some of the local dealers for not 
pledging support to the program. 

“Our objective is to make tele- 
vision ads believable,” he declared. 
“It is as simple as that. You know, 
those hurt by these misleading ads 
are not the rich boys, but the little 
wage earners. People have to be 
educated to television and that is 
our job.” 


He warned that if the industry | 


did not police itself, the federal 
government might be forced to 
step in. 


® Cost to participating dealers will 
be $50 a year for the BBB to main- 
tain the program. 


Among the standards: The ad-| 


vertiser should have _ sufficient 
stock of advertised merchandise on 
hand to meet reasonable public re- 
sponse; “no money down” state- 
ments should not be used in ad- 
vertising if any charges are made 
for warranty or installation or 


service, and imperfect or damaged | 


sets must be advertised as such. 
| Locai newspapers have agreed 
| to abide by the regulations also. 


*Write-an-Ad’ Contest for Juke 
| Box Operators Backed by AMI 
AMI Inc., Grand Rapids manu- 
facturer of coin operated phono- 
graphs and auxiliaries for the 
automatic music industry, is con- 
ducting a national “Write-an-Ad 
Contest,” open to juke box opera- 
tors and members of their staffs 


|and families. Entrants are asked to) 
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jot down an ad for the AMI model 
“D” juke box in their own words, 
adding any illustrations needed. 
| There are no requirements involv- 
|ing ability as an artist or a copy- 
writer. 

First prize is an AMI Model 
“D-80" juke box. The deadline for 
| participation is Nov. 15. 


Coyle Opens Coast Agency 

Jim Coyle, formerly assistant 
manager of KOWL, Santa Monica, 
Cal., has opened his own agency, 
J. E. Coyle Advertising, at 3049 W. 
Eighth St., Los Angeles. 


ADVERTISER-AGENCY TEAM 


CAPITALIZES ON 


‘S LEADERSHIP 


IN SERVING AND SELLING THE ARCHITEAM! 


MEDIA DIRECTOR 


PROGRESSIVE ARCHITECTURE 
delivers world’s largest 


professional architectural 
audience... 


g first in architects 
e first in engineers 
e first in designers 
Bp first in draftsmen 


Pp 


a first in total professional 


architectural 
circulation—30,001* 


ba 


to sell. . . that’s 
greater sales!” 


F *Publisher‘’s Statement, June 30, ™ ¥ 


“In Progressive Architecture our 
advertising makes sales calls on men who 
select and specify building products and 
equipment for 89% of the nation’s 
architecturally designed buildings. P/A is read 
by architeam members our men must see 


why it paves the way to 
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2 Join Story, Brooks & Finley 


Story, Brooks & Finley, news- 
paper representative, has added| with Calkins & Holden, Carlock, 


|Clayberger Joins McCarthy 


Howard Jr. to its sales staff. Mr.| years with Owen & a. has 
Klimchek has joined the New York | been appointed v.p. a general 
office and Mr. Howard has been | manager of Ray McCarthy Adver- 
assigned to the Philadelphia staff. | tising Service, New York. 


Globe Knitting Changes Name F. P. D'Angelo Buys KCSB 


Globe Knitting Works, Grand F. P. D’Angelo has bought KCSB, 
Rapids. Mich., has changed its San Bernardino, Cal., from San 


| Names Irwin Vladimir & Co. 


New York Wire Cloth Co., New | 
Canaan, Conn., has appointed Ir-| phia importer, has named Batti- 
Karl K. Klimchek and Richard T.| McClinton & Smith, and for two! win Vladimir & Co., New York, to! stone, Bruce & Doniger, New York, 


Ray P. Clayberger, for 46 years 


| 


| 


| 
| 


|Gets Challenge Scotch 
A. M. Penrose & Co., Philadel- 


handle its export advertising. A| to handle advertising for Challenge 


survey will be conducted on the Scotch whisky. Newspapers, con- | 


possibilities of household wire sumer magazines, direct mail and 
screening in foreign markets. | displays will be used. 


Joins Charles Dallas Reach Two Leave KNBH, Los Angeles 


Irving Metzger, formerly assist- Richard Eisiminger, advertising 
ant advertising director of the and promotion manager, and Al- 


name to Modern Globe Inc. The Bernardino Valley Broadcasters. | News-Record, South Orange-Ma-|bert V. Cole, program manager 
company recently was purchased | Mr. D’Angelo is sole owner and | plewood, N. J, weekly newspaper, | for KNBH, Los Angeles, have re- 


by Aetna Industrial Corp., New| will act as general manager of | has joined the staff of Charles Dal- | signed their positions. Neither has | 
jlas Reach Co., Newark. } 


York. the station. 


announced future plans. 


“P/ A is good news for py budget—gives us 
coverage of all members of the architeam at 
only $15.83 per page per thousand— 
lowest cost of any publication serving the 
architectural field. Why, P/A’s cost 
per page per thousand today is even 
27% lower than it was six years ago.” 


ADVERTISING 
MANAGER 


AGENCY PREXY 


“The largest and fastest growing professional 
architectural audience ever assembled by any 
technical magazine, is attracted by 
Progressive Architecture’s editorial 
concentration. To me, P/A’s leadership 
in subscription renewal percentages is 
further proof of readership. Follow the 
reader and you find the leader.” 


Make more sales calis-at less cost in P/A. 


Every way you look at the architectural market, 
PROGRESSIVE ARCHITECTURE is out in front... and 
sells all the way—to every member of the achitectural 
design and specification team. 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 


ACCOUNT EXECUTIVE 


“More architectural professionals 
subscribe to Progressive 
Architecture, because it gives 
editorial attention to the needs of 
the entire architectural team— 
architects, engineers, designers 
and draftsmen. 


“In P/A, and P/A alone, regular 
editorial features cover all seven 
architectural services: Economic 
analysis and planning... design... 
selection of materials and equip- 
ment... specification writing... 
drafting and detailing . . . interior 
design . . . business administration. 
Progressive Architecture 

sells by serving.” 


! 


on the mar 


to sell a hefty hunk of business 
and industry is a magnetic 
advertising medium...a weekly 
newsreview, razor-sharp in 
accuracy, polished for quick, 
understanding reading by a 
special staff tapping the many- 
fauceted resources of The New 
York Times... and working 
right up to deadline late Satur- 
day, yet ready for delivery to 
over a million homes early Sun- 
day...the REVIEW OF THE WEEK. 


get set. 


to invade, persuade, and cap- 
ture the richest market in 
America... where 93% of all 
manufacturing occurs...in 650 
busy, humming industrial 
counties of the nation ... where 
the businessmen other business- 
men call on live and work... 
an area that accounts for 94% 
of The Times 1,100,000 quality 
circulation... the business ad- 
vertiser’s first market...covered 
by the REVIEW OF THE WEEK. 


00... 


ahead with new life in your 
advertising program...sparked 
by a business medium that 
meets your every need... from 
product sell to public relations 
persuasion...working at lowest 
cost per thousand for reaching 
business executives ... your 
Sunday salesman, the REVIEW 
OF THE WEEK, published exclu- 
sively with The New York Times. 


The New York Times 
REVIEW OF THE WEEK 
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Because 94.6% of Newsweek's readers 
are people of influence and decision in business, 
industry, the professions and government. 


NEWSWEEK delivers more such business pur- 
chasing influence... per advertising dollar... 
than any other weekly or biweekly magazine. 


Because newsweex's 800,000-plus circu- 
lation delivers more families with incomes of 
$5,000 and more... per advertising dollar... 
than any other weekly or biweekly magazine 
measured by Publishers Information Bureau. 


This income bracket is the top market for quality 
goods and services. For instance, it accounts for 
75.8% of all overseas air travel. 
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Rayonier Launching 
National Campaign 


New York, Oct. 21—Rayonier 
Inc., producer of chemical cellu- 
lose, basic for many man-made 
fibers, will launch a national ad- 
vertising campaign this week with 
four-color spreads in Business 
Week, Fortune and Time, and b&w 
variable-size ads in the Wall 
Street Journal and newspapers in 
he company’s five plant cities in 
the Northwest and Southeast. 

Ads are scheduled to run month- 
ly for a year, and were placed 
through Brooke, Smith, French & 
Dorrance. 

Initial ads in the series stress 
broad uses of this raw material, 
the rising world demand for chem- 
ical cellulose, and its economic im- 
plications. The ads are intended to 
present information about this lit- 
tle-known chemical industry and 
its closely related forestry activi- 
ties of increasing importance to 
the. national economy. It is basic 
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Agency Ad Composition 


| for cellophane, tire cord and vari- 


ous essential synthetics, the ads| Addison TV sets, radio sets and| “Vertical 


will explain. 


jsion are plans for advertising 


appliances, as well as Addison- 


| ‘Vertical Integration’ Issued 


Integration in Mar- 
keting,’ Bulletin 74, has been pub- 


| The company operates plants in Norge refrigerators, automatic) jiched by the Bureau of Economic 


| Shelton, Gray’s Harbor and Ho- 
| quiam, Wash., and in Fernandina 
| Beach, Fla., and Jessup, Ga. 


| Aikin-McCracken Gets Account 

Aikin-McCracken, Toronto, has 
|been named to handle all advertis- 
ing for Addisons Ltd., Toronto, in- 
cluding the company’s two televi- 
sion shows over Toronto and Mon- 
treal stations. Now under discus- 


| washers, stoves and ranges. 

| 

|Dorholt Printing Names Miles 
| LeRoy E. Miles, formerly pro- 
duction control manager of West- 
ern Newspaper Union, Minneapo- 
lis, and before that associated with 
several Minneapolis agencies, has 
been appointed promotion man- 
ager of Dorholt Printing and Sta- 
tionery Co., Hopkins, Minn. 


|and Business Research at the Uni- 
| versity of Illinois. It is a collec- 
|tion of papers read at the 1951 
Marketing Symposium at the uni- 
versity. Copies, at $1.50 each, are 
available from the bureau at 205 
| David Kinley Hall, Urbana, Il. 


To Gottschaldt-Mickelberry 
| Gottschaldt-Mickelberry, Miami, 


| 


has been appointed to direct ad-| 
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vertising for the Otis Hotel, Miami; 
Marine Terrace Hotel, Miami; the 
Chamber of Commerce, Stuart, 
Fla., and the Jensen Beach, Fila., 
Chamber of Commerce. 


Vick Knight Promotes Three 
John Martin Gilbert, art direc- 
tor of Vick Knight Agency, Los 
Angeles, has been elected a v.p. 
John Weyl, legal counsel, has been 
elected secretary, Anita Berke has 
been promoted to media director. 
She succeeds Helen M. Whigham, 
who has moved to San Francisco. 
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NBC Adds UHF Affiliate 
WFMJ-TV, which will go on 
UHF Channel 73 in Youngstown 


early in 1953, has been made an York research organization. For vertising, Bridgeport, has been 
affiliate of National Broadcasting more than ten years, Mr. Gill has|named advertising director and 


Co. WFMJ is an NBC radio affili- 
ate. William F. Maag, owner and 
publisher of the Youngstown Vin- 
dicator, is the station’s owner. 


Steel Co. Appoints Ferres 
Steel Co. of Canada Ltd., Hamil- 
ton, Ont., has appointed Ferres 
Advertising, Hamilton, to handle 
its advertising, effective Jan. 1. 


Sam Gill Joins J]. A. Ward 


Sam Gill has joined the execu- | 


tive staff of J. A. Ward Inc., New 


been a marketing and media ana- 


| Acme Shear Co. Names Kelly Seattle Admen Can 


Gene Kelly, formerly production . e a 
manager with Ted Sommers Ad-, Win Quite a Prize 


sales promotion manager of Acme 


quette and Biow Co. 
| 


‘Ritz Salon to Morey, Humm 


|its advertising. 


Shear Co., Bridgeport maker of 


lyst and research consultant for 
scissors and shears. 


Lord & Thomas, Sherman & Mar- 


_Mactadden Promotes Eckhardt 
Carl Eckhardt, who has been 
Charles of the Ritz Salon, New| with Macfadden Publications for 

York, has appointed Morey, Humm | 25 years, has been promoted to 

& Johnstone, New York, to handle| western manager of the Sport- 

| Men’s Group division. 


SEATTLE, Oct. 21—The lure of a 
three-day resort holiday for two 
is being used by the Seattle Ad- 
vertising & Sales Club to recruit 
new members. 

Under rules of the month-long 
membership contest, adclub mem- 
bers who bring in new recruits get 


their names into a hat for a chance | 


at the three-day vacation which 
_will be at Harrison Hot Springs, 
‘famous British Columbia resort 


spa. 
by Adding Members | Although only one adclub mem- 


ber will win the Hot Springs out- 
ing, all others who bring in new 
members will win “a big basket 
of groceries.” 

The drive, one of the heaviest 
/undertaken by the club in several 
years, is under the chairmanship 
of Robert Keene, partner in Keene 
& Keene, Seattle agency. 
Gets Fort Wayne Inventory 
| Fort Wayne Regional Surveys 
|}has been named to compile and 
|conduct the monthly grocery store 
|inventory in Fort Wayne for Fort 
|Wayne Newspapers Inc. The ac- 
|count is returning to the organi- 
|zation after having switched a 
- ago. 


|Syway Appoints Holzer Co. 

| Syway Anti-Freeze, Los Ange- 
les, has appointed Holzer Co., Los 
Angeles, to handle its advertising. 
| Radio will be used. 


} 


| 


IX 


In 1952, 62.5%, of St. Paul families 
reported buying cake mix—surprising 
considering that in 1947 only 5%, 4 
St. Paul families were purchasing thi 
item. 


This growth occured in some meat 
ure across the nation, but in varyin 
degree, as shown below by figur 
from the 1952 Consolidated C 
sumer Analysis. 


Those who hold the key to aviation progress, Research men, read and trust 
AVIATION WEEK magazine. The challenge of transonic and high-mach 
regimes . . . critical operating features of aircraft and engine designs... 
problems of components and materials engage their full talents and knowl- 
edge. These are important aviation people whom you will want to teach 
with the facts about your aviation interests. They are AVIATION WEEK 
readers in numbers larger than you will find anywhere else. 


They trust AVIATION WEEK 


ot 


More interesting yet were the 
wide variations in individual 
brand acceptance, despite equal 
pressure in so-called “nationa! 
media”. For instance, the brand rank- 
ed first in St. Paul and Salt Lake 
City with 26% and 41%, respectively 
was ranked sixth in Seattle with only 
2.4%, family preference. 


This is also true of the important men in Engineering and Management... 
in the Production, Military and Financial phases of the Industry. Men who 
operate and service aircraft and related aviation products . . . all get their 


facts, keep abreast with AVIATION WEEK magazine. 


Whatever you make in the field of aviation. . . 
most effective advertising medium. 


AVIATION WEEK is your 


Obviously LOCAL conditions gov- 
erned this varying acceptance of the 
product and individual brands. If 
you do business through St. Paul re- 
tailers, 


you'd be wise to see that 
your promoting and advertising is 
done in St. Paul. 


StPant Dispatch 


Pioneer Press 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK * CHICAGO + OETROIT 


Look be the Shy for your Markel 
VIATION WEEK 


A McGRAW-HILL PUBLICATION ©* ABC-ABP 
McGRAW-HILL PUBLISHING CO., ay 330 W. 42ND ST., N.Y. 36, N.Y. 
Other Advertising Soles Offices: Atlante, Go.; ‘Bosto Moss.; Chicago, Hil; Clevelond, Ohio; Dallos, 
Tex.; Detroit, Mich.; London, Eng.; Los Angeles, “Colt ‘Pittsburgh, Po.; Philadelphia, Po.; Son 
Francisco, Colif.; St. Louis, Mo 
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Re DuMont Sells Sheen 
to Admiral; Contract 
for $1,000,000 Signed 


New York, Oct. 24—DuMont 
Television Network this week 
signed a $1,000,000 contract with 
Admiral Corp. for sponsorship of 
Bishop Fulton J. Sheen’s 30-min- 
ute TV talks. 

Bishop Sheen after a summer 
layoff will resume his “Life Is 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Worth Living” series Nov. 18 in 
his old time period—Tuesdays from 
8 to 8:30 p.m., EST. 

Admiral’s expenditure will cover 
the cost of time on U. S. stations 
which can be cleared, Canada’s two 
stations and a donation—in lieu of 
a talent fee to the prelate—to Mis- 
sion Humanity. Mission Humanity 
dispenses funds to hospitals, lepro- 
saria, dispensaries and orphanages 
throughout the world. 

Bishop Sheen began his weekly 
appearances on video last February 
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They help you form an opinion about a product 


. tell you what is available and where to get it 


greatest year in the history of BOYS’ LIFE. 


R. B., age 18, Pittsburgh, Pa. 


“... make the prices of things lower.” 'P. A., age 13, Laconia, N. H 


... help the shoppers select. .-" B.B., age 16, Fairport, N. Y 


J. B., age 13, New York City 


... help you decide on what to buy; acquaint you with the market; 
help company increase sales; increase healthy competition; 
stimulate business; help you keep up with the times. 


In the face of such encouraging evidence of the intelligent analysis and 
strong acceptance of advertising by boys, it's no wonder that new 


advertisers, increased linage, revenue and schedules have made 1952 the 


d ter distributi 


*Tabulated from a new BOYS’ LIFE Boy Opinion Survey p 
95.2% found ads i ing. All who 


p. “The National Magazine for Boys’’ * 


ly being prep 
d except 13 found warbnten 


Published by the Boys Scouts of America 


Advertising Age, October 27, 1952 


as a sustainer. Almost immediately 
the program, which was competing 
with NBC's Milton Berle for view- 
ers, began to attract widespread 
notice. It helped knock Texaco’s 
star comedian off the top of the 
rating heap. 

Erwin, Wasey & Co. is handling 
the program for Admiral. 


@ Elsewhere on the broadcasting 
sales front, National Broadcasting 
Co. already has lined up an adver- 
tiser for the Presidential inaugural 
ceremonies. General Motors Corp. 
(Kudner Agency) will carry four 
hours of the big doings on Jan. 20 
! on TV and two hours on radio. This 
jearly bird deal for NBC should 
|give this network a big jump on 
|the competition for clearance of 
| video stations in one-station mar- 
| kets. 

| In the cancelation department at 
| NBC-TV, Kellogg Co. will bow out 
‘as one of the three sponsors of 
“The All Star Revue” at the end 
of December. 

Program switches during the 
week include “Mr. Peepers,” who 
comes back by popular demand 
after a summer series for Ford as 
a replacement for “The Eddie 
Mayehoff Program.” Reynolds 
Metals Co. is the new backer of 
“Mr. Peepers.” Dunhill cigarets 
will replace “My Little Margie” 
with a Robert Cummings drama 
as of Nov. 8. 
| 
|@ Meanwhile, CBS signed another 
'alternate day quarter-hour simul- 
cast sponsor for Arthur Godfrey's 
|}morning show—Snow Crop Mar- 
|keters Inc. through Maxon Inc. 
This makes Mr. Godfrey a simul- 
cast sellout from 10 to 11 a.m., 
Monday through Thursday. Friday 
is not available for TV since the 
redhead usually handles that day’s 
chore from his home in Virginia 
or vacation spot in Florida. 
| Carter Products dropped ABC- 
|TV’s “Drew Pearson Show,” but 
the time was immediately snapped 
{up by Burton-Dixie Corp. (Turner 
| Advertising) for another newsman, 
|Paul Harvey. Bayuk cigars can- 
|celed “Ellery Queen” on the same 
network, but may shift to a better 
‘time spot for a different show. 


Dobberteen Joins FC&B 
as V.P. and Media Head 


| Foote, Cone & Belding, New 


York, has appointed H. H. Dob- 
berteen v.p. 


in charge of media, 
effective Nov. 17 
Mr. Dobberteen 
will be responsi- 
ble for the direc- 
tion and opera- 
tion of a newly 
organized, _inte- 
grated media de- 
partment, han - 
dling all types of 
media and for all 


clients. 
He was for- 
H. H. Dobberteen erly v.p. and 


director of media 
for Benton & Bowles, New York, a 
post which he held for 14 years 
Sherwood Dodge, FC&B v.p., for- 
merly in charge of media and re- 
search, will devote full time to 
the plans board, spearheading mar- 
keting strategy on all accounts 


BBM Issues ‘Radio Homes’ 


The Bureau of Broadcast Meas- 
urement, Toronto, has published 
the new edition of “Radio Homes 
| —1952.” For the first time a list of 
|all broadcasting stations in Cana- 
| da, with their cities, counties and 
provinces, is included as well as 
| a list of all station cities with their 
counties and provinces. The edition 
| carries the official BBM figures of 
population, households, present ra- 
| dios and radio homes. Copies may 
| be obtained from the bureau’s ex- 
|ecutive secretary, Charles J. Fol- 
|lett, at 85 Richmond St., West, 
Toronto. 


Stewart-Warner Names Bond 

George B. Bond has been ap- 
pointed sales promotion manager 
|of the Alemite lubrication equip- 
|ment and instrument division of 
the Stewart-Warner Corp., Chi- 
cago. 
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The tiny marine coral is an example of Nature’s ability to produce 
building material from which whole islands are constructed. Today's 
modern building materials industry must go a step further, however, 
and sell its products. Business Week is considered an efficient sales 
medium by leaders in the field, because — 


Business Week is read by a highly concentrated audience of 
Management-Men. These are the key executives of business and indus- 
try who make or influence buying decisions including those affecting 
building materials. 


That is why Business Week regularly carries more building materials 
advertising than any other general business or news magazine. These 


and nearly one thousand other important advertisers agree that— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


Building Materials Expert 


These Advertisers of Industrial Building 
Materials are reaching many of their 
major markets through Business Week 


(This list does not include advertisers of building equipment 


and supplies who are regular Business Week advertisers) 


The Adams & Westlake Co. 
Alsynite Co. of America 
Armstrong Cork Co. 
A. M. Byers Co. 
Corrulux Corp. 
Detroit Steel Products Co. 
Door Div.) 
Douglas Fir Plywood Assn. 
DuPont De Nemours, 
E.1., & Co., Inc. 
Finishes Div.) 
Flexrock Co. 
Harnischfeger Corp. 
The E. F. Hauserman Co. 
Johns-Manville Corp. 
The Kawneer Co. 
Keasbey & Mattison Co. 
Libbey-Owens-Ford Glass Co. 
Fiber Glass Div.) 
Luria Engineering Corp. 
Lyon Metal Products, Inc. 
The Mills Co. 
Mississippi Glass Co. 
National Gypsum Co. 


Source: Publishers Information Bureau Analysis, January-June 


| 


National Steel Corp. 

Stran-Steel) 

Oregon Lumber Co. 

Allwood Div.) 
Owens-Illinois Glass Co. 

(Kaylo Div.) 

Pittsburgh Corning Corp 
Portland Cement Assoc.ation 
Prefabricated Home 
Manufacturers’ Institute 
Republic Steel Corp 

Truscon Steel Co.) 
Reynolds Metals Co. 

Building Products Div.) 
Steelcraft Manufacturing Co. 
Sun Chemical Corp. 

A.C. Horn Co., Inc.) 
Timber Structures, Inc. 

The Tremco Manufacturing Co. 
Union Asbestos & Rubber Co. 
Unistrut Products Co. 

U. S. Plywood Corp. 

U.S. Steel Corp. 

Gunnison Homes, Inc.) 
Virginia Metal Products Corp. 
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Another Ist for WOW-TV... 
“LIVE” CAMERA FACILITIES 


from Sign-On ‘till Sign-Off! 


WOW-TY is first in the rich Omaha market to offer adver- 
‘LIVE’ COMMERCIALS at any time during the 


telecast day! 


tisers 


Use this new service for advertising impact. flexibility, 


low cost. and convenience PLUS sales results! 


For full information, 
rates, and availabil- 
ities write or phone 


FRED EBENER, Sales Mgr. 
Or any one of the offices of 
JOHN BLAIR-TV 
A MEREDITH STATION 


Retailers Should Advertise Their Goods, 
Not Their Gimmicks, Mrs. Goold Declares 


21—A plea for 
that 
first interest is 


CoLuMBus, Oct 
retail advertising 
sumes a customer s 
the merchandise” was voiced here 
last week at the Ohio State Uni- 
versity Advertising Conference 

The speaker, Mrs. Lucille Goold, 
v.p. of Hewitt, Ogilvy. Benson & 
Mather, New York, further urged 
that the copy contain “that price- 


copy as- 


less ingredient known as believ- 
ability,” an element she said is 
often lacking today 

Citing what she called the 


“snooty, disdainful” copy featured 
in typical ads, Mrs. Goold asked: 
“Could you be sold anything over 
the counter by a salesperson who 
talked to you in these high-flown 
phrases?” 


@ She told the conference that 
“as the expense of running a retail 
store continues to mount, it be- 
comes harder and harder to under- 
stand how advertising departments 
are permitted to waste thousands 


and thousands of a store’s money 
in this way.” 

The use of gimmicks as a popu- 
lar selling device in retail adver- 
tising was especially decried by 
Mrs. Goold. She told the group 
that only by concentrating less on 
gimmicks and more on selling 
merchandise can a stere’s volume 
be increased. 

Although she admitted an occa- 
sional gimmick can be “fantastic- 
ally successful,’ Mrs. Goold called 
them promotional crutches which 
make copywriters soft and said 
use of gimmicks by stores is 4 
form of bribery. 


® Mentioning a manufacturer who 
gave away $6 worth of free danc- 
ing lessons with each purchase of 
a child’s coat, Mrs. Goold asserted: 
“I say all of this is bribery—not 
selling. And when a store—or a 
manufacturer—has to bribe its 
customers to buy goods, then the 
implication is clear that there is 
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something 
the goods.” 

The use of bribery, according tox 
Mrs. Goold, is like the use of opi- 
ates—it always takes a little bit 
more each time and_ generally 
serves to start competitors to offer- 
ing bigger and better free extras.‘ 

The net result of the gimmick’ 
approach is that it leads to “poorer 
merchandise” and “poorer adver- 
tising,” she said, 


basically wrong with 


®@ Among the gimmicks cited ; 
bad by Mrs. Goold is the use of a, 


movie star by a hosiery firm to, 
make personal appearances in 
stores around the country. She 
said, “I know these particular 


stockings. They're good stockings, 
The company that makes them has * 
told me that they are every bit a 
good, at $1.50 a pair, as better, 
known brands selling at $1.95 a. 
pair.” ; 

However, Mrs. Goold said, the © 
firm probably will emphasize “the 
movie star and her legs” in its ad- ,, 
vertising rather than the good hard 
fact of its better price. . 

(Burlington Mills recently an- 
nounced it had engaged screen 
actress Monica Lewis to spearhearc 
a million-dollar fall advertising 
and promotion campaign for 
Cameo hosiery.) 


® As an example of the successful 
use of a gimmick, Mrs. Goold de- 
scribed her own firm's “now fam- , 
ous patch-on-the-eye campaign for 
Hathaway shirts. Here,” she said, , 
“was a gimmick—approximately 
2” of black rayon—that seemed to- 
make a comparatively unknown 
shirt famous almost overnight.” , 
However, Mrs. Goold added, “as , 
usual, the imitators—and there are 
many of them—are taking the 
short cuts. And up and down Mac- 
ison Ave., copywriters and art, 
directors, egged on by their clients, , 
are beating their brains out in a, 
desperate effort to find an- 
other patch-on-the-eye, meanwhile 
overlooking many perfectly good 
selling ideas inherent in their prod- , 
ucts.” 3 
Another type of bad retail ad- ‘ 
vertising Mrs. Goold described is 
for stores to praise themselves “ii 
the public press.’ Because of short 
merchandise supplies during the 
war, this type of institutional ad- 
vertising was necessary, she said, 
but now that a buyer's market has 
returned, “I can’t for the life of me 
see why it should be perpetuated.” 


® Much of the blame for this type 
of advertising, Mrs. Goold feels, 
falls on those who “fail to see that F 
the most creative function an ad, 
can perform is that of creating an 
urge to buy.” 


As a result, Mrs. Goold said, 
many thoughtful,  progressive- 
minded manufacturers are devel- 


oping staffs and mat services to 
take over the retail store’s adver-, 
tising function. 

She said one of her firm’s 
clients, S. Augstein Co., maker of 
Sacony suits, has a staff of 28 ad 
experts now working on selling 
ideas for stores. 


Sills & Co. Names Habas 

Ralph A. Habas, previously a 
member of the editorial staff of 
the Chicago Sun-Times, has been 
appointed an account executive in 
the Chicago office of Theodore R. 
Sills & Co., public relations coun- 
selor. 


Interviewers Change Name 
Chicago Certified Interviewers 
Assn. has changed its name to 
National Certified Interviews. The 
new name more accurately de- 
scribes its interviewing and mar- + 
keting research facilities, the or- 
ganization says 


Promotes Rectaflex Camera _, 
Director Products Corp., New’ 
York, will spend about $100,000 
in Photo and other magazines and 
in Sunday supplements to promote 
its 35mm still camera, the Recta- 
flex. The agency is Shappe-Wilkes. 
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ofA Releases ‘52 
‘dition of Retail 
Timetable for Ads 


New York, Oct. 21—Retailers 
» ‘an their newspaper advertising 
»y hunch, intuition, accident and 
} ~rejudice,” instead of timing it 
» their selling opportunities. As a 
vesult, they lose millions of dollars 
inualiy in sales and profits. 
10 said Edward H. Burgeson, di- 
tor of the retail department, 
sureau of Advertising, American 
ewspaper Publishers Assn., in his 
ntroduction to the bureau’s latest 
resentation, the 1952 edition of 
*nnual Time Table of Retail Op-, 
urtunities.” 
» The presentation, aimed “to re- 
-} us merchants’ attention on fun-| 
.nentals of good timing,” will | 


BP, 


* ethe main ammunition for a con- 


erted drive being launched this 


» veek by the nation’s dailies. Its 


' im is to make retailers realize | 

‘£8 .0ore profits and sales through 

¥ iser timing of newspaper adver- 
sing. 


Summarizing the results of stud- 

made of sales and advertising 

practices in all types of stores, Mr. 
Burgeson said: 

“Results indicate that poor tim- 
ng of advertising is a chronic ail- 
nent in the large majority of re- 
tail stores today.” Chief reasons 
‘or the sickness are: 

1. Failure of stores to root out 
ufficient information about when 
fiven lines of merchandise sell 
rest. 

2. Laxness of retailers in utiliz- 
ng such information to plan ad- 
vertising programs designed to in- 
sure promotion of the right items 
at the right time. 


! To help retailers decide what 
o sell when, the presentation in- 
‘ludes: 

1. A seasonal breakdown of 1951 
sales of more than 17 types of 
stores and 51 departments of de- 
sartment stores, in terms of the 
ver cent of annual sales contrib- 
ited by each month on both a na- 
tional and regional basis. 

2. A breakdown of each month's 
sales of various commodity groups 
during 1951. 

3. Data on seasonal fluctuations 
in the newspaper advertising of 91 
key commodities during 1951. 

4. Tables comparing the relative 
amounts of advertising given to 
those key commodities during each 
month of 1951. 

Special features include a sec- 
ion tracing the effects of scare- 


New York newspaper to gain in 
retail advertising” for the first 
nine months of 1952 and the 12 
months ending Sept. 30, 1952. 

Further, said the ad, the “Mirror 
carried more retail advertising 
than any New York evening news- 
paper.” 

For the first nine months of this 
year, the Mirror gained 291,981 
lines. Other papers dropped any- 
where from 11,570 lines to 1,076,- 


Sterling Gets Five Accounts 
The industrial division of Ster- 
ling Advertising, New York, has 
been appointed to direct advertis- 
ing for R. S. Aries & Associates, 
New York, chemical engineer and 
economist; J. B. Calva & Co., 
Minneapolis, research engineer; 
Hamilton Laboratories, Mercury 
Chemicals, New York; Frank Sam- 
uel & Co., New York, chemical dis- 
tributor, exporter and importer; 
Organic Intermediates Co., Rah- 


Liebermann Joins ‘CH’ 
Richard H. Liebermann, former- 
ly in charge of book advertising on 


27 


the New York Herald Tribune, has 
joined the Christian Herald's east- 
ern advertising staff. 


RDBOARD DISPLAYS 


015 lines. way, N. J., maker of dyestuffs and ideas —— 
In the 12-month period ending pn a. chloro- ; | 
Sept. 30, the Mirror recorded a Phyll and derivatives. pase —- Paani 
gain of 249,804 lines in retail ad- P sieae u eir : 
vertising. All other papers dropped Morrison Steel to Comstock facilities INLAND’s IDEAS are 

between 345,900 lines and 1,424,915 “ oe Steel bap oe ay fresh and new— 
lines. uffalo, has appointed Comstock . J 
Media Records reports that its C0. Buffalo, to direct its advertis- experience pyrene narenen ig up 
trend chart shows retail advertis- 128- Promotion a . 4 
; ° h of 1% national- three Morrison divisions, or- WHY NOT 
ing off one-tenth of 1% Sun furnaces, Roly-Door steel gar- TODAY? 
ly for the first nine months. age doors and Carry-All truck 
bodies. P 
Joseph Joins Robertson is 


Samuel J. Joseph, formerly ad- Fanning Opens Coast Oftice 
vertising director of L. L. Berger Richard M. Fanning, formerly 
Inc., Buffalo women’s apparel commercial manager of KSON, San 
shop, has been named sales promo- Diego, has opened his own station 
tion director of Robertson’s De- representative office at 3757 Wil- 
partment Store, South Bend. shire Blvd., Los Angeles. 


INLAND LITHOGRAPIL COMPA. 


CHICAGO 6:RANDOLPH 6-3256 


suying in 12 department store 
categories 
February of 1951, and a section 
outlining four basic steps which | 
retailers should follow in timing! 
' their advertising. 


* Seasonal variations in buying! 
through the years are very small | 
and therefore can be projected | 
with assurance, Mr. Burgeson in-| 
dicated. 

“Despite the severe disturbances 
produced in the American econo-| 
my over the past decade by war} 
and defense production, scarcities | 
of merchandise, and the scare-| 
buying sprees of 1950 and 1951, 
seasonal month-to-month purchas- 
es of consumers in the nation’s de- 
partment stores between the years 
1939 and 1951 varied within the 
limits of only 2%,” he said. 

The bureau has printed 6,000 
copies of the study which are avail- 
able to retailers through the local 
member paper. A limited number 
of copies, which include data on 
che 12 Federal Reserve districts, 
is available to manufacturers. 


~ 


‘MIRROR’S’ RETAIL UP; 
THER N. Y. DAILIES OFF 
New York, Oct. 21—The New 


this week in its own paper, the 
Times and the Herald Tribune te 
chortle gleefully that it is the “only 


Qe Mirror took 1,500-line ads 


during January and| 


And he’s carrying the Telephone Directory, 


He’s the National Trade Mark Service 
representative of the Telephone Company. 


home of the ‘yellow pages.’ 


Here’s what he’s ready to do for you. First, show 
you how National Trade Mark Service will link you 
more tightly to your authorized dealers. Second, show 
you how National Trade Mark Service can be custom 
tailored to give your national advertising — magazine, 
newspaper, radio, TV, etc.—maximum pulling power in 
markets anywhere in the United States. 


Why not call the Directory Representative today and 
have him show you how easy it is to reach prospects. 
You can reach him through your local 

Telephone Business Office. 
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Be onstruction Merch 
‘e <ereunytoRS * DEALERS + AND 
ADVERTISED IN 4 ®e@ ®@ 


The Most 
st Powerful Merchandising Service Ev 
er. 


pies THIS Issue 


s at the bottom. All 


two fibre roller 
des, is installed. 


carried on 
floor gu! 


Dry wall construction 1s one of the new 
building that has gained hardware, except 
A survey of 


stics shows that dry 


ising schedules in Amett- 
an important part in 
omasote products to 
and month-to month 


techniques in home 
Consistent advert 


can Builder have played 
troduction of H 
dealers- 

hem thereafter 


Lost to 


his huge market. 
‘on available where 


the in 
builders and 


merchandising of t Additional informat) 
_ 


indicated by a staf 
New products are in 


fifteen large 


registers substantial 
dicated by a dot ¢ 


cities. 
One of the companies which has been Fe ———— ow —=s 
sponsible for the successful promotion of ——— ——— 
wallboard is the Homasote Company The NOVA Bells: ~ : 
artis oors 
t advertising -—4 STRUCTURAL MATERIALS 


company has waged a consisten 
campaign to builders and dealers 


Homasote Company was the first to intro 
duce Homasote Big Sheets—"P to 8’ x 14’ in 
size—designed to reduce the cost of building. 
In the October ssue of American Builder 
Homasote sums UP the advantages of big 
sheets. One piece covers the average wall or 
ceiling with no unnecessary joints; no cracks 
to repair, HO falling plaster 


First issuE - October 1952 


8 pages — ‘és 
ges 9x12” — 17,607 copies 


Featuring... 


Current Mark 
: et Informatio 
iii tn ane sie for years an exclusi 
acturers selling to the light prin cay BUILDER 
ion industry. 


The homeowner from there on enjoys 
freedom from noise, freedom from drafts, 
freedom from mildew, complete protection 
from heat and cold. 


g value and 
one material. 


VY 235 product revi 
eviews — E 
AMERICAN BU nian dapoaerge i 
ILDER i , rtisement 
ag eran Pacer reset ig October issue of 
roduct category. 


protection—Ww" 
maximum structural 


he Another Homasote advertisement plugs 
Nova Roller Doors. Four years of intensive 
research, laboratory tests and in-use testing 4/ Merchandisin id 
rou hosed ” 9g eas — Editorial feat 
n the successful sales expe — several merchandisi 
rien : ng stori 
ce of advertisers in AMERICAN 


were required to produce doors that are t 


ble-free —serviceable i 
every climate. 


n every season and 


BUILDER. 


revolving on pins act @ 


Two fibre discs 
he weight of the doot 


guides at the top; ¢ 


Here’s what i 
AMERICA ; “agi 
N BUILDER’s All-Inclusive Merchandising Servi 
ce 


For instance 
- If you areal 
2-time adverti 
you get... 


Get the 
FIRST ISSUE 


Write or wire our Chicago 
AMERICAN BUILDER 
representative in 
locality. _ 
@ Bold 
Face listings i 
; gs in the Direct ; 
Directory Issue for all your — of the April Catalog 


@ 12 
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Vew Merchandising 
Advertisers in Amer 


yervice = 
ican Builder 


The light construction MERCHANDISER will merchandise 


every advertisement in AMERICAN BUILDER every month to 


nearly 18,000 distributors, jobbers, wholesalers, retailers and 


salesmen of building materials and products 


Here’s what The light construction 
MERCHANDISER will do for advertisers 
in AMERICAN BUILDER: 


Every advertiser will be mentioned 
— his ad will be reviewed in every 
issue of The light construction 
MERCHANDISER at no charge. A 
reply card, requesting additional in- 
formation on the products reviewed, 
is included with every copy of the 
MERCHANDISER. These hot sales 


leads are then turned over to the 
advertiser for follow-up. 


This is a sensationally new approach 
to merchandising of building prod- 
ucts and materials. For the first time 
in the history of the light construction 
industry, advertisers are offered a 
complete and all-inclusive merchan- 
dising service through AMERICAN 
BUILDER. Outline on opposite page 
shows how AMERICAN BUILDER’s 
merchandising service helps step 
up sales. 


@ AMERICAN BUILDER 


A SIMMONS-BOARDMAN PUBLICATION 


79 ‘West Monroe St., Chicago 3, Ill. 


30 Church St., New York 7, N. Y. 


Offices in: Cleveland - Dallas + Portland + Los Angeles + San Francisco 
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Sen. __ 


Bui AMERICAN | 


<casgne| 


Now over 


98,000 


Offered to Manufacturers of Building Products 
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More New York Market Characteristics 
Revealed in Bronx Food Broker's Study 


New York, Oct. 21—New York | stance, that the big town has more Pittsburgh is less than the New 
is a strange town, and most of Puerto Ricans than there are peo- York Negro market. 


its citizens never learn to know it. ple in Seattle, more Jewish citizens 


|adelphia, and more Germans than); 
all the people living in New Or- 
leans 

Or that the total population of 


These facts were underlined this 


Few New Yorkers know, for in- than the total population of Phil- week by a simple and well-organ- 


ized booklet called “So You Want 


@<<weae ee eS eae 


: 17 th in EFFECTIVE 
BUYING INCOME per FAMILY 


Among Sales Management's 
162 Metropolitan Areas 


| f your advertising dollar is seeking 
the quality markets first—then the 
Quad-City area belongs elose to the 
top of your list. Year by year this 
community rates higher and higher 
among the 162 standard metropolitan 
areas. Good ancestry, fine geograph- 
ical location and diversified means 
of livelihood all contribute to a high 
standard of living among Quad- 
Citians. You cover 3 of the 4 Quad- 
Cities when you use The Argus and 
The Dispatch 


ee oe oe 


to Sell New York,” turned out by 
a Bronx food broker, B. Meier & 
Son. 


® Most of the rest of the booklet 
is confined to some pertinent re- 
marks about the New York food 
market, for example: 

“Over the counter salesmanship 
is all but non-existent in the New 
York market. An individual prod- | 
uct must sell itself within the 
store. .. 

“The New York market seldom | 
leads the nation in food retailing 
developments. . . 

“More than 35,000 food outlets 
serve the New York market. Their 
sales break down like this: 2,500 
chain-operated stores do 40% of 
total volume; 40% of the inde- 


pendents do 50% of the total vol- 
ume, 60% of the independents do 
10% of the total volume.” 

As for the significant trends in 
the market, Meier sees five—most 
of which have become more ap- 
parent and more important earlier 
in the rest of the country: 


@ 1. Aggressive expansion of na- 
tional and regional food chains. 

2. Rapid growth of buying coop- 
eratives among independent gro- 
cers. 

3. Development of integrated 
shopping centers in suburban 
areas. 

4. Emergence of “pop” as the 
family shopper. 

5. Expansion of non-food de- 
partments in supermarkets. 

Meier comments that buying ce- 
operatives grew out of the squeeze 
on independent grocers confront- 
ed by chains. In New York they 
offer competitive retail prices, 
benefit from extensive newspaper, 
radio and TV advertising, and can 
take advantage of packers’ cooper- 
ative advertising programs and 


MANAGEMENT MEN ARE TALKING ABOUT... 


ABC * ABP 


like TB drugs, liquid fertilizers 
and a cheaper chlorine process... 
like market trends, price changes 
and raw materials availability. 

It’s an exciting, big money market, 
where heads-up management 


News breaks fast in the Chemical Process Industries... 


parlays test tube magic into million dollar developments 


that completely revolutionize 
entire industries almost overnight. 
And in this newsworthy field, 


CHEMICAL WEEK is first with the facts 


... to explain, interpret and analyze. 


to make the news make sense to process businessmen. 


CHEMICAL WEEK, in sharp contrast to contemporaries, 


is tailored exclusively to the interests 
and reading habits 


of all ranks of chemical process executives. 

As the information center for business news of the market, 
it’s consulted at every stage of management planning 

...in product development, distribution and production 


...in purchasing of new plants, 
equipment, materials and services. 


That’s why CHEMICAL WEEK is imperative 
to process advertisers in the hard selling days ahead 


... it’s management's own magazine. 
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special price promotions. 

As for “pop” as the shopper, the 
broker figures he started as a beast 
of burden, now does about 25% of 
the purchasing in this market. He's 
more willing to try new products; 
he’s more subject to impulse-buy- 
ing than mom (who sticks to the 
list); ne tends to be careful of 
labels, grades and prices, and 
manufacturers ought to aim some 
of their advertising at him. 


|@ Meier figures that the long prof- 
it margin on non-food items has 
made them very attractive to gro- 
lcers. Housewares (40-50% mark- 
up) particularly, fall into this cate- 
| gory. The entry of the rack jobber 
has helped to speed the trend, too. 

In its pitch for brokers in New 
York, the company argues that 
iselling costs can be cut by using 
|brokers because: (1) a_ broker 
works on commission, (2) you get 
diversity by joining a group of 
non-competing products, and (3) 
you get the broker’s wide experi- 
ence in the market. 

In New York, the broker says, 
/if you live in the past you're left 
jat the post. The buyers are tough 
and wary, and they may see 40 
salesmen a day, so “it takes more 
than a salesman to sell New York 
—it takes a keen merchandising 
man.” Further, New York has been 
a dumping ground for distress 
merchandise, and often the dump- 
ing resulted from incorrect market 
information relayed to a packer by 
his representative. 


CENSUS RELEASED ON 
N. Y. PUERTO RICANS 

New York, Oct. 21—The re- 
search bureau of the Welfare and 
Health Council of New York City 
has published a 59-page study con- 
taining the first and only census 
data on the distribution of first 
and second generation Puerto Ri- 
cans in this city. 

Titled “Population of Puerto 
Rican Birth or Parentage, New 
York City: 1950,” the information 
is compiled from previously un- 
published data from the 1950 cen- 
sus of population. It is termed 
“highly useful to those in the ad- 
vertising, marketing and selling 
fields.” 

The official New York City cen- 
sus tract bulletin will divide the 
total population into native white, 
foreign-born white, Negro and 
other races. Almost all Puerto Ri- 
cans—92%—are classified as na- 
tive white. 

But New York City has well 
over 320,000 Puerto Ricans among 
its 7,800,000 people. They consti- 
tute the largest group of newly 
arrived citizens ard until now 
there has been no breakdown on 
their distribution throughout the 
city. 


@ The book gives Puerto Rican 
population figures by borough, by 
352 health areas and 2,463 census 
tracts and contains 15 maps show- 
ing health areas and census tract 
boundaries. 

The bureau points out that about 
41,000 Puerto Ricans arrived in 
the U. S. during the first six months 
of this year; approximately 80% of 
these settled in New York City. 
There were 37% more Puerto Ri- 
can-born residents here in 1940 
than in 1930. The 1950 count reveals 
|an increase of 205% over 1940 for 
a total of approximately 246,300 
foreign-born. Addition of first and 
second generations gave the city 
a Puerto Rican community of ap- 
proximately 321,000 persons by 
last April. 

The book may be bought from 
the council for $3. 


' Cardiff Joins Restonic Corp. 

| E, W. Cardiff, formerly ad man- 
ager of C. A. Dunham Co., Chicago 
heating equipment maker, has 
been named merchandising and 
sales promotion manager of Res- 
tonic Corp., Chicago bedding man- 
ufacturer, effective Nov. 1. 
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epends upon our 


CHILDREN 


Read what the two Presidential Candidates 


have to say on this subject in statements 
specially prepared for PARENTS’ MAGAZINE. 


ME 


TELLS WHAT HE WANTS FOR CHILDREN 


(from the October issue of Parents’ Magazine) 


VERY father and mother in America 
knows that one of our gravest con- 
cerns must always be the welfare of this 
nation’s children. I should add that every 
grandfather knows it. too, because in 
these momentous times almost every im- 
portant decision of mine is made with the 
future of my own grandchildren in mind. 
We intended that the children of 
America shall have the full advantage 
of the great benefits our country has to 
offer; that they shall profit by our prog- 
ress in education and health care; and 
most important of all—that they shall 
grow up as free and self-reliant men and 
*~women. I am deeply concerned with the 
welfare of a free people and the educa- 
tion and care of our children who one 
day must assume the responsibilities of 
preserving that freedom. 

We are a resourceful country. We must 
keep America the kind of country that 
will encourage and develop the capacity 
of parents to provide the care, the educa- 
tion, the religious background and the 
affection that every mother knows is 
essential if our children are to make the 
most of their lives. But there is more to 
do. Far too many families and far too 
many children have suffered deprivations 
as a result of inflation, high taxes and 
blundering in our national affairs. Today 
we must re-examine our economic and 
social policies. We must remove hin- 
drances to the exercise of parental re- 
sponsibility; we must strengthen the 
effectiveness of community action where 
it is necessary to supplement home in- 
fluences in the rearing of our children. 


The federal government has both a 
negative and a positive responsibility in 
such matters. It must leave as much as 
possible of the material resources of the 
country in the hands of the people or in 
the hands of the states and local govern- 
ments. But it must promote and encour- 
age tested and successful methods of 
research and education and health care— 
both public and voluntary-—for the bene- 
fit of children. Much of our public effort 
in this direction has been scattered and 
piecemeal and too far removed from an un- 
derstanding of the family, the neighbor- 
hood and the individual citizen. We must 
strengthen and coordinate these efforts. 

We must encourage the alleviation of 
the critical shortage of schools; we must 
provide better trained and better paid 
teachers; we must endeavor constantly 
to raise the standard of health among 
school children; we must aim for the 
provision of essential services to all of 
our youth. 

Let me make this clear. I would not 
be in this campaign were it not for my 
determination to do anything and every- 
thing in my power to safeguard and im- 
prove the opportunity for our children 
in the America of tomorrow. They must 
have the security of a strong and respon- 
sible citizenry. They must have—both at 
home and abroad—the blessings of self- 
reliance and freedom. I believe that any 
administration must seek the ablest men 
and—especially—women of the United 
States to evaluate and advise on the prob- 
lems of education and welfare of our 
youth, 


LIE AMI 


TELLS WHAT HE WANTS FOR CHILDREN 


(from the November issue of Parents’ Magazine) 


AM GRATEFUL for this opportunity 

to speak directly to the parents of 
America on a subject dear to you and 
me—our children. 

As Governor of Illinois, I have been 
intimately associated with the health, 
welfare and education of our children. 
Both as Governor and as an aspirant to 
America’s highest office, | am deeply 
conscious of the responsibility of govern- 
ment to our younger generation. 

No government can or should try to 
provide for all the wants or endeavor to 
mold the lives and futures of our chil- 
dren. It is the responsibility of govern- 
ment to provide good schools, to protect 
the homeless child, to rehabilitate the de- 
linquent child, and to help the destitute 
parent in caring for the bodily or men- 
tally sick child. 

None can deny the truth of the state- 
ment in the Democratic platform that the 
future of America depends in large part 
upon the adequate provision by govern- 
ment for the needs of those of our chil- 
dren who cannot be cared for by their 
parents or private social agencies. 

We also know that every American 
child, irrespective of color, national ori- 
gin, economic status or place of residence, 
should have every educational opportu- 
nity to develop his potentialities. In IIli- 


PARENTS’ MAGAZINE 


RE OF OUR NATION 


nois, | have been proud of our forward 
strides toward better schools, toward 
equalizing educational opportunities and 
toward better paid teachers and better 
teacher training. | have been proud, too, : 
of the growth of our maternity and child- 
health services and the wider utilization 
of the school-lunch program. 

Much more can be accomplished. The 
federal government can advise, assist and 
encourage the continued development of 
these programs on a state and local 
level. We can make this a truly national 
effort. 

As I have said on many occasions, 
government exists to serve human pur- 
poses. These purposes should be enlarged 
only with caution. Indeed, the effort 
should be always to leave as wide a 
range of activity as possible in private 
hands and to keep public intervention as 
far down the scale and as close as can be 
to the people governed. 

I have faith in the future of America 
because I have faith in the job that you, 
as parents, are doing in the tremendous 
task of rearing your children. In the mu- 
tual obligation that rests upon the home, 
the school, the church and upon govern 
ment to develop our human resources to 
the fullest, the primary responsibility is 
parental. 


Copyrighted 1952 
Parents’ Lostitute, Inc 


Read monthly in 1,400,000 conscientious homes with more than 2,800,000 children 
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32 
More Merchandising 


Features Appliance 
Business: Lewyt 


Sr. Lovurs, Oct. 21—Alex M. 


| Kelso Named Norton Head 


A. Donald Kelso, formerly ex- 
| ecutive v.p. and director of Nor- 
|ton Behr-Manning Overseas Inc., 
| Worcester, Mass., has been pro- 
moted to president. He succeeds 
| Herbert A. Stanton, who is re- 
tiring. 


Atkinson Joins KEAR 


George Cook Atkinson has re- 


Carlson Joins Carl Byoir 


Harry Carlson, formerly man- | 
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Names Frank-Gold Agency 


Los Angeles County Heart Assn. 


signed as an account executive at| ager of the United Press bureaus|has appointed Frank-Gold, Los 
WQXR, New York, to become v.p. in Spokane, Seattle, Helena, Mont.,| Angeles agency, to direct its pub- 
and general manager of KEAR, and Phoenix, has been appointed lic relations and advertising. The 


San Francisco. This station, like a staff member in the San Fran- | agency lic 
classical | cisco office of Carl Byoir & Associ- | group’s $400,000 fund-raising cam- 
| paign to take place in February. 


WQxXR, 
music. 


specializes in 


ates, New York. 


Lewyt of New York, president of | 
the Lewyt Corp., told the delegates 
attending the National Assn. of | 


Denver TV Sets Gain 

. | The Rocky Mountain Electric 
Independent Tire Dealers conven- | League has announced the number 
tion here last week that, properly | of Denver television sets at 57,964, 
used, advertising is one of the most| an increase of nearly 20,000 over 
powerful merchandising forces in| the Sept. 1 tally. 


Rejoins Daly & Richardson 

Richard Francis Lucy 
turned as art director of Daly & Bean Advisory Board, Los Angeles, staff of Joseph Norman Kaplan 
Richardson, San Francisco, follow- has appointed the Los Angeles of-| Associates, Miami Beach, as head 
ing a 19-month tour of duty in fice of J. Walter Thompson Co. to | of the copywriting and plans di- 
the Coast Guard Reserve. 


| Lima Bean Board Names JWT 


has re-| The newly established Lima 


direct its advertising. 


also will publicize the 


Slack to Joseph Norman Kaplan 
Kermit T. Slack has joined the 


' vision. 


existence | 

Explaining that the appliance | 
business in so-called normal times | 
was “show business and the com- | 
pany that put on the greatest show | 
got the most volume,” Mr. Lewyt | 
declared that, with savings and | 
employment high, the industry is | 
returning to merchandising tech- 
niques. | 

“Not only is the appliance in- 
dustry becoming more than ever 
an advertising industry, but ap- 
pliance dealers in greater and,| 
greater number are beginning to! 
stay open evenings during the 
week in order to accommodate the | 
shopping habits of the public,” he 
said. 


® He added that more than 1,500,- | 
000 Lewyt vacuum cleaners have | 
been sold in the past five years) 
and that one of the most outstand- | 
ing factors in the company's suc- 
cessful sales program is advertis- 


me 
} “We will spend $1,000,000 with- 
» the next four months,” Mr.| 
ewyt said. “We believe this to be | 
e most economical way to devel- | 
a new customers.” | 
| 
art Mud Pack Drive 


* Saratoga Health Products Inc.| 
s begun an advertising and pub- | 
rity campaign for Saratoga mud 
ck compress. The product is said 
provide pain relief for sufferers 
arthritis, rheumatism and sim-| 
r diseases. Mail order advertis- | 
: will be used in media including | 
lio, newspapers and foreign 
guage publications. Madison | 
fivertising, New York, handles 
account. 


J@ins Griswold-Eshleman 
1E. Gordon Stephens, formerly | 
ector of Walsh Advertising, | 
ntreal, has joined the Louisville | 
ff of Griswold-Eshleman Co. | 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18.N_ Y 
MILLS — FITCHBURG, MASS. 


CIRCULATION 
479,594 °° 


To reach the Young Male Market (ages 15 25)... 


THERE'S NO MAGAZINE 


.»-Because SPORT Magazine is specifically edited to the tastes 
and interests of this all-important young man’s market! 


SPORT MAGAZINE 


| Se sinananateninnivennesisiaiaaaae 

| Mechanix Illustrated.................0..000. ..30.0 
RIED nceccosscnpoinisnenibiethadenbnnnnnbiabane . J18 
Popular Mechanics ........................00. 32.7 
SN wiidiRinaniesesissuntion sanlitianenteomnciiinsoiial 33.4 
Popular Science ......... juadbiaihdainengaboaninill ... 34.0 
Field & Stream ............ jnbinitineenencenesieiaila 36.3 
Sports Afield .................... dnnncassiteielnda 37.0* 
Outdoor Life .............. sian 38.0* 
NESSES Cee cer: eR 38.9 
SINE GUNN crncitiepondossscoccanssnllll 40.1* 
* Estimated 


| MEDIAN AGE 
MAGAZINE OF READERS 
ID aiccicssnctneiintete ssteiiteninnincg consciousness begins. 
I FIND en ccscsccssrsenconans Seviscneiestiai ... 15.0 


20.0 


a 


SPORT MAGAZINE concentrates on the 
young men, ages 15 to 25, who are just forming 
their specific buying habits. This is when brand- 


And this is the age group 


that advertisers must reach and sell if they’re to 
build new customers! 


| 
SPORT MAGAZINE 
Edited for—The Most Sports-Minded Market in the World (i 


Member of the great SPORT-MEN’S GROUP: |f 
MACFADDEN PUBLICATIONS, INC. + 205 EAST 


q 


£ 
4 


| 


Ves ae 
bie ro TS ae 
ae ie & : a 
if eS 
is Spoink lA atenestincanenerseancaanaimenenanaaaans. a 
jie Bes 
i " > i fe si ie a 
ih ry 
“ekg AE 
<7 ue 

% 7 i 
ca. ; 
| i: 
fe] ¢ ee “ 
Ko } PC | | : 
he \ . , — z 
ra =? ~ PR NG ~. +3 i Re 
2 ee ee ad 
=—*y "3 Ce ee Sey 
Ras 6 i Sent. age ts = > re ae o-he yk ‘ 

Br ee Ss 2 ae ‘ages ere “Ae eine, 
Bs ae eee ee ees tes SE 
Bee: “2 *. oe < Bo Tk, aoe hes ae is 

: “ae *si2nr SS rene » ie a a _ = en ee ie 

Ti | ieee, ES es eee Se Mies 8 lt 2B 

* P s Vad? > , nee “eet ™ ea d fui 

“Fi a ee a Te tPF eer - 
a “Adds 2 soe 4 3 

. - v7 p 7 
: t Ly, of ¥ Gis . fy b .-< i - f 

fe * e AS 253 ¥ B Sen A : 

5 ~ A LS oa 7, soe Me < ™ 

ht nope REF. eS — 

£ See 
Pee. rn, * dee phy rt > , oy 

= NG ote me AS yeg MOD “3 be tt a 
: 1 se Ee S| ll 
oh” ~ 2 = ni ’ sant : : ‘- et . | 
4 = $4": oe ss Sugeest? B>o- | 
Ae == foo 8 be, - 4s ol , ae Pg i 

Ls, 2 — . ee ‘ Sahoe 
a 7 os Met. 7 ee oe ee COE 
Taye % waat HIN? OF Z . y — a & 627 ee: 3. 

ae _ iy, LK > os > -.? : 
re | : YX. oy’ °. ee 
4 — Ss oe te fi. 

re ‘ f 

| : PF | ; | S re | 

= ba oa ‘ | 

i 2 oo = > " bes woe Ye b * 
ts oes SS lT—— 
im — —— i 

ae Ce renee ummm 

q 


Advertising Age, October 27, 1952 


NIAA Group Prints 
Book on Evaluating 
Ads’ Effectiveness 


New York, Oct. 21—National 
Industrial Advertisers Assn.’s ad- 
vertising effectiveness committee 
has completed the first section 
(complete in itself) of its “Hand- 
book of Methods for Evaluating 
the Effectiveness of Industrial Ad- 
vertising.” It is now available for 


general distribution. 

The first section deals with ap- 
praising readership of advertise- 
ments as a method of determining 
effectiveness. The five chapters 


deal with pre-testing, aided and) 


unaided recall, coupons, reply 
cards and letters, and before-and- 
after recognition studies. 


® Three other sections on inquiries 
and leads, product and company 
acceptance, and sales, will com- 
plete the project. 


|@ NIAA members will receive free 


copies. Additional copies may be 
obtained by members at $2.50 each 
and by non-members at $5 from 
NIAA, 1776 Broadway, New York 
19. 

Committee members include: 

Douglas Williamson, American Hard 
Rubber Co., chairman; Robert J. Barbour, 
Bakelite Co.; William K. Beard Jr., As- 
sociated Business Publications; Adin L. 
Davis, Controlled Circulation Audit; John 
DeWolf, G. M. Basford Co.; Arthur H. 
Dix. Conover-Mast Publications; Linwood 
Geyer, Ingersoll-Rand Co.; E. F. Luna, 
Anaconda Wire & Cable Co.; Gordon F. 


Priee, Marschalk & Pratt Co.; Alan San- 
ger, Sanger-Funnell Advertising Agency; 
Harry W. Smith Jr., Harry W. Smith Inc., 
and Angelo Venezian, McGraw-Hill Pub- 
lishing Co. 


Promotes Eldon Campbell 
Eldon Campbell, New York rep- 
resentative for Westinghouse Ra- 
dio Stations, Washington, for three 
years, has been promoted to gen- 
eral sales manager of the stations. 
He succeeds E. R. Borroff, who has 
resigned. Mr. Campbell’s New 
York headquarters will be in Free 


| & Peters’ office. 


| 


SPORT Magazine reaches young men of high-income families 


INCOME OF SPORT READER-FAMILIES 


Urdor $3,000 ............cscrcrccosccssssesnee OM 
SY SI erscsscensicioscnemesnentesingn 
4,000- 4,999 ........... sensesarescsniontanshosinan 
5,000- 7,499 ....... icenninnenitianabsnbiiahd .28.2 
FE I sarisssccccssancice suinbiceieain .--10.7 


10,000 and over ............ 


And here's BIG news... You can reach these avid, cover-to-cover readers of SPORT MAGAZINE for | 


| readily bought when it’s advertised 
in The Dallas News. 


the rock-bottom cost per thousand of only $2.50 per black and white page—and $3.50 per four-color page. 


90.6% of SPORT MAGAZINE’s readers come from 
families having a combined yearly income of $3,000 or 
over. 51.3% of the families make $5,000 or over. For 
SPORT’s audience, this means high purchasing power. 
For you, it means high potential for the sale of SPORT- 
advertised products. And being a special-interest book, 
SPORT MAGAZINE gets cover-to-cover readership by 
“hero-worshipping” boys and sports-minded young men. 
And this complete readership is carried over to your ad- 
vertising—turning “high potential” into actual sales. 


| the Bank” on ABC radio; 


So... for an advertising medium with cover-to-cover readership by the young male market, a “hero- 


worship” editorial policy carrying over to your ads, an audience with money to spend, and one of the lowest 


CPM’s available in national media today—be sure to put SPORT MAGAZINE on the list. 


SPORT + SAGA + TRUE DETECTIVE +» MASTER DETECTIVE 


42nd STREET, NEW YORK 17 «+ OFFICES: CHICAGO + SAN FRANCISCO 


* *ABL. 
Publisher's Statement 
1st 6 months, 1952 
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Toni Signs for Two-a-Week 
on ABC's ‘Breaktast Club’ 


Toni division of Gillette Co. has 
again bought the first 15 minutes 
of ABC’s “Breakfast Club” on 
Tuesdays and Thursdays. Bobbi 
home permanent and White Rain 
shampoo will be the sponsoring 
products. Toni was a sponsor of 
the show in 1947-48. It is heard 
Monday through Friday from 9 to 
10 a.m. (EST). 

Other network programs now 
sponsored by Toni are: 

“Arthur Godfrey Time,” ‘This Is Nora 
“It Happens Every Day” and 
over CBS radio; “Break 
“Arthur God- 
frey and His Friends” and “I've Got a Se- 
cret” over CBS-TV, and “The Kate Smith 
Hour” over NBC-TV. Toni also partici- 
pates in the “Gillette Cavalcade of 
Sports” over NBC-TV and ABC radio 


Promotes George Lee 

George W. Lee, a member of the 
eastern sales staff for over four 
years, has been promoted to sales 
promotion director of House Beau- 
tiful, a Hearst publication. Before 
joining the magazine, Mr. Lee was 
on the merchandising and account 
staff of Benton & Bowles, New 
York. 


Drake,” 
“Fun for All” 


CALL IT 


Influenc 


4 powerful 
advantage of 
THE DALLAS NEWS 


@ An officer of the law in your rear- 
view mirror is strong influence. So is 
the word of a long-respeceed friend. 
@ The News’ years of alert, careful 
reporting and public service have 
earned the unswerving conviction 
of its readers. You hear them say “I 
saw it in The News,” always with a 
note of assurance and finality. 

e@ That, too, is strong influence .. . 
and wherever The News goes in this 
72-county North Texas market, this 
influence is an added ingredient to 
paper and ink, lending faith and 
respect to every word. 

@ That is why any product is more 
wanted, more quickly accepted, more 


be Dallas 
Morning News 


CRESMER & WOODWARD, INC, REPRESENTATIVES 
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“YOU HAVE SUMMONED ME to the highest mission within the gift of any people. 


In these days of heated campaigning, when 
our country would appear to be split right up the middle... 
fF | these words, “one nation,”’ may seem paradoxical. 
S But, actually, we have never been more united... 


= nor shared a deeper dream. 


' maintain its principles and its purposes . . . with a firm confidence in justice, 
I could not be more proud.” Accepting his nomination as Democratic Presidential freedom and peace on earth!”” With Governor Stevenson is the Democratic 
: Candidate, Governor Adlai Stevenson of Illinois said, ‘‘Our party will Vice-Presidential Candidate, Senator John J. Sparkman of Alabama. 


One nation | 


There is fresh evidence today that people’s 
hearts and minds and wills are deeply con- 
cerned with America’s future. 


Two examples of a tremendous “grass-roots” 
political re-birth are shown on the opposite 
page—encouraged by a continuing feature 
in Ladies’ Home Journal. 


A year ago, the Journal instigated a series of 
educational and inspirational political articles, 
known as “Political Pilgrim’s Progress’’. 
Response to this idea has resulted in thou- 
sands of women—and men—all over the 
United States taking an active part in poli- 
tics in their own communities. 
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“IT IS OUR AIM to give our country a program of progressive policies drawn from the 
finest Republican traditions; to unite wherever we have been divided; to strengthen 
freedom wherever among any group it has been weakened; to build a sure foundation 


indivisible’ 


THE POWER OF AN IDEA 


Down-to-earth “‘idea”’ editing like this makes 
the Journal the tremendous influence it is in 
the lives of the millions of women who buy it. 


For the Journal specializes in ideas that 
evoke a woman's dreams. Ideas that ride the 
whole range of her special interests— from 
getting a man to keeping one. From making 
tinned tuna taste like fresh-caught brook 
trout to handling teen-age daughters . . . 
From prickly heat to antibiotics. From deep 
freezes to fiction. From re-papering her bed- 
room to making her town a better town to 
live in. 


Definite, irrefutable proof that women re- 
spond to Journal ideas lies in its fabulous 
success: 
More copies of the Journal are sold at news- 
stands than ANY OTHER magazine in the 
world.* 
The Journal has the largest total average net 
circulation of ANY monthly magazine. 
In July, August, September, 1952, Journal 
circulation hit an all-time high for this period 
—one quarter million more, average per 
issue, than in 1951. 
The September, 1952, Journal hit the high- 
est circulation of any magazine ever edited 
for women...over 4,850,000 estimated. 


Ph pee statements to Audit Bureau of Circulations, 
period ending June 30, 1962. 


for sound prosperity and sure peace.”’ With these words Generali Dwight D. Eisenhower 
accepted the Republican Presidential Nomination. General Eisenhower is shown 
with Vice-Presidential Candidate, Senator Richard M. Nixon of California. 


TWO PARTIES—ONE COUNTRY 


People are at work... learning about party organization. Here ore 
two examples of political action featured in the September Journal. 


Twenty women went to the 
first meeting. Husbands of club 
members became interested 
and were asked to join. One of 
them, Dr. Clarence Long, re- 
cently became Club president. 


~«-lournal 
ha the magazine of NEW HORIZONS * * * « 


Mason City, lowa, organizes 
Republican Workshop 
Starting in January, the Work- 
shop ran six meetings a week. 
As a result, by March 7th, 
when the party caucus was 
held, rooms were overflowing 
with people who had never 
been to a caucus before. 
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Gemex Co. Starts 
Christmas Campaign 
for Its Watchbands 


Unron, N. J., Oct. 2i—Gemex Co. 
is hoping to garner its share of the 
Christmas gift market with a new 
promotion for its watchbands. 

Stressing the slogan, “Be an An- 
gel, Give a Gemex Watchband,” 
the campaign includes color pages 
in Life, The New Yorker and The 
Saturday Evening Post. 

The ads, scheduled for October, 
November and December issues, 
| will invite readers to look for a 
display merchandising piece which 
is being offered to retailers. The 
display features two gift-wrapped 
Gemex watchbands, and every 
dealer who orders two watchbands 
from Gemex will get the merchan- 
diser, including its two bands, 
without charge. 


@ William A. Swartman, sales 
manager for Gemex, said the dis- 
| play was designed as a centerpiece 


| for an inexpensive ($5 to $15) re- 
tailer gift window. 


An eight-week television sched- 


ule will also be used, Mr. Swart- 
|man said, with film commercials 
which “employ a new and hither- 
to unused technique for dramatiz- 


Fry to Assist Hubbell Head 


Fred Fry, formerly senior ac- 
count executive with Guenther, 
Brown & Berne, Cincinnati, has 
been appointed assistant to the 
president of Hubbell Advertising, 
Cleveland. 


ing the advantages of expansion | 


watchbands.” 

Gemex Co. recently switched its 
account from Reiss Advertising, 
New York, to Batten, Barton, Bur- 
stine & Osborn, New York, agency 
for the Christmas campaign. 


Oettinger to ‘Detroit News’ 

Howard P. Oettinger, formerly 
with Allen-Klapp Co., New York 
Herald Tribune, and New York 
Evening Sun, has joined the New 
York office of the Detroit News 
and Booth newspapers as a sales 
represeniative. 


|Segar Agency to Continue 

| Dorothy B. Segar, wife of the 
|late Roscoe Segar, will continue 
the agency founded by her hus- 
band in Portland, Ore. The name, 
Roscoe Segar Advertising, will re- 
main unchanged. 


|NSE Names George Vinson 


George J. Vinson has been ap- 
pointed director of education of 
National Sales Executives Inc., 
New York. Prior to joining NSE, 
Mr. Vinson was sales training 
| manager for Lever Bros. Co. 


| 

|Wipperman Opens Own Office 

| Richard C. Wipperman, publica- 
tion representative, has opened his 
own office at 1118 Odeans Dr., 
Dallas. Mr. Wipperman formerly 
was head of the McDonald- 

| Thompson office in Dallas. 


.K. C. Has 231.707 TV Sets 

The Electric Assn. of Kafisas 
City has reported a sale of 8,683 
television sets in Kansas City dur- 
ing September. The total receiver 


distribution in the area was 231,707 | 


‘as of Oct. 1. 
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A Five Year Test Proved 
The Detroit Free Press 


BEST 


@ Merrill Lynch, Pierce Fenner & Beane runs its ads 
in about 200 newspapers from Maine to ‘Frisco. 
During the last five years the ads were keyed. They 
wanted to know definitely what papers brought the 
best response on the basis of cost-per-inquiry. As a 
result of this careful, 60 month check-up, THE 
DETROIT FREE PRESS turns out to be ONE OF THE 
FIVE TOP RANKING NEWSPAPERS IN AMERICA 
ON THE BASIS OF RESPONSE. You too can use 
“America’s Most Interesting Newspaper” to bring 
you BETTER RESULTS. 


SB «=: The Petroit Free Press 


“America’s Most Interesting Newspaper” 
Story, Brooks & Finley, Inc., National Representatives 


THE DETROIT FREE PRESS IS THE ONLY 
DETROIT NEWSPAPER PRINTING COMPLETE 
NEW YORK MARKETS IN ALL EDITIONS 
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Advertising Age, October 27, 1952 


'BAB Offers to Back 
Radio-vs.-Newspaper 
‘Tests by Retailers 


| Rye, N. Y., Oct. 21—To prove its 
x... that radio sells for retail 
| advertisers, Broadcast Advertising 
| Bureau will pay all or part of the 
|research cost for 100 or more ra- 
| dio-vs.-newspaper tests to be made 
by a single department store or 
up to 2,500 tests to be made by a 
large chain. 

Kevin Sweeney, v.p. of the BAB, 
discussed the bureau’s offer to re- 
|tailers in an address before the 
| second district meeting of the Na- 
| tional Assn. of Radio & Television 
| Broadcasters here. 
| He said the BAB offer “has vir- 
| tually no strings attached. The store 
or chain is free to choose the items, 
| the media, the dates, the research 
organization and the method by 
which the research is to be done. 
We only reserve the right to make 
certain that the method is equit- 
able and scientific.” 


|@ Tests for the chain would in- 
volve all sizes of stores and all 
types of merchandise in about 50 
| cities. As planned, it would require 
/an ad budget of about $500,000. 
The single store tests would re- 
|quire expenditures of $25,000 to 
$50,000. 

The BAB executive said more 
| than 2,000 retailer tests have been 
|conducted during the past two 
| years by the Advertising Research 

Bureau method—that is comparing 
results from the same money spent 
in radio and newspapers at the 
same time for the same item. 

Reporting on a group of studies 

made in New York and New Jer- 
sey, Mr. Sweeney indicated that 
radio out-produced newspapers in 
seven of the eight experiments. 
s “But that is less important than 
| the fact that radio reached a large 
| number of prospects that dominant 
|newspaper space failed to touch,” 
'he added. “The two media seem 
to complement one another and 
should be used together for maxi- 
mum coverage.” 

BAB has received favorable re- 
action from some major depart- 
ment stores and expects to have 
a leading retailer lined up soon for 
the project. The bureau during the 
past three months has underwrit- 
ten pilot studies by a grocery chain 
and a department store chain, Mr. 

| Sweeney said. 


Magazine Ads Up 

| Magazine advertising racked up 
| $395,765,599 in the first nine 
| months of 1952, a gain of 8.8% ov- 
;er the same period of 1951. Pages 
‘of advertising are up 1.1%. The 
compilation, made by Publishers 
Information Bureau, shows Sun- 
day newspaper magazine sections 
carried $42,875,661 in the same 
period, down 5.1% from 1951. 
Pages are off 6.2%.. 


| Murray Breese Agency Moves 


| Murray Breese Associates, New 
| York, will move to new West- 
{chester county offices in Irving- 
|ton-on-Hudson on Nov. 1. The 
agency’s new home, one of the 
original Morgan estate buildings, 
|has badminton courts, swimming 
pool, outdoor fireplace, sun terrace 
and other recreational] facilities 
| available for the staff. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets °* New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company ° Chicago ¢* Detroit * Atlanta °* LosAngeles ° San Francisco 
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—and distribution is restricted to the blue-chip 
newsstands, approximately 25% of the total 


% PAGE GAIN OR LOSS 


lst 8 months 
1952 vs. 1951 


U.S.NEWS & WORLD REPORT 


42.9% gain 


BUSINESS WEEK 


17.0% gain 


FORTUNE 


16.5% gain 


NATION’S BUSINESS 


11.6% gain 


7.0% gain 


TIME 


4.5% loss 


GAIN IN NET PAID ABC AVERAGE 


Based on Reports by Publishers Information Bureau, 
“Ist 8 months”’ figures based on first 8 issues of the monthlies, 
first 35 issues of the weeklies. 


lst 6 months 
1952 vs. 1951 


U.S.NEWS & WORLD REPORT 


59,335 


TIME 


55,221 


NATION’S BUSINESS 


45,540 


14,630 


12,659 


FORTUNE 


8,733 


— as bic we ™~ ' 
ier coo ¢ 5 


Jan.-lune 1952 net paid ABC average 


Based on comparisons of Publishers’ Statements to the Audit 


Bureau of Circulations. 


GAIN OR LOSS IN NEWSSTAND 
NET PAID ABC AVERAGE 


lst 6 months 
1952 vs. 195] 


U.S. NEWS & WORLD REPORT + 4,615 
FORTUNE +2,863 

TIME +1421 

NEWSWEEK —4,324 


NATION’S BUSINESS 


BUSINESS WEEK 


* No newsstand distribution. 


Based on comparisons of Publishers’ Statements to the Audit 


Bureau of Circulations. 
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FIRST in subscription 
~ direct from the subscri 


—growing demand for “Useful News . 
for Important People” Gs aera 
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PERCENTAGE OF SUBSCRIPTIONS 
“BY MAIL DIRECT TO PUBLISHER” 


U.S.NEWS & WORLD REPORT 


FORTUNE 


Ist 6 months 
1952 i 
86.1% : 

78.2% e 


TIME 


NATION’S BUSINESS 


Based on comparisons of Publishers’ Statements to the Audit 


Bureau of Circulations. 
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; - —a non-duplicated 


of U.S. NEWS & WORLD REPORT subscribers do not subscribe to 


market for the 


of U.S.NEWS & WORLD REPORT subscribers do not subscribe to 


advertiser 


91% 


of U.S.NEWS & WORLD REPORT subscribers do not subscribe to 


75% 


of U.S.NEWS & WORLD REPORT subscribers do not subscribe to 


91% 
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Your best buy today 
in the “‘news and 


E management” field! 
: 


507,720 


Very are Purchasers 
os in the mood to be informed 


nae PRL GR 8 RR: ae 


of U.S.NEWS & WORLD REPORT subscribers do not subscribe to 


Based on a survey by the independent research organization, Benson & Benson, of Princeton, New Jersey. 


eas acess ANT A de Rt 


Se SN t+ aie eat, Pe ey 2h ~ Si s E e eel . w” Sid a 
ae. or Pee. em 5 ; Bee -: a ere ee ee st a gS ik oe ae 4 east a ere x 
7 RRS > | cara ee Jeg aaa BS. 5 eee ieg I a eo . ee. 7 Le eee 
Ree fe eer oS Pe I oS ee awe a 
a Sapeshehangaay abet ah 4 oo foe fete Ae ee a 7 a BS eS fe ae eS - 
ae Bg? 8 ne ee ore (Reg a ee pee, 3 - oe. ao Ys Ga ee he 
pera a ee “I tty : ys ae eo a ey Wl $ ae aie ae ES sie Oda ae [oT bees Re % 
nie 4 . 4 ee ‘uae Sy y PEMA oe ee OES 
res , ‘ : = gl? : Con iahs eae 
ae eo : 
re ; Sat red! © 
ina ie ; ca nm S 4 eave 
Me P : : : ‘ : ae <i we 
ei Bs : ; " a 
re ag : 
: / es Pe og 
$ te as Y 
ae “ : 
a ; aan 
B : & ns “ye 
: a oink 
a, a af 
uf f ‘ 
= re ¥ Ae a 
es AP to 
i 4 hee iis 
j a3 gs 
Re £ r 4 
; - . 
i! e A tie 
Red a dh : VS i 2 
te : : tes ee 
i. a ara ees 
ray te : ace 
ae 4 , 
asi , oe 
_ | fe P ‘ a bene gk 
. ‘ - : ait ee 
Ae « _ » , - 2 Carey 
rey - an, SE ee ed » aah 5 Et 7 £ ee Swe, tei ‘i Ke: eat 3 
- — Sy pA A: a ES ci hice: bess PR " ie Se Se * ‘A ex ae wae oh a we | 
‘ae f oe Noel Ke 
a 2 % ; Sw ue ae 
rc : ¢$ id * a Noah 6 
a | ¥ eee, 7 ie se 
%, sab ee Teas 
a % * b= eee 
; * a fala 
if ‘ ate Bee 
+ ee a 
. a e rf 
: Py ' % “= 
aipe he ie ks og : 
- he 4 y A 
i k Se 5 
er aa k am 
ji eo 
| : Bt el ae a . a, = eo 
3 e* 1 Sonat % = 
a - ee 
< $5 eee 
a ae F ~ 
ic af ae 
; 3 ee : 
a4 : ES} Jf: Recseis 
é . ‘ay b. 
2 . oe, “i ‘ hy 14 
' —- J» me x Ne ae 
f ve “ie he ee ee malta 0 a 
& et ae eee Bin ee ee F oe ms 
: bs; a er He ae ‘ ee ae 
, we : | RS 
, 9 - aT “—r 
} te ete 
F xt i ae 
i. : , Soi 
p ' axe e catia — 
is % * oe 
‘ a a. 
P . i ~ ' a so 
oes " 4 a. er Gn dad 
a Epil Me F | Sa 
we : ae cir et Ene ; es 
‘ , r ’ fe 
an fae»: 
4 : Lee > y 
% a \ i is 
: 90 iA i elo 
pes : ' a 
; ay. es a | ge 
oe a, y —4 | oa any 
; Y . NEWSWEEK * ; ) aaa 
: Pe mS | 
< NATION’S BUSINESS be | ee 
4 9 , ea ie 
: | _ . / ty 
: ia 
—_ : ae a= 
q 2 — $ 3 a ¥ 
ee rae 2 P ‘ 4 
a Se ee Si Atlee al Wat 
- | BX: . Whsik 
5 Ce. 2 Reap ep rhe AF re ) : 
S we : = % ‘ 2 
; ; BERRY os a a vib dn Sasa 
2 See - ‘ =” P oes 
z aS: a — , a Scgeie 
te 4 Binks peas 
ane Cre “i SRG hey 
Bes es t ae a te ‘ip. 
é: ; Ter ; % fe iS i ie 
% 5 s = ‘i; oy 
. “oes : ae Wess 
te rod ps ee a i mS 
2 ee eS ae e § ft ss x OS 
. ald St rea « Ser ete Prot «: ) a 3 5 ay 
- ees OR Be aah eee oie Ps : a Sella ae 
fe ee” ag Se as ie aes, 3h P r 3 Gg” tod 
4 3 ——- wg et: ay (3 8 eee ar As 
; 2 fae, UES a eS : oe 
: — .% a ae ‘ 30 ROCKEFELLER PLAZA — ee 
A 8 ee “ hens » east 
: ee : _ WEW YORK 20, WN. Y. - 2 hs 
: a ai a Sa ? il re 4 4. 
, . f BOSTON ¢ PHILADELPHIA ae 
5 } . pe! C “WASHINGTON « DETROIT er ee 
: e Rigen seo s e CHICAGO | ;, reece 
a ee yt - AND SAN FRANCISCO) ert & 
¢ AE cago ey 
; 4 : oO , i Pas 
A a \ - bee, ~ a ry. 2 
i E 7 % . e * S35 i 
= Y . = . F on s 
= oe. Ae ¥ i ' e 4 
- Roiree - fe te e 
K ie ¥ ” [ gn 5 
; ; eee i, . a ae 
; can arena Kd Hei 
os =, 7 eae Sear £ ‘ 3 3 
ry 4 ba re 7 ites eA 
: . A Bon ae ra hin: y “* 4 wor A 
ch Ee. SAR Beier NEN oes 
' 2 i 7 J a ge 
; — Seon aes 
“2 — sea Sob Saat 
a ad ce ie Bet aes ; ey] 
“LE eae Sr hl SB oo eee ary ee ee as feet a i 2 ane i peep 
a) x es > Sais ee ear Sn 2 | ES es Ce, a rrr 
*y Lo ir de aes 2 MES Re re.) ) ; 
en ee Cee. ke Se se 


What makes a newspaper great? 


“LISTEN, LEONA...THAT CUTE 
ARTHUR UPGREN SAYS IT'S 
PERFECTLY ALL RIGHT TO SPEND 
MORE MONEY 2 
THAN YOUR 
HUSBAND 
MAKES !" 


Honestly, girls . . . isn’t it just too 
marvelous? If you’re a “‘young mar- 
ried” and you spend 150% of your 
husband’s income, this wonderful man 
who writes for the Minneapolis Star 
and Tribune says you’re doing your 
patriotic duty and you ought to get 
a medal for it. And he’s a famous 
economist and a genuine university 
professor and he’s handsome, too! 

Few men have earned with a simple, 
jocular comment upon a basic eco- 
nomic fact the admiration of so many 
women and the stark hatred of so 
many baffled husbands as Dr. Arthur 
Upgren, editorial consultant and eco- 
nomics authority of the Minneapolis 
Star and Tribune. His refreshing theo- 
ry on dollar-down - dollar - a - week 
family financing has been quoted in 


newspapers across the nation. 
Husbands who contemplate may- 
hem upon the tall, distinguished Up- 
gren person for this horrifying ac- 
ceptance of feminine prodigality 
would do well to ponder these facts: 
Dr. Upgren has taught money and 
banking economics at the University 
of Minnesota for 25 years; he has 
served as economics advisor at the 
Bretton Woods international mone- 
tary conference; he is frequently called 
to Washington to counsel the Federal 
government on economic matters; un- 
like most dreamy practitioners of his 
craft, Upgren has a_business-man 
journalist’s gift for dramatic, color- 
ful explanation of complicated facts. 
Dr. Upgren points out that bor- 
rowers traditionally spark the eco- 
nomic growth of the 
United States ... that 
all big businesses suc- 
ceed by borrowing .. . 
that debt and over- 
spending of income 
are normal to young 
families and help pre- 
vent unemployment 
... that for some people 
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to invest and save money profitably 
others must borrow, especially with 
personal savings at an all-time high 
in our country. Proof of the popu- 
larity of Dr. Upgren’s thesis is the 
recent U. S. Department of Labor 
study which reports that the average 
American family in 1950 spent $400 
more than it earned. 

Highlighting facts, clarifying theo- 
ries and stimulating controversy are 
part of a good newspaper’s service 
and obligation to its readers. Genial 
authorities like Dr. Arthur Upgren, 
with a flair for colorful reporting, help 
keep life lively for Minneapolis Star 
and Tribune readers, help keep these 
newspapers best-read, best-liked, 
most-respected in the 224-county 
area of America’s Upper Midwest. 


Minneapolis 
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620,000 SUNDAY - 490,000 DAILY 


JOHN COWLES, President 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER.OF MARKETING 


The Lasker Story ... As He Told It 


XVI 
Lasker Completes His Historical Discussion 


Last week Mr. Lasker discussed the confusion that resulted in L&T be- 
cause of his extended absence and his disagreement with Claude Hopkins 
about the feasibility of the agency being directly involved in businesses 
whose advertising it handled. This week he brings his historical discussion 
to a close and adjourns the meeting until the following morning (Sunday). 


And what I want through you, if pos- 
sible, without hurting our present busi- 
ness, is to bring advertising back to what 
it deserves and to the place it deserves. 
For I fear very much, as I shall cover to- 
morrow, that the very existence of so 
many people expert in advertising is lead- 
ing us away from basic principles. 

There is so much good advertising and 
so many good advertising agents and so 
much understanding of advertising that 
the competition for clients has led to 
putting on a plusage that is detracting 
from the power of advertising, confusing 
the function of the advertising man and 
giving him less opportunity for creative 
work. 

I don’t want to go into that elaboration 
now, because my experimentations with 
the thought have been sufficient to show 
me that the public is not ready yet to get 
the idea of its fullness. We have to grad- 
ually lead them up to it, some of our 
clients, I believe. 

It is a force I am going to give you so far 
over in advertising that if you use it the 
least bit wrong, it will kill, it will kill, it 
will blight; but, used rightly, we in Lord & 
Thomas—you men here—can once again 
do for advertisers and advertising what 
we did in the early days. 


a In the years that I was gone, of course, 
I kept in touch with the firm. When major 
problems arose they were given to me, and 
from my contact with outside affairs and 
from the vision of extraneous big busi- 
nesses where I was on the inside—from 
an intimate knowledge in government of 
seeing the wheels that made the world go 
round, from the very vastness of the re- 
sponsibilities that came to me, dealing 
with sums that made Ford look like a 
pauper almost (not my own money), I 
came to an understanding of what moti- 
vates and activates industrial life as it re- 
lates to advertising that I never could have 
had otherwise. I say as it relates to ad- 
vertising because, having spent my whole 
adult life in advertising up until the 
moment I left Lord & Thomas, every ex- 
perience I had, naturally and normally— 
without conscious effort on my part— 
found its placement in relationship to what 
it meant to the work in which I was en- 
gaged. 

If you have ever consumed French peas, 
maybe it has occurred to you [to wonder] 
how when they pick a field of peas, they 
find just the small size. Well, I have been 
a canner, a packer, and I will tell you. 
They run the peas in chutes over an in- 
clined net of fibre. This net has holes, 
some larger, some smaller, and naturally 
the pea finds its place in the hole that 
it fits and it goes down the chute auto- 
matically into the assortment that it be- 
longs in. So the small pea naturally goes 
into the hole where it belongs and the 


larger pea won’t go where the small one 
goes because the hole is too small. The 
small holes come first and all the small 
peas drop through first, the holes a little 
larger catch the peas the next size, and 
holes way down the largest size. 

That is just the way with all the experi- 
ences I have had in life. Every experience 
was like the pea, it went into its proper 
relationship in the advertising hole. That 
was my hole, the consumer reaction. I 
can’t tell you how it occurred, but I came 
to the realization that I had gotten a 
broader understanding of distribution, of 
consumption. 


s Above all, I had gotten a broader un- 
derstanding of American business and 
American business needs from having 
been all those years in the government, 
and from having been jaded with adver- 
tising, really—from having worked so 
hard at it and sought these diversions 
unconsciously in other businesses and in 
politics. I came back to Lord & Thomas 
in September, 1923, believing that I had an 
opportunity through the years in which 
I had been gone to once again build, but 
build in a different way, and leave my 
contribution to the line that had been so 
good to me and to which I owed so much. 

I had fine men here, but they were not 
coordinated, and in the selection (once 
again using the pea illustration) some had 
to go out. We needed a certain type of or- 
ganization and a certain type of men, and 
Mr. Sollitt and I started out in coopera- 
tion with some of the others to find them. 
When we had gotten men together—units 
that could carry on a program of agency 
service, of a 1928 modei, as I had seen it 
in all my experience—we were then ready 
to go ahead and announce it to the world. 

It was very difficult to find many of 
you men. For instance, our art depart- 
ment, to which I again refer, of which I 
am very proud. We started from practi- 
cally nothing, and today we have an auto- 
matically functioning mechanical depart- 
ment, which is an incident, but with men 
at the head of it of the type professionally, 
intellectually and humanly that we want 
to be Lord & Thomas. 


j 
® And so each of you men who have been 
called in has been called in with that in 
view. From all these experiences, and 
particularly from the years that I was on 
the outside, I got a perspective on the de- 
velopment of the agency business as I had 
never gotten it before. I had come back 
with a vision of service for myself and 
for you, my associates here, that I be- 
lieve will bring advertising from this age 
of hectic competition to a standardized, 
stabilized, professional basis, to the profit 
‘of the advertiser, to the profit of those in 
our line, to the profit of each of you, and 
to the glory of our own association. 


Enow Your Product, Woolf Advises 


School Market Offers Prospects 


The underlying principles we are un- 
dertaking to write in a series of adver- 
tisements. The best way to let you know 
what those underlying principles are and 
to sketch and prove to you that we have 
completed our reorganization of Lord & 
Thomas, so as to be able to deliver a ser- 
vice as enunciated in those principles, I 
believe is to read you these advertisements 
and then define and analyze what is 
meant. 

Therefrom you will get a major policy 
which, if it can sink deeply into each of 


_our intellectual consciousnesses, and then 


give us the enthusiasm of crusaders. . .will 
put us right back in opportunity to where 
Lord & Thomas was when I came to it in 
1898. That is what I really believe. 

And so I have sketched this thing his- 
torically for you up to this point, and I 
am going to adjourn the meeting, because 
my next step would be to begin with the 
advertising, and I could get into that only 


Next week: Some observations on the importance of the farm press to 
general advertisers, and the reasons why Lord & Thomas plans to run a 
series of advertisements for itself, restating its basic philosophy and con- 
cepts of advertising and advertising agency service. 


Salesman Needs Help, CM Says 


Television Re-examined—No. 2 


a little bit when we would have to ad- 
journ until tomorrow morning. So if you 
will be here promptly at 9 o'clock to- 
morrow morning—the New York gentle- 
men want to get away on the 12:40— 
I feel sure that I can cover this other, the 
most important part of it, with you. 

If we can’t, we can have still further 


meetings, because I have fully covered it | 


before with the gentlemen from New 
York. When I started covering it with 
them, they were, I think, a bit skeptical. 
I think, honestly, they could see nothing 
in it. But when I disclosed the fullness of 
it, their complete, spontaneous and uncon- 
trollable intellectual enthusiasm was such 
that I thought it would be helpful to us to 
get them here, that they can, in turn, help 
bring you to where they are. 

We will now adjourn and meet tomor- 
row morning at 9 o’clock. 

The session was adjourned by Pre nt 
Lasker at 5:05 p.m. T 


L&T PERSONIFIED—Upper left, D, M. Lord; right, A. L. Thomas. Lower left, C. R. Erwin 
(later a founder of Erwin, Wasey & Co.), and right, Albert D. Lasker. 
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Sponsored by Super Market Institute ¢ Backed by McCall Corporation 


making records every 


Circulation Records — : 
Biggest circulation any new magazine ever started I 
with — | 
Biggest first-12-months circulation any magazine ever 
had | 


Biggest first-18-months circulation any magazine ever had 


Fastest-growing circulation of any store-distributed magazine 


Advertising Records — 


Biggest volume of advertising any new magazine ever started with 


Biggest first-18-months dollar volume of advertising any magazine 
ever had 


Fastest-growing advertising volume of any store-distributed magazine 


Better Buy 
Guaranteeing 2,100,000 in February Better Living Magazine 
Shipping 2,370,000 copies of the your bonus buy 
November issue distributed only through the 
Right now to distributors most successful merchandisers 


in the grocery business 


230 Park Avenue, New York—MUrray Hill 6-4600 
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| The Eye and Ear Department... 


A Re-Examination of Television-No. 2 


It has not yet been established that 
human beings demand a greater variety 
in what they see than in what they hear. 
As a matter of fact, bores generally bore 
the ear rather than the eye—and a person 


much enjoyment from sniffing flowers, 
foods or tobacco alone or in the dark as 
from both sniffing and seeing them—and 
a practical psychologist by the name of 
Wheeler has gone so far as to prove, by 


who may initially ap- actual sales results, that the sizzle, or 
By pear interesting and what they heard, is more important 
om worth knowing may than the steak, or what is seen and 
turn out to be,- once smelled. 


the ear has listened, 
a very dull companion. 
The widespread ap- 
peal of Bishop Sheen 
on TV certainly 
springs less from what 
the viewer sees than 
from what he hears. 
At the same time, the good Bishop on 
“The Catholic Hour,” over radio, never 
enjoyed the popularity or the impact that 
he has enjoyed on television. It is un- 
doubtedly more pleasurable to hear and 
see rather than to hear alone—which ac- 
counts for the popularity of television. 
Having five senses, people like to exercise 
aS many as possible. Where television oc- 
casionally comes a cropper is in assuming 
t seeing is all-important. 
is quite likely that if a way were 
f d to transmit odors electronically, a 
n@ber of Smellavision programs (if it 
Sho@ld be called that) would go over- 
boar in journeys through flower gar- 
dem, the kitchens of well-known inns or 
tabikeco barns. Yet few people derive as 


What those who make a living by or 
in television or radio may jointly have 
overlooked is that a viewer or an auditor 
is more than a pair of eyes or a pair of 
ears—he is a thinking and feeling being. 
His eyes and his ears are simply instru- 
ments, mechanisms, through which visual 
or audible impressions are transmitted to 
a more important part of his makeup. And 
this more important part is interested less 
in the quantity of what is transmitted to 
it than in its quality. 

This more important part—call it brain, 
mind, psyche or self—is interested less in 
volume or scope than in significance. For 
this more important part is a resolver of 
problems and, as such, it is also a decision 
maker. It uses the ear or the eye chiefly 
to determine if what is presented is good 
or found or useful—and, if it isn’t, what- 
ever is seen or heard is either discarded 
or accepted; is either ignored or absorbed. 
The mere fact that it is seen or heard is 
no criterion of acceptance. Meaning, sig- 
nificance, provide the touchstone. 

(To be continued) 


Bishop Sheen 


Order and Direct Mail Clinic... 


Look into the School Market 
for New Mail Order Prospects 


“By Whitt Northmore Schults 


Y@u must be on the lookout constantly 
for Gew prospects when you sell by mail. 
l, then, how about the school mar- 
katptave you tried this mail order gold 
yet? 
Did you know, for example, that there 
are 600,006 teachers in this great country 
of ours? And that these teachers repre- 
sent a sizable portion of our national buy- 
ing power? 

Charles W. Groves Co., Michigan City, 
Ind., recently sent me an enlightening 
booklet which explains the school mar- 
ket, and its great extra sales potential for 
firms selling by mail. Here are some in- 
teresting facts about our school teachers: 


alert their direct mail and mail order ad- 
vertising staffs about this growing school 
market: 

1. Publishers. Teachers are reputedly 
the best read class in the nation. 

2. School Supply Houses. Many teachers 
buy all the supplies for their schools. And, 
if they don’t actually buy, they greatly 
influence school supply buyers. 

3. Direct Selling Companies. As 25% of 
the teachers work during their vacations, 
according to the Groves Co., teachers 
make highly responsible and satisfactory 
agents. 

4. Manufacturers. Public Relations. 
Teachers mold the thinking of their stu- 
dents. Campaigns to influence children 
through their teachers have proved suc- 
cessful in the past. 


@ 1. In New York, for example, there are 5. Correspondence Schools. Teachers 
54,500 teachers; 40,500 in Pennsylvania; are always interested in _ self-improve- 
26,000 in Illinois; 29,500 in Texas; and 26,- ment. And they’re eager to gain new 


500 in California, to list just five states. 
2. Their average age is 26. 

3. Most of them live in either a rural 
community or in small towns with less 
than 10,000 population. 

4. They have a steady income. 

5. They're responsive to direct mail. 

6. They exercise a strong influence on 
the buying habits of the families in their 
community. 


knowledge which will increase their earn- 
ing capacity. 

6. Educational Institutions. Teachers 
often use their long summers to acquire 
additional knowledge and training in their 
own or related fields. 


Institutions. Insurance 
companies, loan firms and investment 
bankers are finding teachers not only 
responsive, but also good credit risks be- 
cause of their secure positions and steady 
incomes. 

8. Travel Agencies, It has long been a 
tradition for teachers to travel during 
their vacations. 

9. Retail and Mail Order Firms. Be- 
cause 85% of all teachers live in small 
towns, they’re good shop-by-mail pros- 
pects. And their credit, remember, is 
good. Firms specializing in wearing ap- 


8 7. Financial 


m4 Who, you may wonder, can profitably 
advertise to teachers? 

Of course, the average teacher buys all 
the goods and services which other citi- 
zens ordinarily purchase but, in addition, 
3 teachers are excellent prospects for books, 
7 magazines, school supplies, educational 
. courses, travel, jobs as agents, and many 
others. 

Smart sales managers of firms in the 
wi following classifications would do well to 
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The Creative Man's Corner... 


Nnnowwring 
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the greatest invention ¥ 
' in home cleaning. since SO 
the vacuum cleaner! TT ™ 
Made by the ebers of Electra. . - 
ee Touch no dirt |. 
; 
‘ 
‘ 
' 
4 
‘ 
‘ 
‘ 
‘ 
' 
‘ 


does tnis new Electrolux look like? 


ated this. 


A High-Price Teaser 


. Breathe nodirt!.. Soe nodit!. . 


the cleaner you never have to empty! 


Two of the biggest holdouts against advertising (to the best of our limited 
knowledge) have been Hershey and Electrolux. If what we assume is true, 
there is now only one left. For, much to our surprise recently, we turned a 
page in Life—where we have come to expect almost any advertiser who can 
afford that particular magazine, as well as many who can’t—and there was 
this spread for Electrolux. In two colors, too! 

Like most advertisements announcing a new and previously unavailable 
consumer benefit, the Electrolux spread had an irresistible appeal. It could 
have been written and laid out in any number of different ways and still 
would have proved arresting. Done as it has been done, it’s simple, dramatic, 
clear and understandable—except tor one thing. Just how it picks up dirt 
without ever having to be emptied is not made clear. Has it a mechanical 
digestive system? (And, if so, will it digest razor blades?) Or does it come 
equipped with a long hose that one hangs out the window? And just what 


Evidently, this advertisement has been run to pave the way for the personal 
call of the Electrolux salesman, who will be able to answer all these questions. 
Certainly, it does a wonderful job of exciting curiosity. We wonder, however, 
just how many readers ot Life will be sufficiently intrigued to respond to the 
invitation printed in reverse type at the bottom of the ad to phone their 
local authorized Electrolux factory branch-—or to call Operator 25 and ask 
tor the name of their nearest Electrolux representative. 

We were brought up in the school of advertising where you tell all while 
you have the chance. If Electrolux is using this ad to ring mental doorbells 
in advance tor their salesmen, that’s another thing. If we had happened to be 
doing it, however, we think we would have given the salesman a little more 
attention and notice thay he gets in the reverse type in the lower right hand 
corner. We think, if we were an Electrolux salesman, we would have appreci- 


error 


parel will do well to tap this rich market 
as school teachers must be well dressed, 
in a conservative way, when performing 
their duties. 


G. D. Crain Jr. Says... 


Yes, I strongly urge you to look into 
this school market. You'll find new cus- 
tomers waiting there for your quality 
mail offers. 


Stay Close to Product Research 


The advertising manager of a well- 
known company in the metal products 
field recently wrote me that he has been 
assigned the task of finding new products 
for this company to manufacture, and 
asking for any suggestions which can be 
made on this subject from time to time. 

The work this executive is doing, in 
addition to his normal advertising and 
promotion programs, is commercial re- 
search, as distinguished from industrial 
research, but the assignment emphasizes 
the close relationship between the two 
activities. As a matter of fact, product 
development is the key to continued in- 
dustrial progress, and those in the mar- 
keting field can contribute importantly 
to thinking on this subject on the part of 
management. 


® Industrial research is different from 
pure research primarily because it has 
specific goals, determined by the ultimate 
marketing objectives of the company. 


Since advertising and sales executives 
have an opportunity to discover needs for 
new types of materials, equipment and 
other products, they can help to develop 
projects which the engineering research 
department can bring to practical dimen- 
sions and final production. 

The current annual report of the Min- 
nesota Mining & Mfg. Co., whose spectacu- 
lar success in the promotion of Scotch 
tape does not obscure its constant devel- 
opment of new products, reported the re- 
cent celebration of Laboratory Week, in 
which 600 research workers of the com- 
pany participated. Since the policy of 3M 
is constantly to broaden its line and devel- 
op and improve its products, this is not 
a startling announcement, except in in- 
dicating the huge investments which mod- 
dern industry is making in its research 
activities, aimed at the development of 
new and better products, thereby broad- 
ening the markets and the prospects of 
the company and all of its workers. 
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Advertising Age, October 27, 1952 


The recent article in ADVERTISING AGE 
detailing the beginnings of the outboard 
motor industry as the result of Ole Evin- 
rude finding out how hard it is to row two 
and a half miles on a hot summer day, 
was an interesting personality story, but 
the number of new products developed in 
this way is small compared with the 
planned output of the engineering re- 
search laboratories maintained by in- 
dustry. These are growing, and their ex- 
pansion is limited only by the number of 
qualified engineers available for this type 
of exploration. 


® Advertising and marketing men are not 
usually trained as engineers, and they 
cannot perform the operations involved 
in industrial research. But from the stand- 
point of product development, they have 
ample opportunity to suggest the types 
of products needed by the home, the farm 
and industrial buyers, and to start the 
ball rolling in the direction of specific re- 
search intended to find a new or im- 
proved product for any of these markets 
or applications. 

Sometimes admen complain that they 
are not always fully informed about what 
their companies are doing in the field of 


Tips for the Production Man... 


industrial research, so that they do not 
have all of the background information 
when the time arrives to carry a new 
product to market. The most effective 
way to overcome this handicap is to show 
sufficient interest in the whole field of 
product development to justify being a 
part of management discussion on this 
subject. 

Future expansion of industry depends 
on finding the new and better things 
which will make life more interesting and 
more productive in all fields of human 
activity. That is why industrial research 
is getting the increased emphasis which 
is in evidence throughout the country. 

Commercial research must go right 
along with industrial research, to define 
markets and to spotlight opportunities 
for the development of business for new 
products. The two activities are so close 
together that “industrial research” as a 
term should probably denote both techni- 
cal and commercial study of new prod- 
ucts and their markets. At all events, the 
advertising and marketing man should 
regard himself as a very close ally of all 
those who have to do with the long-range 
task of assuring company stability by the 
creation of new and better prodiicts. 


Publicity Releases for the Weekly Press 


By Kenneth B. Butler 

In advertising’s intense interest in new 
media, one of the very oldest—the weekly 
press—should not be overlooked. Things 
have been happening quietly among the 
nation’s rural weekly newspapers in the 
last 20 years. Most of these changes are 
for the better. 

For one thing, the number of weekly 
papers has dwindled. Those still operating 
are stronger in prestige and circulation, 
better equipped and better printed, and do 
a more vital news coverage job in their 


~~ 
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SSS 
PUBLICITY IN WEEKLIES—A group of publicity releases, most of them illustrated, of the 
type which are frequently used by editors of weekly newspapers in filling holes in 
their pages at press-time when material is needed. It is most likely to be used if plated. 


localities than ever before, and that news 
coverage of local events even 50 years 
ago would put a city editor to shame. 
No editor is closer to his “folks” than is 
the weekly editor. 


® The decentralization of industry to the 
smaller towns has made the rural weekly 
more than just a cow paper and chronicler 
of sewing circle events. Weeklies gener- 
ally use a lot of pictures, and are still the 
most thoroughly read type of publication 
in America. 
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While they don’t report any more who 
arrived by the evening train No. 6, they 
cover local happenings much more thor- 
oughly and intimately than the neighbor- 
ing dailies can cover them. 

It used to be that editors of weekly 
Journals were primarily printers, or men 
motivated by politics. Today they are 
business men, possibly college graduate 
sons of editors, or trained in journalism 
schools. And often, they’re city newspaper 
men who have sought refuge in the non- 
ulcer newspaper circuit. 


® To understand the form that news re- 
leases and pictures sent to the weekly 
press should take, the production man 
must understand the weekly’s mechanical 
problem. Years ago a typical weekly used 
four pages of “ready-print’—half the 
paper printed in a metropolitan center 
with selected syndicated features, shipped 
to the local printing office. The paper then 
set up the other four pages in type (often 
the hard way, by hand) and the blank 
side of the sheet was printed as home 
print to complete the paper. 

Today, the patent insides are gone, and 
few self-respecting editors of the new gen- 
eration would think of anything but “all 
home-print.” He has a typesetting ma- 
chine, often an engraving machine, and 
he feels a pride in a paper with a home 
news content. 

However, his capacity to fill holes at 
press time cannot match that of the daily 
which has many linotypes and carefully 
prepared filler material. When the pages 
are made up and there are holes to fill 
and no type, the weekly publisher fre- 
quently solves his dilemma by using pub- 


Salesense in Advertising... 


The Rankest Nonsense I've Ever Heard 
About Copywriting 


By James D. Woolf 
Advertising Consultant 

Among my notes I find a paragraph I 
copied from a book, “Let’s Take a Look 
at Advertising,” which purports to tell us 
all about this baffling business of ours. 
Report the authors, whose names I neg- 
lected to jot down: 

“One well-known 
advertising expert 
claims that the less a 
copywriter knows of 
the product he is writ- 
ing about the more ef- 
fective the copy! She 
is careful never to visit 
a factory whose cam- 
paign she is working on 
if she can help it, and 
if she must accede to demands to visit it, 
she tries to see as little as possible. There 
is a great deal of truth in the theory that 
if you get too close you can’t see the forest 
for the trees.” 

It is true that in the case of certain 
products, as I pointed out in a recent 
Salesense piece, the consumer hasn't the 
slightest interest in the factory side of the 
story. I am sure that Lou Grady didn’t 
hit on his “B. O.” sales pitch while peer- 
ing into Lever Bros.’ soap vats. It’s likely, 
too, that the “Breakfast of Champions” 
idea wasn't discovered under a grain bin 
in the General Mills Wheaties works. And, 
surely, it wasn’t a conducted tour through 
the factory that inspired the current de- 
lightful campaign for Life Savers. 


James D. Woolf 


s But even with such products as these, 
and I agree that they are numerous, I 
recommend a trip, and in some cases many 
trips, through the factory. 

“... the less a copywriter knows of the 
product he is writing about the more ef- 
fective the copy!” What rank nonsense! 


licity releases that are newsy, worth 
while, and not brashly commercial. But he 
has-to have the material in a form that 
can be used immediately without addi- 
tional typesetting. 

Thus, while mimeographed releases of 
merit may be used if they have a local 
interest, the editor is more likely to resort 
to short, illustrated features which tell 
the story in picture captions. Here the 
mis-match of the type, compared with his 
own, is not so noticeable. He will need 
short one-column material as well as two- 
column, but seldom wider. 

Material, while it should be timely, 
should not be dated. He does not want a 
recipe for Christmas plum pudding to get, 
through oversight or haste, into one of his 
February papers. 


s The weekly printer is capable of cast- 
ing cuts from mats, but he is not too fond 
of having to do it all at press time. There- 
fore, completely plated material fills his 
needs best. He prefers it mounted, but if 
the material is good he will biock it on 
wood blocks. Or, he can use the new 
plastic plates. 

Western Newspaper Union, which has 
been the biggest loser in the trend away 
from pre-printed sheets, recently an- 
nounced that its well-written syndicated 
features for weeklies will be sent in the 
new light-weight plastic printing plate 
form. 

Releases from universities, foundations 
and educational organizations seem to get 
the largest use, but material from a 
trial companies is used when it is of - 
eral interest, short, and not too blat@nt 
in its commercial tie-in. 


I do not know the identity of is 
“well-known advertising expert,” t 
I do know a number of admen who - 
scribe to this particular brand of tomrijy- 
rot. They are the lads and lasses who have 
only slender faith in product informatipn 
as an essential element in salesmans 
Seemingly they believe that the more 
“cuteness” and “wit”—yes, even buffoon- 
ery and facetiousness—they inject into the 
copy the more effective its powers of 
persuasion. 

Depending on the product, I maintain 
that the more a writer knows of his sub- 
ject the more effective will be the powers 
of interest and conviction of his copy. I 
maintain further that any agency which 
discourages (or forbids) its creative peo- 
ple from making “factory” visits, and 
there are such, is shortchanging its writ- 
ers. I put “factory” in quotes because I 
am thinking not only of manufacturing 
plants, but of hotels, airlines, railroads, 
banks, insurance companies, steamship 
lines, and other such non-fabricating busi- 
nesses. 

How, for example, can a copywriter 
produce an effective campaign for a hotel, 
or a chain of hotels, unless he knows his 
product intimately? There is, in my judg- 
ment, very little salesmanship in hotel ad- 
vertising, and as a striking case in point 
I refer you to the campaign of the Hilton 
chain. It may be that the writer of this 
campaign has visited the “factory,” but, 
if so, he must have tried, in the words of 
“one well-known advertising expert,” to 
see as little as possible. 


8 It happens that I have had an unusual 
opportunity to get to know many of the 
Hilton hotels and some of their executives. 
At several of them I have lived for peri- 
ods ef two or three weeks. It is my con- 
viction that in advertising nobody has 
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In state after state retail druggists 
vote AMERICAN DRUGGIST tops 


The new, every-other-Monday AMERICAN DRUGGIST, 
under the able editorship of Dan Rennick, made its 
first appearance January 7, 1952. 


On June 13th, The Schuyler Hopper Co. (New York 
advertising agency) polled every independent and 
chain druggist in Ohio, Oklahoma and Iowa. They 
sought to find out how effectively the new AMERICAN 
DRUGGIST is serving its readers today; how druggists 
appraise the trade publications they receive. 


Since then they have “questionnaired” every drug- 


gist in the six New England states and in six key 
Southern and West Coast states. 


In all three surveys the questions asked were com- 
pletely impartial. A “write-in” response was re- 
quired. The 15-state accumulative vote is shown 
in the yellow panel opposite. It clearly demonstrates 
the effectiveness of the unique service formula of 
the new AMERICAN DruccisT. And it pictures the 
big reason why advertisers are swinging to 
AMERICAN DruGGIsT—the action magazine. 


WHICH DRUG PUBLICATIONS DO YOU REGULARLY RECEIVE? 


WHICH ONE OF THESE GIVES YOU THE MOST HELPFUL SUGGESTIONS 
PERTAINING TO YOUR PRESCRIPTION DEPARTMENT? 


WHICH QNE GIVES YOU THE MOST HELPFUL IDEAS ON IMPROVED WAYS 
TO SELL MORE MERCHANDISE ? 


FOUNTAIN OPERATION? 
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This is 
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Accumulative 


Ohio, Oklahoma, The Six 
and | 


Florida, ia, , Washington, 
Question Publication mailed June 13, 1952 melted holy 34 es mailed tosieam 1952 mana nd California 1952 
Which American Druggist 87.3% 88.7% 88.3% 85.7% 
drug publications Drug Topics 88.8 90.1 87.9 82.7 87.1 
do you regularly F N.A.R.D. Journal 50.8 55.7 54.5 39.8 49.0 
Pacific Drug Review 0 0 ') 54.7 16.4 
Am. Pharm. Assoc. Jrni. 14.1 10.3 11.7 17.5 14.0 
West Coast Druagist 0 0 fy) 40.8 12.3 
Chain Store Age 12.8 10.3 13.4 6.0 10.4 
Apothecary 0 35.5 0 0 7.0 
Southeastern Drug Journal ie) 0 27.3 0 3.9 
Which ONE American Druggist 41.3% 44.1% 41.8% 35.7% 40.2% 
of these gives Drug Topics 28.8 31.9 34.9 25.3 29.3 
‘ eipful suggestions | N-A.R.D. Journal 10.3 10.1 11.5 6.9 94 
pertaining to Amer. Prof. Pharm. 4.0 5.5 5.6 6.5 5.3 
your prescription Am. Pharm. Assoc. Jrnl. 4.4 4.2 3.6 6.6 4.9 
| department? All Others 12.0 12.2 11.9 26.3 16.3 
No Answer 6.9 6.7 6.0 5.9 6.4 
Which ONE American Druggist 39.9% 50.1% 47.0% 43.3% 43.9% 
| pear ste Te Drug Topics 33.7 35.8 32.8 32.2 33.5 
a on improved ways Chain Store Age 8.7 7.0 7.5 3.9 6.7 
t eneaincgaan N.A.R.D. Journal 6.9 7.3 8.4 5.0 6.6 
| seanchenndiee® All Others 8.8 43 4.2 17 8.1 
No Answer 8.1 7.4 11.5 12.0 9.6 
Which ONE American Druggist 26.5% 30.8% 24.8% 15.2% 23.7% 
gives you the Drug Topics 16.3 25.3 15.5 10.6 16.3 
ae esas a Chain Store Age 10.5 9.0 11.5 3.6 8.3 
your fountain N.A.R.D. Journal 3.5 3.6 2.1 1.2 2.6 
operation? Fountain & Fast Food Ser. 2.1 3.8 2.3 9 2.1 
All Others 6.8 7.3 6.3 4.2 6.1 
No Fountain 18.9 7.8 21.1 39.2 
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come even close to telling the “Hilton 
Story.” I know of no commercial product 
so rich in interesting grist for the mill of 
an imaginative copywriter who KNOWS 
his product. 

Or take railroads. How can a writer pro- 
duce an intelligent and interesting cam- 
paign for a railroad unless he has visited 
the “factory”? It was once my privilege, 
while at JWT, to write campaigns of ad- 
vertising for the Burlington railroad. As 
the first essential step, before I was per- 
mitted to write a word of copy, the agency 
sent me out over the line, a trip of some 
five or six weeks and several thousands 
of miles. I visited every point of interest 
along the route, and had long talks with 
engineers, conductors, travel agents, ticket 
agents, park officials, hotel managers, 
guides, waitresses, bellhops, cowboys and 
Blackfoot Indians. 1 came back with a 
sheaf of notes as thick as a hymn book. 
And a “hymn book” it really was, an in- 
dispensable source of information and in- 
spiration in the production of countless 
Burlington advertisements. 

Or what would our “well-known adver- 
tising expert’ do if she were asked to 
write the advertising for such an un- 
familiar “product” as tree surgery? May- 
be she could get away with “seeing as 
little as possible,” but I have grave doubts. 
I speak from more than a little experi- 
ence. For a period of some 20 years it was 
y good fortune to handle the advertising 
The Davey Tree Expert Co., of Kent, 
I discovered quickly that the more I 
ew of Davey service the more effective 
> copy. During many visits [I spent hour 
er hour in talking with John Davey, 


ploye Publications... 


Robert Newcomb and Marg Sammons 


few weeks ago, during the course of 
employe magazine readership survey 
authors of this department were con- 
ting, a plant worker reached in his 
pocket, pulled forth a soiled copy of 
ck, and said: “Make employe maga- 
s that size, and employes will read 
1. Make them small, so a fellow can 
y them on the bus or trolley. Make 
them small, because they're easier to 
handle and easier to read.” 

This is not the first time such a comment 
has been made. But up to now, only a 
few pocket-size publications for employes 
seem to have entered the market. One 
recalls a readable litthe magazine issued 
by Cargill in Minneapolis, another by 
Western Pacific Railroad on the West 
Coast, and a third produced by American 
Car & Foundry 


@ The oldest and certainly the _ best- 
known of all the midget employe publi- 
cations is “Tracks,” produced monthly 
for employes and friends of the Chesa- 
peake & Ohio Railway from Terminal 
Tower in Cleveland, and edited by Ted 
O'Meara. Physically, it is five by seven 
inches, printed in one color and black by 
the letterpress process on inside pages, 
and by offset on the cover. It averages 80 
pages, which gives the recipient the im- 
pression of bulk as soon as he picks it up. 

The C&O publication uses fiction, pur- 
chased on the outside—it is one of the 
few to do so. Most of the fiction is tied 
in with railroading. The layouts are 
modern without being flashy in any 
sense. Editor O’Meara uses several feature 
departments and is additionally orthodox 
in that he publishes personal news items 
about his railroad’s people. 

Should a company considering a publi- 
cation for its employes give some thought 
to the pocket size? We think so. Home 
readership of magazines—particularly 
magazines of the employe type—is cer- 


“The Father of Tree Surgery,” with fore- 
men of the numerous squads of field men, 
and with the instructors at the Davey 
training school. The actual writing of the 
copy was usually done in Kent in close 
collaboration with the late Martin L. 
Davey, president of the company, who 
knew his product as intimately as Luther 
Burbank knew the Burbank potato. 


® But the importance of knowing the 
product is not limited to services, or to 
such complicated things as automatic 
washers‘or motor cars. A visit to the fac- 
tory will very often pay off on the 
simplest of products. I suspect that Claude 
Hopkins got his “Shot from Guns” idea 
while on a factory tour. The “Deep- 
Brown” idea in the advertising of Libby's 
Deep-Brown beans was factory-inspired. 
So was the “Sweet Smoke Taste” in the 
Swift’s Premium bacon copy, and the 
“Brown Sugar Cure” in the copy for 
Swift’s Premium ham. JWT’s excellent 
campaigns for Shell gas and oil weren't 
dreamed up in a secluded cubbyhole by a 
“well-known advertising expert” who 
“tries to see as little as possible.” 

Perhaps I may seem to be a little face- 
tious. I really do not mean to be. I be- 
lieve in all seriousness that, in some ad- 
vertising circles, there is a tendency to 
rely on “cleverness” as against informa- 
tive product selling. No copywriter, no 
matter how trifling the product he is writ- 
ing about, can possibly go wrong by visit- 
ing the factory. 

Try peering into the soap vats and 
under the grain bins. Maybe—just maybe 

you might find an idea lurking there. 


ow Ahout Pocket-Size Employe Journals? 


tainly being affected in those areas where 
television is available. The editor of the 
employe paper, like the editor of the 
general magazine, has some tussling to do 
to hold his audience firmly. The form of 
the periodical may have some relation to 
the power of the grip. 


@ On the other hand, people in railroading 
seem to have leisure periods on the job 
when it is possible to read. That isn’t true 
of many other industries; on the average 
plant job, the employe who would attempt 
to read might be a safety hazard, or might 
create one. Plant managements in gen- 
eral have not encouraged employes to 
come to work with a copy of the organiza- 
tional tageblatt tucked away with the 
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EXAMPLE—Chesapeake & Ohio Railway’s 
pocket-size employe publication, Tracks, 
uses fiction from time to time, purchased 
from outside writers. This is a typical 
opening page. 


noonday sandwich. 

Champions of the midget employe jour- 
nal point to Reader’s Digest which, in 
polls among employes to determine com- 
parative general publication readership, 
seems always to come out on top. They 
use this evidence to support their claim 
that the pocket size is the preferred size. 


Advertising Age, October 27, 1952 


Cost isn’t particularly a factor. Reduc- 
tion in engraving sizes can be offset to 
some extent by rearrangement of pages 
with fewer engravings to the page. When 
you cut the magazine in half, you double 
the thickness—this feature people seem 
to like. At any rate, it might be something 
for communicators to think about. 


Looking at the Retail Ads 


1) TRAVIS 
se 


By Clyde Bedell 

Advertising at its best is a manifestation 
of something. It is a projection of a store 
and its people. A store prepares to do 
business. The preparations are tremen- 
dous. Even if no ads run, the store should 
itself be a vital and enthusiastic organ- 
ism. If an ad does run it should be a 
projection or manifestation of that organ- 
ism. There should be something in it 
other than isolated black marks ineptly 
assembled. 

All good advertising renders a service 
to both its sponsor and its respondents. 
This Houston ad, seven columns wide, is 
a manifestation of what? Renders what 
service? Something miscarried. 

No message is instantly communicated. 
If you try, you can find out the ad is ad- 
dressed “to the men of Houston.” (This 
paper circulates to almost 200,000 people, 
many of them well outside of Houston.) 
I cannot understand the copy. The man- 
agement of the store doubtless could tell 
me well what they mean. But they don’t 
in their ad. For instance? “Through their 
combined efforts (five great shoe manu- 
facturers) they have established a new 
criterion in styling and discrimination.” 
Try figuring that out. 

The ad probably cost $400 or $500. It 
takes the profit on a lot of shoes to pay 
for that. The letter is signed “sincerely.” 
The men who ran it doubtless wanted to 
communicate themselves and their honest 
purposes to a great audience. But the ad 
broke down. 

Such an ad should clarion (in good 
taste) its essential message, the opening 
date, the address, an invitation. This ad 
clarions nothing except “waste of ad dol- 
lars.” 


And when they get down to tell you 
about the shoes, they remind me of an ad- 
man who gave the invocation at a meet- 
ing I addressed in the Southeast. When 
he got to his last two or three sentences 
even I couldn’t hear him although I was 
standing next to him. Perhaps in embar- 
rassment, saying so little so ineffectively 
to start their ad—these merchants only 
murmur the rest of the story. Eighteen 
hundred lines of space, but not enough 
to talk a bit about five shoes that sell 
from $17.95 to $27.95! 


@ Was a new shoe store needed in Hous- 
ton? What a great story a few words 
might have told about it. Are these good 
lines of shoes? Have they many styles? 
What there must be to say about them! 

When creating such an ad it seems to 
me it is well to remember that every 
potential customer must be wearing shoes 
already. Few men go around barefooted— 
especially in Houston, They must be 
fairly satisfied with where they buy shoes. 
Most men are. They aren’t beating their 
breasts in want of a new place to buy 
shoes. 

So a new store has to appeal with some 
semblance of logic to them—to get them 
to “change” an established habit or tend- 
ency. Advertising should work and work 
hard. The reader should not be conscious 
of that. But whoever creates the adver- 
tising should be. This type of expensive 
and fractionally-effective publicity should 
be designated by some name other than 
advertising, it seems to me. If I were a 
newspaper man, incidentally, I would 
have a terrible conscience—taking money 
for such advertising unless I had given 
good counsel first against it. 
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architectural forum 


the magazine of big buildin 


“Forum” Is the Only Architectural 
‘ | Magazine Edited Expressly For 
ae Building Professionals in the Heavy 
Construction Industry. 


Editorial Emphasis on Big Buildings 
Automatically Selects and Conditions The 
} Market You Want to Reach. 


4 ARCHITECTS 
ENGINEERS 
CONTRACTORS 
BUILDERS 
DISTRIBUTORS 
REALTY BROKERS 
MORTGAGE LENDERS 
GOVERNMENT OFFICIALS 
DECORATORS 


) | THE MAGAZINE OF BUILDING 


S § §=~— architectural forum 


Published by Time Inc. 
9 Rockefeller Plaza, New York 20,N Y. 


...an excellent article your magazine 
carried on the General Motors project. 
We think it was a very good job, and 
from far and wide we are congratu- 
lated on the article. 
EERO SAARINEN AND ASSOCIATES 
SIGNED BY EERO SAARINEN 


» December 15, 1951 
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These davs. when you either stay one jump ahead or fall flat on your sitzmark, 


MISTER PLUS 1s Keeping his chents two jumps ahead. First, he assures them a 


| 2-to-1 listener preference throughout Non-TV America. | hiat’s the Mutual margin 
| over the second-best network, as measured by a recent, 1.000.000-interview study 
of the 17,000,000 radio-only homes beyond reach of tv. And second, MISTER PLUS 
offers his clients the only network rate structure that’s adjusted to the true 
strength of radio, market by market, for all America’s 48,000,000 radio homes. 


Your sales can jump furthest ahead, at lowest cost. on Mutual. the Plus Network! 


Mutual Broadcasting System - 1440 Broadway - New York 18 - Longacre 4-8000 
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English MG, Best Selling Foreign Sports 
; nett Co. currently services the’ ac- an important factor in sales. Af- 
Car, Finds Fabulous Market on West Coast count. In 1953, if the Bank of filiated with the MG Car Club of 


San Francisco, Oct. 21—The tributor’s cooperative advertising,| England gives the okay, MG will England, there are branches in 
trim little MG, referred to as “the will be slightly under $100,000. spend several hundred thousand San Francisco, Long Beach and 
standard sports car of the world,” This includes local advertising in | dollars on advertising one is now being formed in Los 
is the best foreign sports car seller sports programs, automotive jour- Why is MG the most popular Angeles. Membership is not con- 
in the U. S. And in this part of nals and auto enthusiast maga- sports car on the West Coast? The fined to MG owners, although the 
the country, the MG outsells its zines answers certainly include the clubs are sponsored by the dis- 
competitor by the thou- weather, the terrain, the price and tributors here. 
sand # It also includes advertising for|the fact that there is no strictly; The renewed interest in sports 

MGs didn’t start scooting around the Morris car, also made by Nuf- comparable competitive car. Sales cars in general has aided MG in 
these shores until 1936 when they field Motors, because MG and last year of Jaguars, the nearest no small measure. National mag- 
were introduced on the East Coast. Morris are both promoted in ¢ competitor, were 1,702, compared azine stories on sports cars al- 
Their acceptance was fair, but it distributor's ad. with 3.790 for MG. And the Jaguar ways give the MG prominent bill- 
wasn't until returning World War The only time MG ran national costs about double the MG’s $2,100. ing. 

II veterans began talking them advertising was in April 1950, Interestingly, MG reports that 
up that they came into their own. when the British motor show was @ The car costs the same on both its proud owners are not all 

The MG arrived in California in progress at Grand Central Pal-| seaboards, and the nearer its de- wealthy young playboys, as the 
in 1946. The wonder is that it! ace, New York. For the occasion, livery point is to Detroit, the more Englishmen overseas suppose. U. S. 
didn't arrive sooner, what with’ MG took a page in The New York-| it costs, while, naturally, the De- sales representatives say a high 


ler, through Dorland Advertising, !troit lines decrease. 
agency at the time. Victor A. Ben- The ten U. S. MG Car Clubs are 


nearest 


2 
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percentage are over 35 and in- 
clude former Stutz and Dussen- 
burg owners. 

“It’s fun to drive,” they say, 
which is not always the case with 
some of the miniature American 
battleships on the roads today. 
“People get a kick out of it, and 
besides, there’s nothing else in the 
world like an MG.” 


Dusenbury Clinics Set 
The fall sessions of the Dusen- 
bury clinics are set for Nov. 11 


| in the Seneca Hotel in Chicago and 


Nov. 13-14 in the Commodore Ho- 
tel in New York. This year’s meet- 
ings will be a shift from primciples 
to practice in workshop sessions. 
Tuition for attendance at the all- 
day meetings is $15. The purpose 
of the clinics is to improve edito- 
rial presentation. 


perfect all-year-'round sports car bs 
weather in these parts. 


® For the first six months of this 
year, MG Car Co. Ltd. sold 3,232 
cars inthe U. S. Of these, nearly 
50% (1,528) were sold on the 
West Coast. By the end of August, 
according to the Pdélk foreign car 
registrations, 4,970 U. S. sports 
enthusiasts bought MGs. 

The first six months figure is 
equal to all of last year; in 19506 
and 1949 car buyers bought twice 
as many MGs as they did during 
previous years. 

Although these totals are a long 
Way from the six-figure regis- 

ions listed for the Detroit man- 
ee they are impressive— 
im“terms of the U. S., the West 
Ce@ast, and particularly in view of 
thé fact that MG does no national 
a pPrtising 


@ The first two-seater MG rolled 
out of the custom-made produc- 


tiogi line of Morris Garages Ltd. in 
1 . For lack of a better name 


t car was called by the initials 
of e garage. Built strictly as a 
I , the original model soon 


4 caught the ever-roving eye of 
spats car enthusiasts, and by 1929 
MG Car Co., a part of Britain's 
great Nuffield Motors business, 
Wag in full production. 

I the U. S., MG now has 450 
dealers and 12 distributors. Seven- 
ty-five of these dealers are lo- 
cate on the West Coast. All ad- 
verfising is handled on a local ba- 
sis Dy the distributors, who, MG 
feelg, are best able to judge pro- 


ome media. 
| is year, the company’s gross 
fid expenditures, including dis- 
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THREE 
OIMENSItONAL 
uUNtTs 7 . + . 
ei Yah All Selling IS specialized 
BLACK-LIGHYT A 
DISPLAYS 
CREATIVE art 
Factiuniries 


- + - and nothing specializes like the business press 
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ATF Ofters De Roos Type 

American Type Founders has 
cast at its Elizabeth, N. J., foundry 
11 sizes of its new De Roos Roman 
and 10 sizes of De Roos italic types. 
Examples of both types are being 
used currently in the company’s 
advertising, and a specimen show- 
ing, newly printed, is now avail- 
able. The designs are the work of 
H. De Roos, Dutch artist, who also 
designed the Egmont and Libra 
families of type faces. 


Green Joins Christal Co. 

Dick Green, formerly manager 
of national sales and sales service 
of KOMO, Seattle, has been named 
head of the San Francisco office 
of Henry I. Christal Co., station 
representative. He is succeeded at 
KOMO by Bill Hubbach, and King 
Mitchell has been named manager 
of local sales. 


| American Chicle to D-F-S 

American Chicle Co., Long Is- 
land City, has appointed Dancer- 
Fitzgerald-Sample, New York, to 
handle advertising for Dentyne, 
Chiclets, Beeman’s and all other 
brands manufactured by the com- 
pany, effective Jan. 1. D-F-S has 
been handling Clorets chewing 
gum and Clorets mints since their 
introduction two years ago. Sulli- 
van, Stauffer, Colwell & Bayles is 
the present agency. 


Two Join ‘East Oregonian’ 
Norris Stettler, formerly adver- 
tising manager of the C. C. Ander- 
son Store, Pendleton, Ore., has 
joined the advertising staff of the 
East Oregonian, Pendleton. Kath- 
ieen Stark, previously with the 
Clark County Sun, Vancouver, 
Wash., has also joined the adver- 
tising staff of the East Oregonian. 


‘Agency, Publishing 


Blood to Pour Out 
for N. Y. Red Cross 


New York, Oct. 2!—The veins 
of advertising, publishing and bus- 
iness people located in the Look 
Bldg., 488 Madison Ave., are ex- 
pected to give forth 750 pints of 
blood beginning Nov. 17 when the 
American Red Cross begins a 
unique public service project. 

Look and the New York regional 
Red Cross chapter will sponsor a 
building-wide drive to recruit 
blood donors from among the 
building’s 2,000 employes. Volun- 
teers from ad agencies and the 
publicity staffs of participating 
companies will get together to set 


Sia 


up recruiting materials. 

A huge chart will be placed in 
the lobby to mark daily progress 
toward the goal and lapel tabs 
will be given to persons giving 
blood. The Red Cross will set up 
three mobile units in the confer- 
ence rooms of Look, the Institute 
of Life Insurance and William H. 
Weintraub & Co. 


Other participating agencies in- | 


clude Anderson & Cairns, Schwab 
& Beatty and Joseph Katz Co., plus 
Seventeen, Quick, Broadcasting | 
and Esquire magazines. 


Grinnell Appoints Agency 


Se Lithographic Co., Islip 
Y., has appointed Randolph a 
ition’, New York, to direct its ad- 
vertising. Wesley Associates is 
listed as the previous agency. 


7 could sell pickerel on Times Square. Millions of 


people pass there . 
man goes after customers . . . 


.and some like fish. But the canny sales- 
not crowds. He specializes. 


That's what sales and ad managers are talking about 
everywhere today. Better selling. Paring down costs. 
Putting every ad dollar where it counts. That means 


selective selling . . . 
tively in the business press! 


and it’s a job that’s done most effec- 


Business papers neatly carve your specific market out 


of the whole mass of business. . . 


pick your particular 


customers out of all the peopie in those markets. They 
specialize sharply. One paper's edited for plant managers 


. another for engineers . . 


.a third for retailers who 


make or break a sales drive by the volume they buy— 


and the promotion they put behind it. 


Only in the business press is your business always 
their business. Only in the business press are your partic- 
ular customers directed sharply to your advertising, by 


specialized editing. 


A whale of a lot of advertisers know how well it 
pays to concentrate on such tight-packed groups of pre- 
conditioned customers. The proof? They're spending 
$300,000,000 this year in the business press. 

As competition toughens ana taxes chip away profits, 
it’s a good time to take a critical look at the job that 
business papers can do for you, to hit whole markets 
hard—at the lowest possible cost. It's a job no other 


media can do! 


In just about every field of business you'll find 
ABC and ABP papers out in front in reader and 
advertiser preference. ABP papers alone (all ABC- 
audited) are paid for by almost two million sub- 


scribers... 


at a total cost of more than $7,000,000 


a year. You'll find it well worth your while to look 
for the ABP-ABC symbols—and measure what 
they stand for—when selecting business papers to 


carry your selling story. 


THE ASSOCIATED 


BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N. Y. MUrray Hill 6-4980 


IMPORTANT 


now helps 


... fresh from the press 


As “‘service center’’ for the business press, 
ABP has many helpful booklets and 
services you'll want to read—and use. 
Here are two. .. . just off the press. 
Write ABP for copies. Just check below. 


A new look at the men who sell your 
products. Just how big is the dealers’ 
influence on sales? To what extent 
are they reading business papers? Are 
they using more sales aids? What do they 
want to read in your advertising today? 
The answers are rounded up in A NEW 
SURVEY OF DEALERS... . a report 
on ABP’s new study of dealers in 29 
different fields. It compares 1952 with 
1948 . . . points up trends . . . gives you 
important guides to sharpen the 
effectiveness of your trade advertising 


eer COPIES. 


What copy can do... There's a new 
edition ready of the hardy perennial, 
COPY THAT CLICKS. Every writer on 
your staff can profit from its selected 
samples of business paper advertisements 
that meet clear objectives with well-directed 
copy. More than 18,000 copies of this 
excellent analysis are already at work. The 
new edition can help to step up the 
quality of writing in your business paper 
advertising—and make it work harder. 


ere COPIES. 


New, encyclopedic book on hiow to 
Publish a better business paper. . . 
at a better profit. BUSINESS PAPER 
PUBLISHING PRACTICE, edited 
by Julien Elfenbein (with the help 
of an ABP grant), draws on the 


Founded 1916 


knowledge of scores of experts 

publishers, editors, accountants, circulation 
managers and others. It’s a practical 

text on how to expand circulation, 
simplify accounting, present research 
material, increase space sales, coordinate 
production, meet editorial pressures, use | 
the new trends in editorial presentation .. . 
and much more. Order from Harper & 
Brothers; price $6.00. 


GE Backs Television Comedy 

General Electric Co.’s major and 
small appliance divisions, Bridge- 
port, are sponsoring a new televi- 
sion series starring Joan Davis. 
Called “I Married Joan,” the pro- 
gram will be seen in 59 TV cities 
on Wednesday evenings from 8 
p.m. to 8:30 p.m., EST. A total of 
59 stations has already been sched- 
uled for the show, and more will 
be added as they become avail- 
able. 


‘Sunstrand Promotes Two 
. B. Buell, formerly sales man- 

w- of the machine too] division, 
Sunstrand Machine Tool Co., 
Rockford, Ill., has been promoted 
| to general sales manager in charge 
of cver-all sales policies. Harry 
Leber, formerly manager of direct 
| sales, succeeds Mr. Buell. 
Lippmann Joins Worsted-Tex 

Dan C. Lippmann, formerly v.p. 
jin charge of merchandising for 
\the Palm Beach Co., Cincinnati 
j}manufacturer of men’s summer 
suits, has joined Worsted-Tex, 
| Philadelphia men’s suit manu- 
facturer, as v.p. in charge of mer- 
chandising. 


“Promotions on Puget 
Sound Demand — 
Tacoma Coverag 


3 
says George M. Arndt, 
Colgate-Palmolive-Peet Co, 


George M. Arndt is Seattle Di 
Manager of the Toilet Articles = 
partment, Colgate-Palmolive-Peet 

The firm's Seattle district office is 
in the Securities Building, 3rd and 
Stewart. 


“The Puget Sound market of 
Washington does about 50% of 
the state’s total business,” Mr. 
Arndt says. “We know from 
experience that both Seattle and 
Tacoma must be covered if a 
sales promotion in this area is 
to be fully effective. No doubt 
of it, Tacoma is a must in Wash- 
ington State.” 


Think twice about Tacomal it's a 
separate, distinct, important mor 
ket. It's covered ONLY by the 
dominant News-Tribune. That's 
why—on Puget Sound you need 
BOTH Seattle and Tacoma cov 
erage every time. Ask Sawyer, 
Ferguson, Walker Co 


News Tribune 


Over 82,000 Circulation, A B.C 


and K TNT 
Transit Radio 
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Otticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report 


directly to ADVERTISING AGE 


Advertising Age, October 27, 1952 


September Advertising Pages and Linage in Farm Publications 


Are Waste of Time 


Rye, N. Y., Oct. 21—At least 
70% of TV advertising time is in- 
correctly or ineffectively used, ac- 
cording to Horace Schwerin, pres- 
ident of Schwerin Research Corp 

Mr. Schwerin told the 2nd Dis- 
trict meeting of the National 
Assn. of Radio and Television 
Broadcasters that this assertion 
was based on a Schwerin study of 
more than 6,000 commercials. In 
addition, the researcher said, his 
studies repeatedly show that sales 
ideas gained no higher remem- 
brance through television commer- 
cials than they did on radio. 


s To remedy this situation, Mr. 
Schwerin urged radio advertisers 
to work closely with researchers 
in pre-testing their commercials 
and programs. If they do this, he 
said, radio “can continue to sell 
goods and do so more economical- 


that they should pay more atten- 
tion to audience composition now 
that giant radio ratings have gone 
out the window 

Mr. Schwerin added that TV is 
not as powerful as many assume 
because of ill-prepared commer- 
cials. All that television does, he 
said, is increase the chances of suc- 
cess or failure in putting across 
an advertising message 


Sanders Joins Louis F. Dow 

Lester A. Sanders, formerly ad- 
vertising manager of Sol Ellis & 
Sons, Chicago, has been named an 
account executive in the special 
catalog department of Louis F. 
Dow Co., Chicago advertising 
premiums specialist. 


Quick Joins Morton Salt 

Robert B. Quick, formerly in the 
drug products promotion depart- 
ment of Procter & Gamble Co., 
Cincinnati, has joined Morton Salt 
Co., Chicago, as assistant adver- 
tising manager. 


Davis Publishing Co. quarterly, has 
made its appearance with a first 
run of 750,000 copies. It has 116 
pages, which, according to the 
publisher, makes it “the biggest 
10¢ publication on American 
newsstands.” Although aimed pri- 
marily at the teen-ager, articles 
also are provided for the older 
tinkerer, amateur mechanic, scien- 
tist, handicraftsman, model builder 
and hot-rodder. 

Advertisements in the first is- 
sue were run by 126 companies. 
The one time b&w page rate is 
$1,000. Advertisers who feel their 
ads in the first four issues do not 
pay off may tear up their bill. 


Agency Opens Chicago Office 

McCarty Co., Los Angeles, will 
open a Chicago office, with full 
agency facilities, at 20 E. Huron 
St.. on Dec. 1. Harry L. Bauer, 
formerly an account executive 
with Kirkgasser-Drew, Chicago, 
will direct the new office’s ac- 
tivities. McCarty also has a San 
Francisco branch. 


augurate an aggressive industry 
relations program. The aim will be 
to stress to jewelers the advan- 
tages of dealing with wholesalers, 
and also will point out to manufac- 
turers the benefits of distributing 
through wholesalers instead of di- 
rect sales to the retailer. All trade 
publications within the industry 

will be utilized, and a direct mail 
campaign also is scheduled. Kauf- 

man-Strouse, Baltimore, is hand- 
ling the promotion. 


Buys ‘Wallace Press-Times’ 

North Idaho Publishing Co., 
publisher of the Press, Coeur 
d’Alene, Ida., afternoon daily, has 
purchased the Press-Times, Wal- 
lace, Ida., from Henry L. Day for 
an undisclosed price. The Press- 
Times also is an afternoon daily. 
The Coeur d’Alene Press is a unit 
in the Scripps newspaper and ra- 
dio organization. Officers are Burl 
C. Hagadone, president; E. W. 
Scripps, and James G. Scripps. 
Other preperties include KVNI, 
Coeur d'Alene. 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
+ Poultry, Classi- Poultry, Classi- 
fied and Live- fied and Live- 
Total Advertising, In Pages— Total Advertising, In Lines -—~ stock, in Lines ——Total Advertising, In Pages-—.. —--—Total Advertising, In Lines-———._ stock, in Lines 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept Sept. dan.-Sept. Jan.-Sept. Sept. Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan.-Sept. Sept. Sept. 
1952 1951 1952 1951 =: 1952 1951 1952 1951 19521951 1952 1951 1952 1951 _ 1952 1951 1952 195: 19521951 
Farm Magazines Nebraska, Farmer 97.0 95.1 701.0 649.5 73.347 71,890 530,091 490,936 61,545 59,542 
ew England Homestead 58.7 564 356.2 3521 41,062 39,512 249.885 246,415 28,374 26,548 
Capper's Farmer . 428 51.3 6 438.6 29,107 34852 317,597 291.858 28,368 33,874 Ohio Farmer 79.8 67.7 5424 4868 61,319 51,981 416.642 373,868 55,117 47,610 
Country Gentleman . 88.5 1119 755.7 837.2 60,156 76,077 513.806 569.296 59,485 75.056 Oregon Farmer 43.8 53.0 3865 358.1 33,123 40,068 218 =. 270,838 54,293 38,433 
Farm Journal 69.1 89.0 815.0 798.1 38,231 184 349,638 342,455 37,434 37,251 Pennsylvania Farmer 585 53.1 434.8 405.3 44,897 40,752 333,882 311,163 40,698 600 
Farm & Ranch—Southern Agriculturist Prairie Farmer: os 
Upper South Edition 278 33.6 274.2 285.9 18,881 22,835 186.3 194,384 18,008 21,731 Zlllinois Edition 90.6 89.3 702.9 657.9 65,967 64,981 511,721 478, 57,952 57,485 
Zlower South Edition 29.7 36.1 289.2 286.3 20,202 24,538 196,713 194,712 19.239 23,48€ |  <=Indiana Edition 895 87.0 655.7 6504 65.151 63,345 506,433 473,521 57,136 55,849 
Southwest Edition 3%3 453 3722 4026 24699 30,799 253,051 272,199 23,813 685 Average 2 Editions .. 90.1 88.2 699.4 654.2 65,559 64,163 509.077 476.203 57,544 56,667 
Average 3 Ecitions 313 «638.3 3119 3249 21,261 26,057 212,045 220,432 353 24,967 | Rural New-Yorker 33.49 36.3 300.9 288.3 26.612 28.479 235.962 226.040 22.921 23,804 
Progressive Farmer Utah Farmer 50.6 52.7 433.9 425.0 38,235 39.865 327,731 321,320 35,910 37,317 
#Carolina-Va. Edition 93.5 90.3 813.7 676.3 63,552 61,37 553,299 459.862 61,883 59,595 | Wallaces’ Farmer .. 1115 995 777.0 714.0 87.409 77.981 609.1 559.825 69.570 62.490 
=Ga-Ala-Fla Edition 91.7 916 828.5 713.0 62,381 62.277 563,385 484,757 60,629 60.316 Washington Farmer .... 46.2 48.1 395.0 351.6 34,897 364 298.593 265.841 33,067 34,729 
Ky.-Tenn.-W. Wa Western Farm Life 39.2 38.0 319.2 308.8 30.766 29.780 250.7 242.001 28.675 27,764 
Edition 8 88.1 7898 6736 59,044 59.902 537.069 458.082 57,531 58,165 gHerdsmen Edition 27.7 295 2882 2625 21.742 23.092 225.977 205.758 4,158 5.698 
a -La.-Ark eo: 8 29 686.0 58.893 59.692 545,613 466.437 54,003 Wisconsin Agriculturist 73, H 64.5 558.3 489.0 57,862 437.657 383.444 56.203 48.966 
dition 2 55. : y ' 57.956 Total Group T4251 1.335-4 17,0578 10.3355 1.082.589 T oars FAST 714 7890049 913.410 896.251 
Texas Edition 936 92.0 867.7 7494 63,660 62 590.075 509,571 62,138 60,924 | 
Average 5 Editions 96 9900 820.4 6997 60.906 61159 557.869 475.742 59317 59.301 Not included in totals. §This edition also carries all linage appearing in Western Farm Life 
Successful Farming 94.8 1041 826.3 819.2 42.649 46,851 371.819 368.653 42,010 46.181 ‘i 
a cota Gr eee 936.1 484.6 3,997.9 38838 252.310 283.180 2.322.794 2.268.436 246.987 276.720 Farm Linage Trend Figures in Thousands 
ot inthe m 
ee ey | MAGAZINES 1952 MONTHLIES 
a 23 3 RR ML SSS Sie AMD gee MS ae | | IEE ius 
American Fruit Grower . 6 i , .283 6,543 - 
American Poultry Journal SEPT. 252 | SEPT. 452 e 
& Eastern Edition 22.9 32.3 304 4 326 8 9.817 13.422 130,839 140.106 8.723 11,088 
zCentral Edition / b 866 8.249 9.783 | AUG. 
Western Edition 181 230 2180 2301 7.778 9,860 93,518 98,633 7.246 8,457 AUG. | |77 all | 407 * 
Average 3 Editions 20.7 27.0 2592 2749 8885 11,584 111169 117,868 073 9.776 195) 
Arkansas Favmer 204 202 1494 1416 15441 15281 112.994 13 051 14.721 14,593 1951 
Better Farming Methods 29.0 ‘545 12.372 14.178 SaaS 
Breader's Gazette 13.9 244 1780 2112 6251 10,962 119 95.023 4605 6,431 aaa eaae 45 6 
*California Citrograph 139 26.0 2128 2260 14.728 17.486 142,818 151,900 14.560 17.360 
ae we io) 135 132.3 1806 9.128 10.220 74,495 82,7028 S40 NTH BI-WEEKLIES CANADIAN 
jonthly 3. 2. i \ b . > a 9,912 Z - 
fornia Citograph 7 123 91.3 1059 3,758 51 38,273 44, 3,758 5,180 SEMI-MO LIES 
leman, The ...... 182.0 162.7 1,098.5 981.9 76.435 68,338 461,370 412,470 23,107 24.952 1952 1952 1952 
' lectricity on the 
m 1.7 177 108.0 96.0 6,309 6.309 36.687 34.225 6,309 6,309 | | SEPT 1,083 | sepr.[1i4 | SEPT. 
Sei, 4 Se A LL BS hes Tims GA Re 
*Flarida Cattleman . ’ ’ ! ; 641 14,798 17.052 \ ssi : 
*Flerida Grower Ziy 197 1794 164.7 14,888 13,386 22,592 112,239 581 510 AUG.| 881 AUG. AUG 
ho Granger 61 7.7 71.7 72.6 6570 8,379 77,996 . 6,528 8,330 1951 1951 1951 
pty Farmer 244 27.0 226.1 207 3 19,093 21.186 167,234 162,532 17,195 17,380 sept. EKY3 
| e | se ces) 3s | |serr Ve — }) ser. 
souri Farmer 46 63 55.1 61.7 4511 5,831 39,299 46.256 3819 5,714 a! 047 
fal Live Stock 
ucer 106 12.7 78.3 818 7,723 9,283 57,031 59.581 7,274 8,146 
* s Aericsiture, 53 100 612 68.4 2,402 4,519 27,624 696 2, 4519 | Bi-Weeklies 
Jersey Farm 
n 395 3%9 4195 3749 17,763 16,604 188,870 18, 744 15,105 14,008 | Arizona Farmer . 75.6 71.2 712.7 5932 57,180 53,806 492,168 448,424 54,870 51,636 
Farm Bureau News 11.5 11.3 96.5 94.4 5.162 5,077 43,322 514 4,905 4,777 California Farmer: 
Poultryman 32.0 314 354.4 3173 13,733 13,468 152,003 135. 576 11,006 9,764 = Northern Edition 97 $66 ae? “576 43.154 a7 $72,902 waar 4 43, 3079 39.767 
Tribune Southern Edition L 95. \ y \ A 3 a 
stern Edition 517 410 374.7 3842 13,613 17,599 160,760 164,839 12,575 15,469 Average 2 Editions 59.9 57.7 494.3 461.1 45,312 43,584 371,257 38, a3. 237 40,574 
tral Edition 304 36.0 333.9 336.0 13.037 15.428 143.217 144.106 11,830 13,880 | {*Dairymen’s League 
stern Edition 24.6 30.2 27: 9 292.4 10.473 13.157 120.059 125,440 12468 11.957 News 15.6 119 123.3 108.0 11,503 8,732 89,033 78,707 9,068 7,895 
, we 3 Editions : : ; . . . 3,769 Total Group “TSL.3 T40-s T2503 11623 113.995 106.122 ~ 952.458 ~ 875.691 107,175 100,105 
* m Farm & Home 76 69 76.1 70.4 7,675 6,934 81,735 77,135 6,483 5,698 | +Th . “Sep 19 . : 
ag tered 296 27 pet 2549 20,711 18.955 189,774 178 465 19875 18075 | ZNot included in totals. {Three issues in September 1952; two issues in September 1951. 
. World 33.9 . : ; Y 86.177 13,106 12.594 . ‘ ‘ : - 
CWetern Dairy Journal 489 385 3453 251.4 20582 16.205 145136 147.764 9.793 10.017 All figures in the following groups were compiled by Advertising Age 
# nm Livestock i 
al ; 136.1 1113 980.1 873.9 57,183 46.774 411,831 367,187 15,565 18,585 Weeklies 
ing Stockman- ’ 
- 124 15.0 136.3 1447 1216 13,440 125,034 133,441 «8316 = «9,744 Kansas Edition . 0.0 22.5 204.7 213.3 49,209 55,513 497,899 525.839 37,022 43,713 
wk = we “ae, annhian <i “aaa ee issouri Edition 211 219 2026 2098 51,961 53.899 499,215 517,046 39.717 41,854 
Tota! Group £08.9 897.8 7.8844 7518.7 452.384 456,034 4002356 3.839.884 300,779 325,666 Okla -Ark. Edition 19.2 198 197.0 197.3 47.316 48,906 460,776 486,225 426 38,576 
‘Ne Bugust 1952 issue. SNot included in totals. “August-September issues combined. ‘Changed from 760-line page to c d 
- page in July 1952 anadian 
. | Country Guide 49.1 478 375.7 3526 35.379 34,436 270,560 253.844 35.379 34.436 
Newspaper Monthly Farm Sections Family Herald & Weekly Star: : 
lowe Farm & Home 26.9 252 235. $ 223.3 28. 356 26.601 248,331 236.112 27.524 26.433 zEastern Edition 92.3 89.2 780.3 762.7 92,277 89,241 > 303 762.676 69.675 68,294 
Gravure 98 91 70 8 9.107 70.488 57.048 754 9.107 =Western Edition 76.5 782 6505 650.0 76.528 78,189 50.388 650.040 60.680 63.956 
~ & March & Farm 187 190 1878 1751 19,598 20.258 199.360 186.578 18.256 18,193 P Average 2 Editions 844 83.7 7154 7064 84.403 83,715 os. 346 «= 706.358 «65.178 66,125 
4 7930 ~ 3552 ~ Seo % sig 179 ~ 370738 ~5553a 53.733 armer's Advocate & 
nang poy RE ae 42 nto, 155-2 38008 55.966 “518179 "479.738 “SSSH4 S5.733 | ““Conadian Countryman S43 488 398.5 340.1 38.038 34.149 279.061 238.032 29.508 26.384 
Farmer $ Magazine 376 35.3 286.1 2865 16.126 24.731 148.536 200.600 15.886 22.918 
: . ree ress rare 
Semi-Monthlies Z Farmer 95.5 97.9 8811 867.5 105.032 107.726 969.524 957.540 68.882 72.280 
American Agriculturist 288 302 2755 267.2 20.989 21.966 200,561 194.453 18.150 20,187 Western Producer a 9 47.9 4597 4505 45.873 51.250 491. 482.125 29.659 34.178 
— “ aan 93 134 89.6 1100 10,379 14,486 99.013 119.952 6.818 10,290 Total Group 38 361.4 3.1166 3.0036 324.851 336.007 2.874. ae 2.838.499 244488 256.321 
jorado ancher 
Gasmer 421 422 325.3 302.7 31.832 31.936 245,832 228.870 29,004 ’ = Not included in totals schanees from 700-line page to 429-line page in April 1952 
*Cooperative Digest 1443 41 83.8 60.6 6,019 1,715 35,152 25.480 5.880 1715 Dailies 
Dakota Far mer 65.9 682 gaz $53.1 31.638 33.440 428.939 433.513 50.401 P| Siieses, Gaile ‘Goes 
Farmer. The . 6 6 367 529.810 490,353 .6 61,109 
Weard . Da ryman 419 a2 y 370.4 354 $ 29.841 30.593 269,708 257.953 21 390 23.501 x... © nin 40.3 36.8 312.6 281.7 86.746 78.234 665,498 599.207 30,880 31,532 
daho Farmer ? 3 785 . 283,014 33.155 34,171 
*Indiana Farmer's Guide 238 2.5 266 3 225.1 23 361 22.311 208.870 176.469 12186 15.748 aan ee 51.2 38.3 382.6 331.9 109.058 81,412 $14,280 706.430 46.427 36.426 
Kansas Farmer . 376.2 39.62 57 305,624 285,788 34.692 34,16 
Michigan Farmer 632 591 BS 433.4 48517 45.383 959.728 332.839 43.572 380 A gy 491 46.2 374.8 = 332.7 104,571 98,160 797,577 = 708,085 50.923 56,542 
i Rural E 4 4 ¢ P 
ao Sean aS aE Se ee ee ee | ee ee 28.9 221 2438 2212 61.407 47.076 518.729 471,188 26.616 27.815 
Stockman 691 616 S768 551.5 52,213 46.564 435,500 417,003 32,823 36,582 Total Group 1700 1433 T3138 Ti675 361.782 304882 2796.084 2484910 154.846 152315 
Schwerin Says 70% ly than any other form of adver- Ziff's ‘Young Mechanic’ Jewelers to Open Promotion Four A’s Appoints Richardson 
i ae. Has 750,000 First Run The National Wholesale Jew- George P. Richardson Jr., v.p 
of TV Commercials He warned radio advertisers young Mechanic, a 10¢ Ziff- elers Assn., Philadelphia, is to in- in J. Walter Thompson Co.’s De- 


troit office, has been elected board 
chairman of the Michigan council 
of the American Assn. of Adver- 
tising Agencies. He succeeds ElI- 
liott E. Potter, v.p. of Young & 
Rubicam, who has resigned. In 
addition, Mr. Richardson has been 
elected a director of the Four A’s 
national board. 


Handles Carling’s in Quebec 

All Quebec advertising of Car- 
ling’s Black Label beer and Car- 
ling’s Red Cap ale will be handled 
by the Montreal office of Young 
& Rubicam, beginning Nov. 1. Car- 
ling’s advertising in Ontario will 
continue to be directed by McKim 
Advertising, Toronto. 


Hansell-Elcock Names Agency 

Hansell-Elcock Co., Chicago 
manufacturer of gray iron castings 
and structural steel forms, has ap- 
pointed Christopher, Williams & 
Bridges, Chicago, to handle its ad- 
vertising. It will be the first adver- 
tising program the company has 
undertaken in more than 20 years. 
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W. H. ALBERS - 
of ALBERS SUPER MARKETS , 
takes SUPERMARKET NEWS 


home to read it 
without interruption. 


ie “1 read your SUPERMARKET NEWS 


carefully each week, taking it home where | 


~,——_-_-——= 


can read it without interruption. 


“Its complete coverage of all phases of market operation gives 
the supermarket operator the most important and most needed information.” 
SUPERMARKET NEWS is “most important and most needed” because 
we have the know-how, the facilities, and the manpower to cover the food news 
thoroughly and accurately . . . the only real newspaper in the field . . . printing 
— ; ,; 
; the news as it happens... at least a week ahead . .. more often a month ahead of the field. 
; 
i Advertising forms close Thursday. Last minute news printed and mailed Saturday. 
Your ad is always news in SUPERMARKET NEWS. 


Introductory subscription offer still in force: $1 per year. 


The Only Real Newspaper in the Supermarket Industry 


‘iiiiaaaia, Supermarket News 


Daily News Record 
Retailing Daily A Fairchild Publication 


Footwear News 7 East 12th Street, New York 3, N. Y. 
Men’s Wear “Our Salvation Depends Upon Our Printing the News.” 
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ANY things more important than the forma- 

I tion of a new advertising agency are taking 

Mace in the world, our country, our town, and the 
es of all of us right now. 


+ And we don’t want to make too much of what, 
ter all, is a pretty minor matter. 

Still, all things are relative, and there has been 

a@ good deal of discussion in advertising circles 

lately about Lennen & Newell, Inc. 

€ 

) It has been said that Lennen & Newell is “the 
i 1 topic of luncheon conversation on Madison 

} venue’; that we have “startled,” “intrigued,” 

and even “exploded a bombshell” in the advertis- 


ing world. 

We have been hearing a lot about ourselves—all 
of it interesting, and much of it true. But nobody 
on the outside, naturally, can see us quite as we 
sec oursely es, 

So now, at the start of our career as Lennen & 
Newell, Inc. (we have been operating for the past 
sy four months as Lennen & Mitchell, Inc.), we have 
decided to take this space in Advertising Age and 


tell our story. 


How are we different? 


Much of the talk about us centers around “the 
new kind of advertising agency operation” we are 
setting up. Is there anything in this? 
We think there 1s. 
ms For the first time in history a brand new adver- 
tising agency ts getting under way with a full staff 
of top-bracket, experienced people and over 330 
million of billing. 
Advertising agencies are mostly people, and so 
there will never be a perfect one. But nobody, we 
think, has ever had a better chance to blueprint, 


set up and run the ideal agency. 

We have plenty of resources, good people, and 
fine accounts. We are unhampered by dead wood, 
sacred cows, or top-heavy departments. 


Whats really n 


THERE HAS BEEN A LOT 


We can plan from scratch. For tight integration 
—of print, TV and radio, as an example. For a 
grass-roots, creative use of research. For all the 
things so important to that fearfully complex and 
delicately adjusted machine called the modern 
advertising agency. 

This, we think, is something new in the adver- 
tising world. Something that any manufacturer 
who has ever built a big, new, streamlined plant 
will understand. Something important. 


How are we old-fashioned? 
We are a copy agency. 
This is an old-fashioned way of saying that we 
believe—above everything else—in the power of 
imagination, invention, ideas and words. 


Most agencies, we suspect, will also echo this 
time-honored credo. It is a little like coming out 
against sin. 


But we would like to make an important point 
about Lennen & Newell, Inc. 


Of the four men who make up our top manage- 
ment, feo are creative men. As a matter of fact, 
they don’t mind being called copywriters. They 
would rather write copy than eat. They are Phil 
Lennen and Walter O'Meara, 


Of the others, one— Adolph Toigo, our executive 
vice president and general manager—is a plan 
man and campaign strategist. He is basically a 
research man with a creative approach that has 
left its imprint on some of the outstanding adver- 


Our president, H. W. (Hike) Newell is a tough- 
minded business man who combines a vast experi- 
ence in management, selling, and marketing with 
sound copy judgment—and the good sense to let 
the creative mind work in its own mysterious ways. 


Many of today’s great agencies have done their 
finest work under creative leadership. Some of the 


ew about 


OF TALK ABOUT US... 


best are headed by creative men—copywriters at 
heart and in practice. 

But few, we believe, combine at the top such 
strong creative talent with such a sound, realistic, 
balance-sheet viewpoint on all agency and client 
problems, as Lennen & Newell, Inc. 


“Find the man” 


Now and then a group of men come together in 
the advertising field to form a great team. They 
complement each other—“knock sparks from each 
other.” They add up to something greater than 
the sum of their individual talents and abilities. 

We permit ourselves to think that something of 
this sort has happened at Lennen & Newell. 


Our four top men— Newell, Lennen,O’ Mearaand 
Toigo—are old friends. They have long known one 
another, have worked together, respect one another. 

With them at management level, and with 
equally deep roots historically, are such able men 
as John McQuigg, Walter Swertfager, John 
Monsarrat, and Thomas Butcher. 


Such outstanding creative men and women as 
Maitland Jones, Hans Sauer, David Boffey, Ruth 
Cerrone, Carter Cordner, John DeNero, Beverley 
Ellis, Robert Hurd, James Maloney, McClintic 
Mitchell, William Weber, Thedor Ziesmer. 


And such able executives and department heads 
as Myles Baker, Chas. Brocker, Winston Butz, 
Dan Daley, Del DePierro, Thomas Doughten, 
Shirley Estey, Hugh Foss, Todd Franklin, Nicho- 
las Keesely, Stephen Kenyon, Peter Keveson, 
Edward Knauff, Parmelee Lyman, Michael Madar, 
William Martin, William Newton, Robert Owens, 
Catherine Parker, Benjamin Potts, Chris Sante, 
Jack Sheldon, John Speirs, jackson Taylor, Arthur 
Ude, Kenneth White, Thaine Youst. 


A long time ago Phil Lennen wrote a famous 
advertisement headed, ‘Find the Man.” 


In it he pointed out the overriding importance 
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-Lennen e Newell ? 


— 


HERE’S HOW WE SEE OURSELVES 


of people in an advertising agency—the rarity of 
genuine talent—and the magical reward for find- 
ing it. 

We feel that Lennen & Newell, Inc. has been 
more than fortunate in “finding the man.” 


That's about what we would like to give you— 
mostly on the human side—about Lennen & 
Newell, Inc. 


We have skipped the usual details about stand- 
ard agency features and services. We have them 
all, and would be happy to tell you about them. 


One other difference 


But here we would like to mention one other 
respect in which we are different from any other 
agency we know. 

Although our annual billing of over $30 million 
puts us in the top fifteen agencies, we have no in- 
surance or institutional business. No automobile 
or household appliance business. No soft-drink 
business. No soap business, and only one food 
account. 


Yet, we have an experience—and a record of 
success—second, we believe, to no other agency’s 
in these important fields. 


Someday, of course, we should like very much 
to be represented in each of them. Right now, how- 
ever, we are busy absorbing the $10 million new 
billing acquired in the last three months. We are 
not looking for new clients—and, as a matter of 
fact, will not be for the next six months. 


In the meantime, if you should want to learn 
more about us as a matter of general interest, we 
should be happy indeed to meet with you. 


LENNEN & NEWELL, Inc. 
Accounts 


ATLANTIS SALES CORPORATION 
Food Products 


LEHN & FINK PRODUCTS CORP. 
Lysol Brand Disinfectant 
Peb-Ammo 

CALVERT DISTILLERS CORPORATION 
Calvert Reserve Whiskey 
Carstairs White Seal Whiskey 
Calvert Gin 


P. LORILLARD COMPANY, INC. 
Old Gold Cigarettes 
Embassy Cigarettes 
Muriel Cigars 
Headline Cigars 
Briggs Pipe Mixture 
India House Pipe Mixture 
Beechnut Chewing Tobacco 


THE CARLTON HOUSE 
Ritz-Carlton Restaurants 


CHICOPEE MILLS, INC. 
(subsidiary of Johnson 9 Johnson) 


. ITZ BREWING COMPAN 
Chix Baby Products SS d 


Schlitz Beer 


Lumite Division, CHICOPEE MILLS, INC, 

(subsidiary of Johnson F Johnson) 
Woven Saran Insect Screening 
Woven Saran Fabrics 


SCRIPPS-HOWARD NEWSPAPERS 
SWEDISH AMERICAN LINE 
TIDE WATER ASSOCIATED OIL COMPANY 


Tydol Gasolines 
Veedol Motor Oil 


COLGATE-PALMOLIVE-PEET COMPANY 
Lustre-Creme Shampoo 
Lustre-Creme Hairdressing 


Lustre-Color UNITED AIRCRAFT CORPORATION 


Pratt & Whitney Aircraft Division 

Hamilton Standard Division 

Chance Vought Aircraft Division 

Sikorsky Aircraft Division 

and export subsidiary, United Aircraft 
Export Corporation 


DOROTHY GRAY, LTD. 
Dorothy Gray Cosmetics 


THE EMERSON DRUG COMPANY 
Bromo-Seltzer 


LENNEN & NEWELL, Inc. 


NEW YORK CITY « 17 East 45th Street DETROIT «+ 1710 Book Tower 


BEVERLY HILLS «+ 308 North Rodeo Drive 


Pe. eo So eee ee ake : te + en he I Aaa i eee a SARS OS St ua 
Pe 1 ae mae ae : aa ae Se Pa the ze 7a a.) Rape es” eae” Sa ae ae ie a Se 
-—_ eae eas © wae xt ca » Be pe a ee ee OR ee as: > lee ae oo See nid 
#: ¢ irae, a ae BAe is a Feit es + Rae ; ee Te a! Se we. wees Ss = i eee re ae ogi oa, 7 ney Peet ~ bo Ph 

ME i> os ta coe ec ta es pe Z a “somal agian od pe ig etc ae tS. | aN coeewee eS r 
es ee ie es poe . Yee Bs aa Pe tee aoe ek Bde meee in . ; iS > ie ay ors ee re toe z 
Bo fee Se en a i Senge eee a ; nate = 
- Ee . ‘ = oor Aes 
: 
{ meet 
oe 
' 9 “ ™ 
A. 
} ae ee 
| . . Use 
Pd . % Fats 
roa 
: of NAP oe | te 
Fs Stel wl 
i | > Ok 
} i Be 
} : x 
: ; ey 
+ oC Sg oN 
ogee SE R ij 
Rte, St 
ee = 
‘s “y he ii 
' -" ve 
* ice. 
4 Ys 4 
4 Beaege™ 5: 
o a 
." ” a ia 
- : See ae 
we 
é - Pa 
z ie 
| Pe : a is ™ “ 
| Eh 
: & 
‘ . : me fs 
; ee 
t 5 eS otal a 
i TE 
5 mae - | 
} ae 
; 4 eee 
i ‘ iy ’ 
r et Ss 
ite f Ay 7 A 
; fi Sasha 
f >: oa" = 
: | } sd eae 
5 Baas 
PY | ep rt, 
ae 
i | og ehee pa 
fF fee = 
3 > ia x 
4 ee : 
; 2 Sets 
5 a. ees 
] Ea ho 
2 Gres. 
be ea: 
pe 
é a i ae : 3. 
es i oe 
‘ | = B 
of i 
‘ a 
e ve y 
re me 
7 ~ % 
‘ ane ; 
; ' ” 
3 | eee 
| ee S, 
‘- e - 
‘ ‘ toe 
‘ ree fae 
| BP SP Se 
a +5 ‘ 
‘ . Bs ; 
| po a | 
: a EE eip 
| A 
A ae 
| Pe se 
ve 
: oe 
° Bt 3 
é 
' Seehs. 
1" ' ae ast NTS 
| — == . Nace tee <8 A 
Fe SR : : : Sey ey 2 Bee oa Be 
. é “ AB s a wat at <i os a a a ’ a eine | Ee aire 18 OE toy 
ee ewe os ae 3 : aay e 4 Me id ee ee aa% athe 2a 7 age on pert Ee are We ME sas Bi 
Fede 2° es re "| -) Se Yo x oe eee te eh eae. hig ot sn Saas Taare ha Ne ae Saget vee 


This Week in Washington... 


Washington Editor 
WASHINGTON, Oct 
eral Trade Commission 


By Stanley Cohen 
23—The Fed- 


a big selling job to do before it can 


Consumer Dollar Study Faces Hurdles 


go ahead with the President's 
proposed study of “where the con- 
sumer dollar goes.” There are at 
least two big hurdles ahead. 

The first of these is the Bureau 


has 


Repeat Orders From 
* CAMEL CIGARETTES 

* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 

* U.S. RUBBER 

and Hundreds of Others 


} 


PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING — YET iT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, becouse Dealers say “Yes” at first 
glonce. It's a new type of plastic decal that is revoly 
tionizing point of purchase merchandising. Saves its 
own cost on “pul-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Pa. 


of the Budget’s division of statisti- 
cal standards. At the moment, 
budget people are digging into the 
history of previous cost reports 
and briefing themselves on the 
hazards of such undertakings. FTC 
cannot start its work until Budget 
agrees that the commission has a 
sound operating plan. 

The second hazard is Congress. 
Even if Budget decides that FTC 
has worked out a plan that will 
produce worth while information, 
the project dies of malnutrition 
unless Congress provides the mon- 
ey. 

7 e * 

Most trade association executives 
are suspicious of the consumer dol- 
lar study. They statistics of 
this kind are hard to compile un- 
der ideal conditions. They feel an 
FTC report would have a special 
handicap. Since FTC spends a good 
part of its time regulating business, 
there would be an inclination to be 
suspicious of anything it publishes. 

To a considerable extent, this 
may be unfair to FTC. In the past, 


say 


its economists have published very 
useful cost studies, particularly in 
distribution fields. On the other 
hand, some of its industry reports 


have generated a good deal of 
smoke. 
Business people believe the 


budget bureau holds a firm whip 
over the consumer dollar report. In 
the past, the bureau has tended io 
let statistical agencies operate with 
considerable freedom. Last month 
the Bureau of Labor Statistics is- 
sued savings figures 
which were in sharp conflict with 
figures published by other govern- 
ment agencies. The bureau has de- 
cided to become tough. 

President Truman had already 
sent Federal Trade Commission 
Chairman James Mead a handwrit- 
ten note authorizing the consumer 
dollar study, before the Bureau of 
the Budget knew what was going 
on. The bureau immediately drew 
up a@ fresh letter, carefully outlin- 
ing the scope of the project. Then 
it convinced the President this was 
a more orderly way of doing busi- 


consumer 


300 Park Avenue 


Sold all copies first week 


A total success stop sold 
out immediately 


Frankly, we're not surprised. Nor 
are our advertisers. Nor is anyone who knows Latin America! 


Distributor 


Distributor 


HONDURAS 


Lo Mejor del Catholic Digest is a ‘natural.’ Edited by Latin Americans 


for Latin Americans, Lo Mejor strikes a responsive chord in its readers. 


The Spanish have a word for it, ‘‘simpdtico."' The advertisers as well as 


editorial contents of Lo Mejor are ‘‘simpaticos"’ to its readers. For evi- 


dence of this and further information, telephone or write to:— 


Catholic Digest INTERNATIONAL 


New York 22, N.Y. 


Plaza 3-0828 
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ness. 
This second letter is the one that 
eventually was made public. Budg- 
et’s authority is clearly established 
in the eighth paragraph. Under the 
President’s signature, it says, “I 
will expect you to make the best 
possible use of existing data and 
government facilities under the 
genera! coordinating work of the 
Bureau of the Budget.” 
. 7 . 


One of the major arguments for 
business to support the consumer 
dollar study is that it will provide 
percentage figures showing what 
various industries spend for such 
selling costs as advertising. How- 
ever, the American Assn. of Ad- 
vertising Agencies’ President Fred- 
eric Gamble is letting it be known 
that his association thinks FTC 
would be on the wrong trail. 

As a member of the Commerce 
Department’s national distribution 
council, Mr. Gamble has reportedly 
written a letter to Commerce Sec- 
retary Charles Sawyer on the sub- 
ject. The letter is Secretary Saw- 
yer’s private property. However, it 
is understood that Mr. Gamble 
takes the position that percentage 
and industry average is not a 
sound basis for a business to use in 
developing an advertising program. 


The National Production Au- 
thority has advised farm machin- 
ery manufacturers that 1953 may be 
their biggest year. Machinery veo- 
ple were told that increased mech- 
anization of the farm, and rehabili- 
tation of farm land through ferti- 
lizer and irrigation, will create a 
tremendous market. 

During a_ political campaign, 
candidates talk glibly about the in- 
terdependence of the farm and city 
markets. The reality of the situa- 
tion was well demonstrated this 
week when Agriculture Under Sec- 
retary Clarence J. McCormick was 
trying to illustrate the importance 
to city people of firm farm prices. 
| “It means jobs for millions of 
city workers,” he argued. “All too 
few Americans realize that farmers 
juse more steel in a year than goes 
into a year’s output of passenger 
cars, that farmers use more petro- 
leum than is used by any other in- 
dustry, that they use enough rub- 
ber to put tires on 6,000,000 cars, 
that they use enough electrical 
power to supply the great cities 
of Chicago, Detroit, Baltimore and 
Houston.” 

© + e 

The Office of Price Stabilization 
is searching for a way to tighten 
its control over TV repair prices. 

As it stands, repair shops are 
under a general freeze, holding 
them to pre-Korea prices, plus ad- 
justments for recent cost increases. 
Better business bureaus, however, 
have been complaining that con- 
sumers have no way of knowing 
whether they have been over- 
charged. At a meeting with repair 
people this week, OPS explored the 
possibility of using a rate manual 
as the basis of repair charges. 

Rate manuals are widely used in 
the auto repair business and are 
the basis of price controls in that 
field. However, the TV industry 
has never agreed on any standard 
jrate manual. 

a * e 

Federal Communications Com- 
mission was startled this week 
when theater operators opened 
their case for theater TV by asking 
for channels which would each be 
30 megacycles wide. This compares 
with six megacycles for home tele- 
casts. 

Theater people said the 30-mega- 
cycle channels would result in TV 
that would be just as good as the- 
ater movies. FCC people wanted to 
know where the theater people 
think 30-megacycle channels can 
be placed in the radio spectrum. As 
an afterthought, they commented 
that home TV would be as good 
as movie film, too, if telecasters 
were given 30-megacycle channels. 
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16 Ads Win First 
Awards in Fourth 
Cleveland Contest 


CLEVELAND, Oct. 21—Sixteen ex- 
amples of advertising “that com- 
pletes its mission” have won first 
awards in the fourth annual Cleve- 
land-Prepared Advertising Awards 
contest sponsored by the city’s ad- 
vertising club. 

Selections were made by five ad- 
vertising experts who labored for 
a day in shirt sleeves winnowing 
a field of 59 “remarkably good” 
entries. 

Six winning entries were pre- 
pared by Fuller & Smith & Ross 
Inc., Cleveland, which is being 
cited along with other prize-taking 
agencies in the 1952 competition. 


® The six are Libbey-Owens-Ford 
Glass Co., Standard Products Co., 
Harry Ferguson Inc., and entries 
by the apparatus, industrial prod- 
ucts and housewares divisions of 
Westinghouse Electric Corp. 

Other winning companies and 
their agencies are Standard Oil 
Co. (Ohio), served by McCann- 
Erickson; United Laboratories, 
C. A. Reese Industrial Publicity; 
General Electric Co., lamp divi- 
sion, Batten, Barton, Durstine & 
Osborn; Dr. Hess & Clark, Ash- 
land, O., Meermans Inc.; Master 
Chrome Service Inc., Malcolm Ad- 
vertising Agency, and Cleveland 
Electric Illuminating Co., D’Arcy 
Advertising Co. 

General Electric Co., apparatus 
division, Foster & Davies; Ohio 
Mattress Co., Lang, Fisher & Stas- 
hower; B. F. Goodrich Co., Koro- 
seal division, Griswold-Eshleman 
Co., and Ritmor Sportswear Co., 
Stern & Warren. 


® Judging the entries were Elon 
G. Borton, president, Advertising 
Federation of America; Dr. Frank 
Coutant, president, Fact-Finders 
Inc.; Ben Donaldson, advertising 
director, Ford Motor Co.; Eldridge 
Peterson, editor, Printers’ Ink, and 
Gene Wedereit, president, Nation- 
al Assn. of Industrial Advertisers. 

Speaking for the panel, Dr. 
Coutant said: 

“The entries were remarkably 
good and the evidence of perform- 
ance was very conclusive.” 

This consideration, Dr. Coutant 
said, governed the judges in bor- 
derline cases. 


@ The awards program was under 
the chairmanship this year of Carl 
F. Toll, general manager here of 
national advertising and publicity, 
Sherwin Williams Co. The pro- 
gram is designed to give recogni- 
tion to successful advertising pro- 
grams created in northern Ohio. 
Plaques will be presented to 
winning firms during a_ civic 
luncheon and clinic in November. 


Names Irwin Vladimir & Co. 

New York Wire Cloth Co., New 
Canaan, Conn., has named Irwin 
Vladimir & Co., New York, to han- 
dle its export advertising. 


FARM COOPERATIVES 
ARE BIG BUSINESS 


These 10,000 farmer-owned busi- 
ness associations, serving 6,500,- 
000 farmer-members, represent a 
$10 billion market . . . doubled 
in the past 5 years. 

They are a rich market for the 
products of industry, for Ameri- 
can farmers do one-fourth of their 
total business through their co- 
ops. 

Write for market data and de- 
scriptive folder. 


COOPERATIVE DIGEST 
The National Magazine 
of Farm Business 
Ithaca, N. Y. 


The only national trade journal 
serving exclusively the manage- 
ment and purchasing officers of 
U. S. farm cooperatives. 


Appoints Johnston Bird 


pointed director of creative serv- 

— of Dickie-Raymond, Boston 
irect mail consultant. He suc- 

| ceeds E. Walter Thomson, v.p. and Yorker. Harold Cabot & Co., Bos- 

director, who has resigned because 


Champion-International Co.,| executive with WQAN, Miami, has 
Lawrence, Mass., has launched an | joined the staff of KOTV, Tulsa, 
advertising and merchandising | as an account executive. \ 


campaign for its coated papers de- 
Johnston Bird has been ap- signed to put over its new brand 


is the only monthly pub- 
lication devoted to the 
rapidly expanding soy- 
oe bean industry. Read by 


GeO _ Producers, processors, 


grain handlers, manu- 


name, Cico. Initial ads are appear- 
ing in the October issues of Na- 
tional Geographic and The New 


ton, is the agency. 


|of ill health. } 
- — | Peter Mustaki Joins KOTV SO ee prea ast sino . 
romotes Ci ‘oat i , es, strict o 
ico led Paper Peter Mustaki, formerly account CHICAGO 1, ILLINOIS Gienin and teen 


ANdover 3-3042 countries. 


es ee te 


Want a 
good steer 
on operating costs? 


LY EA DO 


You'll find this one too good to pass up. It’s about printed 
materials—things like sales folders, catalogs, the company 


RE Ne LO LED NON AEDR A ORT 4 


magazine, etc. Most of yours are probably printed on 
enamel paper. That’s the best way to make a good 
impression. But are you aware that today enamel papers 
of identical quality actually are not all the same price? 
The truth is that they look alike, print alike, and are 
alike. Yet Consolidated Enamel Papers average 15 to 
25% lower in cost. These savings result from the modern 
enamel papermaking method which Consolidated 
pionecred. It simply eliminates several costly operations 
still necessary to other makers. You pocket the difference. 


free ride ! To prove our case, we'll be glad to 

give you a generous supply of Consolidated Enamel Paper. All we ask 
is that your printer run it under identical conditions with the paper 
you're now using. If you aren’t convinced that here is top quality at 
lower cost, we'll take our steer back to pasture. Okay? Then corral 


your gal right now. Just a note on your letterhead will do it. 


di ENAMEL 
7 PAPERS 


PRODUCTION GLOSS - MODERN GLOSS - FLASH GLOSS - PRODUCTOLITH - CONSOLITH 
CONSOLIDATED WATER POWER & PAPER CO. Sales Offices: 135 So. Le Selle St., Chicago 3, Minors 
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Small Agency Adds Two 

Jean MacKinnon Garvin, for- 
merly chief copywriter for G. Fox 
Co., Hartford, has been appointed 
copy chief of William J. Small 
Agency, Boston. New research and 
media director at Small is Elbert 
A. Taitz, formerly in the public 
relations department of the Ameri- 
can Red Cross. 


Promotes Crowell to V. P. 

Per Crowell, art director, has 
been promoted to v.p. and ac- 
count executive of Carvel Nelson 
& Powell, Portland, Ore. Jack 
Myers, formerly a member of As- 
sociated Designers, succeeds him. 
Virgil Lockwood, formerly with 
Beaumont & Hohman, Seattle, has 
joined the copy department. 


Southwest. 


MORE THAN EVER BEFORE YOU'LL WANT THE FACTUAL 
INFORMATION IN 


16 pages crammed full of factual information on El Paso 
and the Fabulous Southwest. Latest population and fam- 
ily estimates for a 24 county area plus retail, food, drug, 
auto sales by towns and counties and family coverage of 
the El] Paso Times and Herald-Post in the Fabulous 


FOR YOUR FREE COPY 


Write General Advertising Department, 
Printing Corporation, El Paso, Texas. 


Che £l Paso Times EF! Paso Herald-Post 


Newspaper 


A Scripps-Howard Newspaper 


Evening 


NOW WE ARE SiX—Everybody got a favor at the sixth birthday party for ‘ 
Slam,” CBS Radio show, except Eldon W. Hazard (right), of the network. Happily 
holding their souvenirs are (from left) L. M. Marshall, ad 9 
Baking Co., sponsor of the show; Irene Beasley, 


‘Grand 


of Conti 
for the program, and 


“femcee” 


Millard Joins Farrington 
| David L. Millard, formerly a 
| New York consultant art director, 


pod 


‘has joined Farrington Mfg. Co., 


| Thomas F. Harrington, Ted Bates & Co. 


Boston, as advertising, publicity 
and public relations director for its 
jewel cases, Charga-Plate products 
and display boxes. 


INC. 


PUBLIC 
OPINION 
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“Sorry, the only statement we're making until after the election 
is that Solid Cincinnati reads the Cincinnati Enquirer” 


Circulation, City and Retail Trading Zone 


THEN NOW 
ores DAILY 
ree | essa ENQUIRER 
seat ge 159,456 
140 
—) — Post 
20 146,200 
' 
DAILY ENQUIRER 
se TIMES 
piss STAR 
90 145,343 
yeaa 43 44 «43 46 47 48 49 90S! $2 
* Statements, March 31 of each year 
Source: A.B.C. Publishers € 


— 


Surveyed these facts, lately? More and 


more and more. . 


Cincinnati is a 


morning-newspaper town! Today, the 
Daily Enquirer has more circulation 
within the retail trading zone than the 
total circulation of any other Cincin- 


nati daily. 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, October 27, 1952 


| Public Relations 
Association Lists 
1952 Award Winners 


WASHINGTON, Oct. 21—The 
American Public Relations Assn. 
announced today the winners of 13 
Silver Anvil trophies and 24 
certificates for public relations 
achievements during the past year 

Two of the Anvil winners—Tea 
Bureau of New York and Illinois 
Bell Telephone Co. of Chicago— 
were also among last ye@r’s win- 
ners. The association has been giv- 
ing achievement awards annually 
since 1946. 

The committee of judges this 
year was under the chairmanship 
of Thomas J. Deegan Jr., v.p. and 
director of the Chesapeake & Ohio 
Railroad Co. The awards commit- 
tee was under Robert E. Harper, 
executive v.p. of National Business 
Publications, Washington. Awards 
were given in 13 classifications. 


@ Silver Anvil winners were Lever Broth- 
ers Co., New York (manufacturing indus- 
try); Tea Bureau, New York (marketing 
and distribution); Woodward & Lothrop, 
Washington (retailing); American Velvet 
Co., Stonington, Conn. (labor relations); 
American Automobile Assn., Washington 
(trade associations); Goodyear Tire & 
Rubber Co., Akron (transportation) ; 
American Tobacco Co., New York (agri- 
culture); Illinois Bell Telephone Co., Chi- 
cago (communications organizations) ; 
Prudential Insurance Co. of America, 
Western Home Office, Los Angeles (bank- 
ing, finance and insurance); Johns Hop- 
kins University, Baltimore ‘educational 
| institutions and organizations); CARE— 
Cooperative for American Remittances to 
Europe Inc. (church, social, and com- 
munity service organizations); City of 
Philadelphia (government), and American 
Chemical Society, New York (‘professional 
| associations). 

| Certificate winners were Aluminum Co. 
of America, Pittsburgh, Massena Works, 
Massena, N. Y., General Electric Co., New 
York, Singer Sewing Machine Co., New 
York, Smith, Kline & French Laboratories, 
Philadelphia, and Towle Mfg. Co., New- 
buryport, Mass., all in the manufactur- 
ing industry group. 


gw Automobile Dealers Assn. of Alabama, 
Montgomery, and Minneapolis Grain Ex- 
change, Minneapolis (marketing and dis- 
tribution); Lane Bryant Inc., New York 
(retailing); Firestone Tire & Rubber Co., 
Akron (labor relations); Lace Institute, 
New York; National Assn. of Home Build- 


ers, Washington, and Trailer Coach Man- 
ufacturers Assn., Chicago (trade associa- 
tions) 


American Hereford Assn., Kansas City 
(agriculture); Business Week, New York, 
and Stations WHAS and WHAS-TV, Lou- 
isville ‘(communications organizations); 
Associated Hospital Service, Philadelphia, 
and Wisconsin Power & Light Co., Madi- 
son (banking, finance and insurance); 
University of Tulsa (educational institu- 
tions and organizations); Goodwill In- 
dustries of America Inc., Washington, 
and Pennsylvania Hospital, Philadelphia 
(church, social and community service or- 
ganizations); Republic of Liberia, Wash- 
ington; U. S. Civil Service Commission, 
Washington, and U. S. Office of Rent 
Stabilization, Washington, (government); 
American Society of Tool Engineers, De- 
troit, (professional associations) 


Necchi Gets Distributing 
Rights to Elna Portable Sewer 


Necchi Sewing Machine Sales 
| Corp., New York, has acquired sole 
distribution rights in the U.S. for 
the Elna portable sewing machine. 
A new corporation, Elna Corp. of 
America Inc., has been formed to 
handle distribution of the Swiss- 
made machine. The Elna formerly 
was distributed by International 
Sewing Machine Co., which is go- 
ing out of existence, and adver- 
tised through Jules Mirel Adver- 
tising. Doyle Dane Bernbach, Inc., 
New York, agency for Necchi, also 
will handle the Elna advertising 
program. 

The Eina portable will be used 
as a supplement to the Necchi line, 
not a replacement. It will be dis- 
tributed through Necchi outlets. 
The company expects to spend 
$750,000 to advertise the Elna in 
the next year. A good percentage 
of this budget will be cooperative 
newspaper advertising. 


Selle Joins McHugh Co. 


Sally Selle, one-time advertis- 
ing manager for Tommy Luke 
Flowers, Portland, Ore., and later 
with the Portland office of Pacific 
National Advertising, has joined 
the staff of Frank J. McHugh Co., 
Portland station representative. 
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Conventions 


*Indicates first listing in this column. 

Oct. 25-28. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

Oct. 26-28. Advertising Managers Bu- 
reau of New York State Dailies, fall meet- 
ing, Hotel Utica, Utica, N. Y. 

Nov. 5-8. National Assn. of Photo- 
Lithographers, 20th annual convention and 
exposition, Hotel New Yorker, New York. 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O. | 

Nov. 17-18. National Business Publica- | 
tions, annual fall meeting, Biltmore Hotel, | 
New York. | 

*Nov. 19-20. Controlled Circulation | 
Audit, annual meeting, Biltmore Hotel, 
New York. | 

Nov. 20-22. Southern Newspaper Pub- | 
lishers Assn., annual convention, The) 
Greenbrier, White Sulphur Springs, W. 
Va. 
Dec. 7-11. Outdoor Advertising Assn. | 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. | 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 

*Dec. 27-30. American Marketing Assn., 
American Statistical Assn., annual joint 
conference, Palmer House, Chicago. 

Feb. 5, 1953. Associated Business Pub- 
lications, annual midwest clinics, Drake 


Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roose- 
velt Hotel, New York. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 


Sireibert Leaves WOR; 
Keeps MBS Board Post 

Theodore C. Streibert, top ex- 
ecutive at WOR (and later WOR- 
TV), New York, since 1938, has 
resigned as president of the sta- 
tion and v.p. of General Teleradio, 
the company which owns and op- 
erates General Tire & Rubber Co.’s 
radio-TV properties. He has not 
been active at WOR for several 
months since he was assigned to 
help set up General Teleradio’s 
film syndication division. The 
resignation is effective “at a later 
date.” 

Mr. Streibert will continue to 
serve on the board of directors of 
Mutual Broadcasting System, the 
majority stockholder of which is 
now General Teleradio. One of 
the founders of Mutual, he has 
been on the board since the net- 
work’s inception. 


WHAT IS A READER? 


Amid all the claims of how 
many readers this or that mag- 
azine has, does anyone ask the 
question, What is a reader? 


It seems to us that this is the || 
point to clear up. Is a reader 
someone who spends five min- || 
utes, an hour, two hours, with |) 
a magazine? Is a reader the 
same as a looker? Does he ac- 
cept what he reads because he 
believes in the publication? | 


These are important questions. 
Our readers usually spend at 
least a half hour with each issue. 
Usually they study it, and then 
they discuss the contents, in- 
cluding the advertising. That’s 
what we call readership. 


And that’s why the advertis- 
ing in Scholastic Magazines 
makes such a deep and long- 
lasting impression. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 


THE DETROIT NEWS is the strong- 
est selling force in the Detroit 
market. The News gives you the 
largest circulation, and the great- 
est concentration in the trading 
area . . . where over one million 
workers spend 4 billion dollars 
yearly in retail stores. That's why 
The News carries practically as 
much total linage as both other 
Detroit newspapers: combined, 
year in and year out. ° 
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THE DETROIT MARKET'S huge } i 
. ¥ Zz 
new plants are producing mil- ' 
lions of dollars in defense mate- 4 


rials. Automobile plants are 
working ‘round the clock to catch 
up with dealers’ orders. Factory 
workers’ incomes are highest in 
history. It's a market where 
aggressive advertisers do busi- 
ness ... BIG business! 


467 066 


highest weekday circulation 
in Detroit News’ history 


pee a The Detroit News 


A. B.C. fi for &-month THE HOME NEWSPAPER 
period Galion March 3174952 
; owners and operators of redio stations WWJ, WWJ-FM, WW4J-TV 


. 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH * WesternOMices: JOHN E. LUTZ CO., Tribune Tower, Chicege 
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British Broadcasting Corp., effec- 
Names Meany Co. for West tive Dec. 1. He succeeds Sir Wil- 
Campbell Products Co., Bensen- jiam Haley, now editor of the Lon- 
ville, Ill, has named Philip J don Times 
Meany Co., Los --¥ _—_ . 
dle the marketing of its Shave- 
Whip in the 11 western states. The Heyward Joins Allen-Klapp 
8 product is a shave cream in a pres- Richard Heyward, formerly as- 
sure-whip can sociated with the general advertis- 
ing department of the Scripps- 
Howard newspapers, has joined 
lan Jacob to Head BBC the New York sales staff of Allen- 
a Major General Sir Ian Jacob has Klapp Co., newspaper representa- 
F been appointed director-general of | tive 


Medium for 
GAS HEAT- 
ING Equip- 
ment, Parts, 
Accessories 


nae 


d t od be Par 
THE ONLY MAGAZINE DEVOTED 
g Q 


BETWEEN SESSIONS—Governors of the American Assn. of Ad- & Belding, Chicago, who is vice chairman of the council; George 
& Materials vertising Agencies’ central council take time out between ses- C. Reeves, J. Walter Thompson Co., Chicago; Bruce Brewer, 
sions of their annual meeting held im Chicago’s Drake Hotel Bruce B. Brewer & Co., Kansas City, and Alan R. McGinnis, 
HEATING PUBLISHERS, Inc. 2 W.45th St. NEW YORK 36 (MU 2-4786) | recently. Left to right they are Horotd H. Webber, Foote, Cone Klau-Van Pietersom-Dunlap Associates, Milwaukee. 


‘ ) a 
a Nile Weare 
Big Buyer on her own! 


Earnings and allowances give 
these girls $3,700,000,000 


Eee THAT YOUNG WOMAN IN HER TEENS 


mf 

; | ) > 
q Nie aie 

; ; Getting gifts galore! 
- : . 

f : Birthdays, Christmas, grad- 

; i uation, hope chest. Gifts she Nile i 
4 ‘ nearly always selects herself. Coaching Mom, Dad! 
sy ‘a , Power in every field of fam- 

ee ily buying. She can pick a 
a product ...switch a brand. 

’ 


oy ~ 
Nia Fra 
Here comes the bride! 
More girls wed at 18 than at 
4 any other age. Is your product 
’ on their shopping lists, for life? 


i 


THERE'S ONE BEST WAY TO REACH THE 7,500,000 YOUNG WOMEN IN THEIR TEENS: 


seventeen sells' 


HOUYWOOD © ATLANTA 


NEW YORK + BOSTON CHICAGO 


November Meetings 
Set for NBP, CCA 


New York, Oct. 21—National 
Business Publications will hold its 
annual fall meeting Nov. 17 and 18 
at the Hotel Biltmore. 

After registration and a lunch- 
eon session on the opening day, the 
NBP board will be host at a cock- 
tail party in the evening. 

The annual business meeting, 
consisting of election of officers 
and transaction of other association 
business will take place Nov. 18. 
This will be followed by a lunch- 
eon session. 

Presentation of the Silver Quill 
award at a banquet that evening 
will close the meeting. 

Following the NBP meeting, 
Controlled Circulation Audit will 
hold its annual meeting Nov. 19 
and 20 in the same hotel. 


‘Iron Age’ Names Four 

Iron Age has appointed two new 
territorial representatives: Charles 
T. Post, circulation and promotion 
manager, will become _ regional 
business manager in New York 
State and upper New Jersey, and 
Harry G. Mumm, formerly with 
Practical Builder and Building 
Supply News, will open an IA of- 
fice in Columbus as manager of 
the central Ohio region. William 
A. Coffey, since 1948 circulation 
manager of Aviation Week, has 
been named circulation manager of 
IA and James A. Crites, formerly 
assistant promotion manager, will 
head the promotion department. 


‘Omnibus’ Signs Sponsor 


Willys-Overland Motors Inc., 
Toledo, has been signed as par- 
ticipating sponsor of “Omnibus,” 
which will be seen over CBS-TV 
starting Nov. 9 at 4:30 p.m., EST. 
The 90-minute program, featuring 
new plays written for TV by Wil- 
liam Saroyan and opera by the 
Metropolitan, is the first video 
venture of the radio-TV workshop 
of the Ford Foundation. There are 
availabilities for other advertisers 
on the show. Ewell & Thurber As- 
sociates, Toledo, handles the Wil- 
lys-Overland account. 


Gray Mtg. Promotes Two 

Gray Mfg. Co., Hartford, has 
promoted John B. Haggin from 
v.p. of Gray Audograph Corp., 
Chicago, to handling sales on all 
Audograph dictation, transcription 
and recording products. Harry W. 
Stewart has been advanced to sales 
manager of all other Gray prod- 
ucts. He has been commercial 
manager for Gray and formerly 
was with Pan American Airways 
in London. 


Longines Plans TV Shows 


For the fourth year, Longines- 
Wittnauer Watch Co., New York, 
will present a special hour telecast 
with the Choraliers and Symphon- 
ette on Thanksgiving Day and 
Ghristmas Day over CBS-TV. Vic- 
tor A. Bennett Co., New York, is 
the agency. 
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You Ought fo Know . . . Lester Suhler 


Lester Suhler, subscription man- 
ager of Look and Quick and newly 
elected president of the Direct Mail 
Advertising Assn., is the first mag- 
azine man to hold the DMAA post. 

He joined 
Cowles Publica- 
tions more than 
14 years ago, 


ie 


a mere 14 months 
old and had a 
grand total of 
35,000 subscrib- 
ers. 
ured picture 
magazines were 
here to stay, so 
he left Rand, Mc- | 
Nally’s Child! 
Life to become Look’s subscripton 
manager. 

Suhler had it figured. Today, 
Look has 2,000,000 subscribers; 
Quick, which he also handles, has, 
706,000. The subscription staff has 
grown from five people to 500. 


Suhler 


Lester 


® As a farm boy in Sharon, Kan., 
where he was born in 1909, Suhler 
first decided that a career as a 
government statistician was the 
life for him. He decided on that 
because his father regularly sent 
crop outlook reports for the com- 
munity into the Department of 
Agriculture in Washington, and 
young Suhler figured somebody at | 
the other end had to compile the. 
information. 

Besides, he liked mathematics. 
So he went to Northwestern State 
College, 40 miles from Sharon in 
Oklahoma, with eight bucks in his 
pocket. It cost him $5 to enroll, 
and he had all of $3 left for his 
first week’s room rent. | 

Suhler parked his textbooks on 
the bed and started hustling for a 
job. He wound up as a short order 
cook, though he knew nothing 
about cooking. 

After a year he transferred to 
the University of Kansas to get 
more math, but when he entered 
a class in journalism, he quit math 
cold. Journalism was to be his 
career, he decided. By the time his 
senior year rolled around, he was 
circulation manager of the school 
paper and hustling subscriptions 
for the Wichita Beacon. 


8 His first post-college job was 
with Capper Publications as a 
house-to-house subscription sales- 
man. Later he became circulation 
manager of one of the Capper pub- 
lications. He stayed with Capper 
from 1930 to 1935, and then joined 
Child Life as circulation manager. | 
After three years, he went to 
Cowles. 

Suhler, who makes his head- 
quarters in Des Moines, is a regu- 
lar commuter to the Look Bldg. in 
Manhattan, where he spends a 
week or ten days each month. He 
and his staff have garnered several 
leading direct mail awards, as for 
example, the Dartnell gold medal 
for the best letter of the year and 
the best-of-industry award for 
magazine subscription selling in 
1949 and again in 1950. 

A believer in thorough and care- 
ful testing of direct mail, Suhler 
never okays a mailing that hasn’t 
run that gamut. As president of the 
DMAA, he hopes to help add to its 
membership, expand its services 
(like “Circles of Information”), 
and intensify direct mail research, 
including the subject of list dupli- 
cations. 


® Suhler, who started life as a 
farmer, today enjoys farming as a 
hobby. He has three farms. Two are 
in Kansas and one is 14 miles out- 
side of Des Moines, where he lives. 
He raises corn, oats, beans and hay 
but plans shortly to switch over to 
dairy farming, which he regards 
as “a sounder business than gen- 
eral farming.” 

His family consists of his wife, 


Suhler fig-| 


Irene, whom he married in 1940; 
a daughter, Susan, 11, and a son, 
John, 9. His children, he says, 
will not turn out to be farmers, 
statisticians or editors. ““They’ll be 
salesmen, judging from the way 
they always manage to sell me,” 
he said, somewhat ruefully. 


when Look was Ford Promotes Tereshenko 


James Tereshenko, formerly re- 
gional business manager of the 
Southeastern division, Ford Motor 
Co., Detroit, has been appointed 
manager of the national business 
management department of the di- 
vision. Mr. Tereshenko succeeds J. 

lass. 


‘Town & Country’ Hikes Rates 


Town & Country magazine, New 
York, has increased its advertis- 
ing rates beginning with the Feb- 
ruary 1953 issue. New one-time 
b&w page rate will be $1,300 for 
general advertising, $1,200 for re- 
tail ads. 


Expands Cat Food Drive 


Usen Canning Co., Boston, has 
expanded its newspaper campaign 
for Tabby cat food to additional 
markets in the South and South- 
west. The company now is offer- 
ing customers a series of booklets 
on the history, care and feeding of 
cats. Entitled “Tabby Talks,” 
there are ten available in exchange 
for a Tabby wrapper. Arnold Co., 
Boston, is the agency 


Findley Joins Hunter Scott 


Hunter Scott Advertising, Fres- 
no, Cal., has appointed Charles H. 
Findley manager of the Fresno of- 
fice. Mr. Findley formerly was 
script writer and publicity direc- 
|tor for the March of Time, and 
during 1938-40 was European man- 
ager for Pathe News Inc. 


| Weinfurter to Olsen Pub. 


Joseph T. Weinfurter, formerly 
public relations director of Good- 
| will Industries, Milwaukee, has 
been appointed to handle the house 
organ and magazine sales program 
= Olsen Publishing Co., Milwau- 
i kee. 


CAMDEN, N. J., Oct. 21—Public 
speakers outside the world of 
television will hereafter get the 
benefit of the now famous Tele- 
prompter cuing equipment now 
widely used in TV studios. 

RCA Service Co. and the Tele- 
prompter Corp. jointly announced 
|that national distribution of the 
; equipment will begin in the near 
future. 

The RCA Service Co. will pro- 
vide a rental service for the equip- 
ment to be used by speakers at 
conventions, merchandise presen- 
| tations, sales meetings and at other 
| public gatherings. 

With the Teleprompter, a script, 


Need a Teleprompter? RCA Will Rent Them 


in imch-high letters, rolls out be- 
fore the speaker's eyes. It is regu- 
lated according to his speed of 
speech. 


s The scripter is actually out of 
sight, and helps speakers concen- 
trate on delivery without fear of 
forgetting or skipping lines or 
words. 

The supply of the equipment will 
be unlimited. An operator to con- 
trol the speed of the roll of copy 
will go with each piece of equip- 
ment. 

As equipment becomes available, 
the new service will be expanded 
from coast to coast. 


LIBEL 
- SLANDER 
HAZARD 


proves 


ADVERTISERS ¢ AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola 
tion of copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and 
amazingly inexpensive. Experience 

it's smart to be protected 


WRITE FOR DETAIL 


AND R 4 TES 
EMPLOYERS 
REINSURANCE 
CORPORATION 


nsurance Fechange 
Ransas City Mo 


Reading from left to right... 


above, will get you nowhere. 


It’s not a brother act, 


optical aberration, or scene in a gents’ locker room, 
Just a cardboard lover, in nine attitudes... In nine 


displays, in fact 


The Admiral Moving Man is a sidewise torso 
tipper, swings from the hips like Sam Snead. Keeps 
a level head on him, however, because it pivots 
freely as he weaves from side to side. Without ever 
taking his admiring orbs away from the Admiral 
Television set which stands adjacent! 

The Moving Man really moves. His phiz travels 
back and forth a good two feet. The only way we 
could show his mobile range (without calling in 
Walt Disney) was to photograph his action 
in several stages. Which required several displays! ... 


Only one to a dealer, though 


. One’s enough to 


make passersby take a good look at the Admiral. 

The Moving Man display was conceived, engineered, 
produced and animated by Einson-Freeman ... With 
the current competition for customers’ attention, 

a good display is the only kind you can afford! 


Einson-Freeman 


Einson-Freeman affords the very best! . . . If you’d 
like to see some, phone, wire, 


or write... 


Co., INC. 


Display-dedicated Lithographers 
Starr & Borden Avenues, Long Island City, New York 
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Maupin Joins Don Heinrich 

Mrs, Jean Maupin has been ap- 
pointed service manager of the 
Jefferson City, Mo., office of Don 
Heinrich Advertising, Peoria, IIL, 
agency. She previously has served 
as space representative for a daily 
newspaper and has been associated 
with agencies in Kansas City. 


| Modene Paint Promotes Line 


Modene Paint Co., Chelsea, 
Mass., subsidiary of Unexcelled 
Chemical Corp., has launched its 
fall advertising campaign with an 
intensive newspaper and radio 
schedule. Large space ads are be- 
ing used to introduce Modene’s 
new odor-free line. 


“TT” is for Teacher 


And she’s counsellor 
and confidante 
of 26,000,000 kids 


Ever discuss with your youngster some- 
thing the school teacher said? Nothing 
is more futile than to argue with “My 
teacher says...” 


That's why so many companies and 
industries are reaching America’s 26,- 
000,000 school kids with messages about 
their products, their way of doing busi- 
ness, their ideas about free enterprise, 
in State Teachers Magazines. Reaching 
over 866,000 teachers and administrators, 
only State Teachers Magazines can do 
an adequate job. Use all 44 state teach- 


ers magazines, or any group 
For the —= and amazing story, 
write for free booklet—‘'26 million kids 


. target for today!’ Address Georgia 
Executive Vice President, 
Michi- 


C. Rawson, 
State Teachers Magazines, 307 N 
gan Ave., Chicago 1. Illinois 


State 
TEACHERS 


Magazines 


‘10° Candy Bar Is 
‘Only Way to Hold | 
High Profit Level 


CAMBRIDGE, Mass., Oct. 21— 
Many consumer industries have 
been able to adjust retail prices 
to a mildly inflated economy. Not 
so manufacturers of chocolate cov- 
ered candy bars, who, with an ac- 
knowledged impulse and traffic 
item and an almost sacred nickel 
price line for it, have responded to 
the price squeeze, generally, by 
fitting less candy inside the same 
wrapper. 

They have refused to produce a 
6¢ or 7¢ bar, fearful of inconven- 
iencing the public, cutting out 
vending machine sales, and de- 
parting too boldly from industry 
marketing traditions. 

The only way to offer a healthy- 


size candy bar while still main- 
taining quality and profits, accord- 
ing to Proctor A. Coffin, sales pro- 
motion manager of New England 
Confectionery Co., is to make it a 
10¢ item. 


s Numerous marketing problems 
immediately leap to mind. But 
from Necco’s two-year experience 
making the 100% price jump for 
its chocolate covered mint confec- 
tion, Mr. Coffin offers this advice: 
Don’t try to market both 5¢ and 
10¢ sizes of the same product for 


fear of losing a segment of con-| 
sumers. Discard the cheaper bar, 


he urges,...and then sell hard. 
Mr. Coffin described Necco’s 

conversion technique at a lunch- 

eon session of the Boston Chapter 


of the American Marketing Assn. | 


today. 

He pointed out that chocolate 
covered candy was hardest hit in 
his industry because the price of 
chocolate leaped about 700% after 
OPA restrictions were discontin- 
ued in 1946. 


OE Oa 


Ohio’s Largest Daily | 
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| Bar size consequently began to 
shrink. Early experimenters in 10¢ 
candy—Necco included—learned 
the hard way that marketing the 
old and new sizes side by side re- 
sults in accustomed turnover of 
| 5¢ bars and dust on the 10¢ items. 
@In 1950, Mr. Coffin recalled, 
Necco was selling six mints for 
a nickel—and anyone’s profit on 
the item was slim. As prices of 
ingredients continued to climb, it 
decided to test an 11-mint box for 
10¢ rather than reduce the nickel 
portion by a mint or two. 

A three-state West Coast area 
was chosen and, anxieties of sales- 
men and jobbers notwithstanding, 
only the new size was made avail- 
|able there. 

It had these salient features, he 
said: The product was a real dime 
value, not pegged to what the mar- 
ket would bear; greater profit for 
jobbers encouraged them to coop- 
erate, and Necco was able to make 
a fair profit on its mints. 

Although “the salesmen kicked,” 
he said, they were mollified by the 
prospect of almost double commis- 
| sion per unit sale. 


® No advertising backed the 10¢ 
|bar, but by means of intensive 
sales promotion, supported by Nec- 
,co’s established red-and-white 
box, unit volume was reestablished 
within 18 months, he disclosed. 

| Last June, fortified by success 
| in the West and drawing on lessons 
learned there, Necco discontinued 
all production of the nickel box 
|and went national with the new 
size. 

Having made the fatal step, Mr. 
|Coffin stated, the company went 
to work quieting the anxieties of 
salesmen and dealers during the 
transition. It offered sales incen- 
| tives to dealers, devoted part of its 
|magazine ads (generally devoted 
| to Necco wafers) to the new prod- 
uct and pushed it hard, he said. 
| 


|@ No special announcements were 
| made in ads, he pointed out. The 
|novelty of the item was played 
down. 

The result: Within four months 
| the former unit volume level had 
been regained and the conversion 
was complete. If you don’t believe 
| it, try to buy a nickel box of famil- 
jiar Necco mints today. A recent 
industry study, he noted, showed 
Necco mints among the leading 10¢ 
}candies in the U. S. 

Mr. Coffin attributed the success 
lof Necco’s adventure to having 
{made all research, advertising, 
| promotion and marketing decisions 
| with the salesmen’s best interests 
constantly in mind. “If the sales- 
|man has to beg and plead, you’ve 
missed it somewhere,” he said. 

He claimed that the nickel price 
line should be abandoned by candy 
manufacturers and the 10¢ price 
made standard. But the extreme 
| decentralization of the industry, 
he noted, blocks any swift conver- 
| sion. 


Oak Flooring to Don Heinrich 


Ozark Oak Flooring Co., Bis- 
marck, Mo., has appointed Don 
Heinrich Advertising, Peoria, IIL, 
to handle its advertising and pro- 
motion. Plans call for a campaign 
in national and regional trade pub- 
lications. 


| Lees Backs ‘Meet the Masters’ 


James Lees & Sons Co., Bridge- 
port, Pa. carpet manufacturer, will 
return as alternate week sponsor 
of “Meet the Masters,” a filmed 
musical series, on NBC-TV. D’Arcy 
Advertising Co., New York, is 
handling the account. 


Vitamin Corp. Backs Telecast 
Through Kastor, Farrell, Ches- 

ley & Clifford, New York, Vita- 

min Corp. of America, Newark, 

| has begun sponsoring a 15-minute 

| telecast for Rybutol on ABC-TV, 

ey. “The Walter Winchell 
ews Show.” 
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CAMPAIGN STARTER—This full-color in the | 


November Ladies’ 


Corp. in several years. 


3 Apex Appliances 
Get Fall Promotion 


CLEVELAND, Oct. 21—Three Apex 
household appliances are being 
featured in a new drive by Apex 
Electrical Mfg. Co., which has 
doubled its cooperative advertis- 
ing budget for its fall campaign. 

Bellwether advertising appears 
in an “expanded series” in The 
Saturday Evening Post, following 
a touch-off advertisement which 
appeared in the Oct. 11 issue. 

The Apex threesome—the Wash- 
A-Matic, Strato-Cleaner and Dish- 
A-Matic Roll-A-Way—will be 
plugged in four trade publica- 
tions—American Builder, Electri- 
cal Dealer, Electrical Merchandis- 
ing and Retailing Daily. 

Dealer merchandising aids and 
nationwide window display mer- 
chandising will support the pro- 
gram prepared by Meldrum & 
Fewsmith, Inc., agency for Apex. 


® Its dishwasher, Apex says, is the 
“only fully automatic mobile dish- 
washer with its own built-in hot 
water tank.” The Strato-Cleaner 
is described as “the world’s most 
powerful home vacuum cleaner.” 

Among promotional and tie-in 
helps are television and radio spot 
announcements, display materiais, 
cooperatively financed mats, con- 
sumer folders and dealer sales 
presentation books. 

Apex is contacting key mer- 
chandising managers and appli- 
ance buyers in department stores 
throughout the nation during the 
campaign. 


Hagar Elected President 

Donald C. Hagar has been 
elected president and treasurer of 
Rapid Service Press, New York, 
succeeding his father, Joseph C. 
Hagar, who died last May. Malcolm 
Hagar has been appointed sales 
manager and v.p. in charge of 
sales, and Stuart Hagar has been 
named assistant treasurer and v.p. 
in charge of production. 


Bakelite Forms Sales Unit 


A new sales unit, the industrial 
products department, has been 
formed by Bakelite Co., a division 
of Union Carbide & Carbon Corp. 
Howard Smith has been named 
manager of the new unit, which 
will be responsible for operations 
of the surface coatings, Halowax 
and sheet and foil divisions of the 
company. 


Atkinson Heads KEAR 


George Cook Atkinson has re- 
signed as account executive for 


the New York Times radio sta-| 


tions WQXR and WQXR-FM, to 
become v.p. and general manager 
of KEAR, classical music radio 
station in San Francisco. 


Lief Joins Cone Mills 


Fred W. Lief has joined Cone. 


Mills Inc., New York, as assistant 
to the advertising and promotion 
manager. He formerly was an ac- 
count executive with Paris & Peart, 


where he has been located for the 
| 


past five years. 


ree j 


Home Journal is the. 
first magazine space used by Red & White | 


Appoints William Hayes 
William Hayes, formerly assist- 
ant director of research of Mc- 


Call’s, has joined the editorial-re- | 


search department of Arnold 
Bernhard & Co., New York pub- 
lisher of “Value Line Investment 
Survey.” 


Sullivan Forms Own Agency 

Frank Sullivan has organized his 
own agency, Frank D. Sullivan Co., 
at 230 Boylston St., Boston. 


formerly with J. M. Mathes Inc.,; 
William M. Herst has been New York agency, where he han- 
named advertising and sales pro- dled advertising and merchandis- | 
motion manager for Royal Lace ing for several national advertis- 
Paper Works Inc., New York. Pre- ers. 
viously, he served in the same 
capacity with National Retail 
| Owned Grocers Inc. 


Herst to Royal Lace Paper 


CUT ART COSTS 


‘sed 


Racine to Beeson-Reichert 

| John L. Racine, formerly v.p. 
| and general manager of one of the 
largest agencies in the Far East 
with headquarters in Manila, has}|| 
been named an account executive 
for Beeson-Reichert, Toledo. 


> 
~~ ‘ a 
' < CLIPPER 
Multi-Ad Services, Inc 
105 Walnut, Peoria, Ill 
THE CREATIVE ART SERVICE 


Warman Joins Comstock & Co. 

Bryan Warman has joined the 
executive staff of Comstock & Co., 
| Buffalo agency. Mr. Warman was 


Radio news has always been a sensible advertising buy. Now it is a 
particularly brilliant advertising investment — especially when en- 
hanced by the flexibility, prestige, impact and economy of these NBC 
CO-OP NEWS PROGRAMS. 


Each is available to local and national advertisers on any one or 
more of the NBC affiliated stations at a minimum program cost 
predicated on the individual station’s time rates. 


H. V. KALTENBORN MON. WED. FRI. — 7:00-7:15 PM NYT — SAT. — 
6:15-6:30 PM NYT. “The dean” with his informed, reasoned analysis 
of the news. 


RICHARD HARKNESS TUES. & THURS. — 7:00-7:15 PM NYT. Expert, in- 
telligent news reporting and interpretation. 


NEWS OF THE WORLD with MORGAN BEATTY — MON. thru FRI. — 11:15- 
11:30 PM NYT. A late night roundup by one of America’s most popu- 
lar interpreters of the news. (Not available to Pacific Zone). 


WORLD NEWS ROUNDUP with WILLIAM SPRAGUE — MON. thru SAT. — 
8:00-8:15 AM NYT. With BILL FITZGERALD — SUN. 9:00-9:15 AM NYT. 
Early morning news, highlighting reports from 26 NBC overseas 
correspondents. 


HOME EDITION OF THE NEWS with MERRILL MUELLER — MON. thru FRI. 
— 1:30-1:45 PM NYT. Midday news presentation designed for the 
daytime audience. 


Other NBC CO-OP radio and tele- 
vision programs available for sale: 


Among the advertisers using NBC 


CO-OP News programs are: 
METROPOLITAN LIFE INSURANCE CO. BILL STERN’S SPORTS REVIEW 


DANGEROUS ASSIGNMENT 
WITH BRIAN DONLEVY 


PETER PAUL CANDIES 


SEARS ROEBUCK & CO. 


HOWDY DOODY 
SOUTH CAROLINA ELEC. & GAS CO. 


MEREDITH WILLSON 


STANDARD OIL OF INDIANA 


AMERICAN FORUM OF THE AIR (TV) 
THE BOSTON STORE 


ROOTIE KAZOOTIE (TV) 
FIRST NATIONAL BANK OF AMARILLO, 


ELKHART, LEWISTON, ST. LOUIS, TAMPA 


WHO SAID THAT? (TV) 


For further details consult your nearest NBC station or 


NBC CO-OP SALES 


NATIONAL BROADCASTING COMPANY 
30 Rockefeller Plaza « New York 20, New York 
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‘Daily Worker's’ Girl Worker Wants Pay 


New York, Oct. 21—For eight 
years the girl had toiled for her 
employer. An address machine op- 
erator, she had worked year after 
year for low pay, and hadn't had 
a raise since 1948. Then her de- 
partment head called her in and 
said that because of reorganization 
in the place she was to be dis- 
missed 

Sounds 


just like one of those 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 14 West Lake St. 
CHICAGO 1 


tragic stories out of the Daily 
Worker, the Communist Party’s of- 
ficial mouthpiece. 

Well, it is, only DW didn’t pub- 
lish it, because it has been hap- 
pening not to one but to several 
of the communist daily’s employes 


® As Nelson Frank, a staff writer 
on New York World-Telegram & 
Sun, explained in that paper last 
week, the girl mentioned above, 
when told she was to be dismissed, 
wanted to know about the sever- 
ance pay due her under the union 
contract. 

“Oh, that,” said her boss. “Well 
DW is prepared to give you $200 
and some time in the future, if we 
have any money, we'll pay you the 
balance of the $700 due.” 

The girl took her grievance to 
the New York Newspaper Guild 
The guild took the matter up with 
its unit chairman on DW and also 
with the management. 

A few days later, the girl was 


called on the phone by her former 
department head. When she went 
in to see him, she was given a 
check for $200 and promissory 
notes payable over the next three 
months for the balance due her 
under the terms of the severance 
clause of the union contract. 


® The other day the DW made an 
urgent appeal to readers for $50,- 
000 to keep the paper going. Last 
year it asked and received $200,000 
in contributions 

“Meanwhile,” says Nelson Frank, 
“compositors and pressmen on DW, 
however ignorant of the finer po- 
litical angles, keep getting the 
same hikes that their brothers on 
the capitalist papers get.” 


Drug Stores to Show Posters 
More than 5,500 chain drug 
stores will display Ben Franklin 
posters during the 15th annual 
large size week, Jan. 21-31. The 
promotion is sponsored by leading 


manufacturers of drug products 
and coordinated by Chain Store 
Age, New York. 


| 


tl 


FOR EXECUTIVES—Motorola inc., will run 

ads like this next month in Business Week 

and Dun’‘s Review, which have been added 

to the schedule for the communications and 

electronic division. Ruthrauff & Ryan is the 
agency. 


— 
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PHEASANT SEASON OPENS OCT. 18.. 


IS IN 


¢ THE WORLD’S BEST PHEASANT 


* HUNTING 


SOUTH DAKOTA 


. HUNTING RULES EASED! 


For those who like to hunt in South Dakota—their number runs 
into many thousand—the pattern for a most enjoyable season has 
been set up. The season has been lengthened to a maximum of 
30 days in the counties with the highest density of game. The daily 


bag limit will be three cocks in many of the counties. Non-residents 
will be permitted to ship 15 pheasants from the state on their 
$20, 10-day license. The State Game and Parks Department reports 
that the estimated South Dakota’s pheasant population has in- 
creased six to eight per cent over last year. 


And It’s a Paradise... 


FOR MANUFACTURERS AND SALES MANAGERS TOO! 


OUT OF THE ENTIRE U.S. 
So. Dak. ranks 11th 


in RETAIL SALES 
per family 


OUT OF THE ENTIRE U.S. 
So. Dak. ranks 9th 


in AUTO SALES 
per family 


In the 9th Federal Reserve Dist. 
So. Dak. ranks Ist 
in INCREASED 
FARM INCOME 


1951 up 132% of 1950 
| And 1952 Income will be higher than 'S! 


FOR A “PERFECT PATTERN”. 


. USE A HIGH POWERED SHELL AND MODIFIED CHOKE. 


The six South Dakota Dailies give you a “perfect 
85% coverage of all homes, both rural 
and urban! No other media gives this coverage. No 
other media costs so little. Include the rich South 


pattern” 


Dakota market in your next sales promotion. The 


S. D. Dailies are your best buy. 


ABERDEEN 
HURON 
MITCHELL 


RAPID CITY 
SIOUX FALLS 
WATERTOWN 
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September Output 
of Newsprint Hit 


an Alltime Record 


New York, Oct. 21—Output of 
newsprint in September exceeded 
that of any September on record. 

Total North American produc- 
tion last month was 553,809 tons 
and shipments were 553,049 tons, 
the Newsprint Service Bureau re- 
ports. This compares with conti- 
nental production of 521,810 tons 
and shipments of 520,225 tons in 
September, 1951. 

Stocks of newsprint at the end 
of September were 141,119 tons at 
Canadian mills, and 9,306 tons at 
U. S. mills, making a combined 
total of 150,425 tons. This com- 
pares with 149,665 tons on Aug 
31 and 160,425 tons at the end of 
September, ’51 

In the first nine months of ‘52, 
Canadian mills produced 140,663 
tons more than in the correspond- 
ing period of '51 for a 3.4% in- 
crease. U. S. mills output for the 
first nine months of '52 was 36,- 
420 tons or 4.4% greater than in 
the comparable period last year. 
This made a total continental in- 
crease of 177,083 tons, 3.6° more 
than during the first nine months 
of ‘51. 


8s Consumption of newsprint by 
newspapers reporting to Ameri- 
can Newspaper Publishers Assn. 
for the first nine months was 3,- 
321,656 tons, an increase of 0.2% 
over the same period of '51. 

In September, daily newspa- 
pers reporting to ANPA con- 
sumed 379,669 tons of newsprint 
compared with 381,437 tons in 
September, '51, a decrease in Sep- 
tember, '52, of 0.5%. There were 
five Sundays in September last 
year and four last month. 

Stocks of newsprint on hand 
and in transit at the end of last 
month were 52 days’ supply for 
the average of all newspapers re- 
porting. This is a decrease of eight 
days’ supply as compared with 
the end of August. There were 41 
days’ supply at the end of Sep- 
tember a year ago. 


Buxton Boosts Yule Trade 
Buxton Inc., Springfield, Mass., 
manufacturer of billfolds and key 
holders, is using full pages and 
spreads in trade publications to 
announce a holiday campaign. The 


| company also is using a full-color 


page in the December issue of Es- 
quire, a full-color page in the De- 
cember issue of Ladies’ Home Jour- 
nal, a half page in two colors in the 


| Nov. 22 issue and a full-color page 


in the Dec. 6 issue of The Saturday 


| Evening Post, and the back cover 


| Mass., 


in full color in the December issue 
of Seventeen. Also provided are 
newspaper mats, radio and televi- 
sion scripts, color ad reprints and 
a dealer sales kit. Amos Parrish 
& Co., New York, is the agency. 


Eaton Paper Promotes Line 

Eaton Paper Corp., Pittsfield, 
manufacturer of stationery, 
is using full-page trade publica- 
tion advertising to announce a 
campaign on Eaton’s open stock 
social stationery. The company is 
using two-third and half pages in 
Charm, Glamour, Ladies’ Home 
Journal, The New Yorker and 
Woman's Home Companion. Theme 
of the campaign will be, “Save 
Time and Money—Choose Eaton's 
Open Stock Papers.” Dealers will 
be provided with a self selection 
merchandiser. H. B. Humphrey, 
Alley & Richards, New York, han- 
dles the advertising. 


Zellerbach Sponsors Show 
Zellerbach Paper Co. is sponsor- 
ing a showing of top foreign pro- 
motion in the field of graphic arts 
and design, Oct. 22-23, at the 
Multnomah Hotel, Portland, Ore. 


Fred Birnbaum to WCAU 
Fred Birnbaum, formerly de- 

partment editor of Sponsor, New 

York, has been appointed assistant 

= director of WCAU, New 
ork. 
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Martineau Describes ‘Clinical Methods’ 
for Insuring Ad Appeal to Basic Motives 


CoL_uMBus, Oct. 24—The clinical 
methods for understanding human 
motives developed by sociology, 
psychoanalysis and other such dis- 
ciplines are a new and powerful 
tool for creating effective selling 
copy, Pierre Martineau of the re- 
search division of the Chicago 
Tribure told the Columbus Adver- 
tising Club today. 

Mr. Martineau emphasized the 
importance of advertising in this 
age to sell a brand, and especially 
for national manufacturers to sell 
their brands in competition with 
store brands. The latter, he said, 
sometimes outsell other brands by 
60% because of the in-store pro- 
motion. 

The only way to seli a brand, 
Mr. Martineau said, is by creating 
a personality for it. This can only 
be done by appealing to people's 
attitudes and motivations, he 
said. 


® He described some of the clin- 
ical methods used by the Tribune 
to find out these attitudes and mo- 
tivations. One of these is the pro- 
jective test technique of psychia- 
try. 

By presenting the subject with 
a strange situation, he is forced 
to put it together in terms of his 
own values and attitudes to make 
sense of it. 

One of the ways to do this is to 
give him the sentence completion 
test. The sentences are designed 
to touch on various areas of his 
life, such as family, work, aspira- 
tion, sexual relations, etc. This 
same technique can be used to find 
out his attitudes toward product 
classifications and specific brands, 
Mr. Martineau pointed out. 

Another psychiatric technique 
used, he said, is the cartoon bal- 
loon set in well-known personal 
and social situations. 


s “When the person interviewed 
is asked to fill in these balloons, 
he is much less self-conscious than 
in his answers to direct questions. 

“We have found the use of pro- 
jective testing very meaningful to 
get through the barriers that every 
human erects around himself. Fur- 
thermore, they quickly cluster at- 
titudes, and give confirmation to 
many of the trends that seem to be 
showing up in the depth inter- 
views.” 

Mr. Martineau had no time to 
go into all details of the various 
techniques used, but he said many 
had been set forth already in trade 
publication articles. He also point- 
ed out that media can make use 
of these techniques. The Tribune 
itself is conducting a study to see 
why people read it and what part 
it plays in their lives. 


® He indicated that various dis- 
ciplines could be integrated to 
make copy effective. Although it 
is impossible to confront people 
with ali the factors that cause them 
to act, through semantics the 
entire use of symbols in both the 
art and copy can be illuminated. 
Anda these in turn make the psy- 
chological gratifications aimed at 
understandable and satisfying. 

Another aspect of this work 
which can be touched upon, he 
added, is the study of social class 
structure by the social sciences. 
These studies permit the adver- 
tising man to understand different 
professional, income and_ class 
group likes and dislikes 

However, he cautioned, most 
advertising should be oriented to 
broad groups and their attitudes. 
It is a mistake to try to use snob 
appeal in the copy. 
@ At best, he said, this antagonizes 
people. While most of us aspire 
to the better and higher social 
levels of living portrayed in the 
ads, still, our most powerful drive 


—‘far stronger than sex or hun- 
ger’—is the desire to conform to 
our own group. 

Sears, Roebuck & Co. owes a 
large part of its success, he as- 
serted, to the fact that its adver- 
tising has always sought out “the 
great middle mass of American 
consumers.” 

Advertisers, he concluded, “have 


to step up the impact quality of 
plain shirt-sleeve advertising when 
trying to sell goods in our speeded- 
up maze of retailing today.” 


Spry Promotes Apple Recipe 

Tying in with National Apple 
Week, Oct. 23-Nov. 1, Lever Bros. 
Co., New York, is promoting one 
of its top-rated Spry recipes, 
“His favorite apple pie.” The reci- 
pe is one of the pies featured in 
“12 Pies Husbands Like Best,” 
latest recipe booklet from the new 
Lever test kitchens. 


Magic Pantry to McCreery Inc. 

Magic Pantry Co., Los Angeles 
maker of built-in home freezers, 
has appointed Walter McCreery 
Inc., Beverly Hills, to direct its ad- 
vertising. The campaign planned 
has two objectives: To sell the 
freezer to dealers, builders and 
architects, and to the general pub- 
lic through radio and television 
The initial campaign will be con- 
fined to Southern California, but 
the company plans expansion to 
the national level in the near fu- 
ture. | 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y. 19 * CO 5-8088 


“Over o Quorter Century 
of Dependable Service” 


i” 
= 


REPRESENTED BY NBC SPOT SALES 


& Son, Inc.: 


“When you buy a show you expect to get a 
good show. After all, you're paying good 
money for it—you have the right to expect 
the best. But the same money does not give 


Yes, we at Station WNBQ (that’s 
NBC Television in Chicago) have thought 
for a long, long time now that we have been 
doing a good job in holding our position as 
the number one television station in our area. 
Continual leadership in programs and audi- 
ence and advertiser acceptance gave us good 
reason to think this. It’s a natural result from 
always meeting each assignment from listener 
or sponsor as though it were the most im- 
portant matter in the world. 

However, it remained for a client to put our 
aims into words. Note this excerpt from a 
letter from Mr. Roderick Mitchell, radio-TV 
director of the Chicago office of N. W. Ayer 


roud 
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you the right to feel entitled to the whole- 
hearted cooperation and friendly interest of 
all the members of the staff of the station 
involved. This must be freely given—and if 
it exists at all, it is born of that thing which 
is akin to artistry—a determination to do 


one’s best. 


“Last Saturday we got what we expected 
from WNBQ—a fine broadcast of the Little 
League Area finals. But beyond this, we re- 
ceived a cooperation and an interest in the 
success of the show that matched ours.” 


Are you taking advantage of this 
extra interest in your success? 
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Donald Hobart of Curtis Explains 
How to Measure Sales Potentials 


Tells Boston Conference 
Details of ‘Competent 
Sales Forecasting’ 


Boston, Oct. 21—A_ detailed 
method for measuring sales poten- 
tials was outlined by Donald M 
Hobart, v.p. and director of re- 
search of Curtis Publishing Co., 
here today. Mr. Hobart described 


Boston Conference 


his plan at the opening of the Bos- 
ton Conference on Distribution 
Reliable sales potentials and 
quotas for individual sales terri- 
tories “are absolutely necessary in 
sales planning and management,” 
he asserted. He listed three steps 
in making up these goals 
1. Establishing over-all sales 
goals for each year with break- 
downs for individual products 
2. Setting sales quotas for each 
sales district, salesman’s territory 
er each jobber or chain warehouse 
territory 
3. Establishing sales quotas for 
@ounties within each territory 
4 
‘he first step is established by 
alleen sales forecasting,” he 
sald 
Arriving at sales quotas, he 
st@ted, requires defining sales 
diftricts; compiling sales data of 
previous years by districts; setting 
aff over-all sales goal for the year, 
amg using an “adequate and re- 
liable market index.” 
market index, he pointed out, 
t be tailored to an individual 
preduct’s market potential. He 


. . « Easy little Bismarck —just 
tie a string around that sore 
finger and remember next 
time that KFYR, in agricultur- 
ally wealthy North Dakota, 
will build an active market 
for you. Remember Bismarck, 
KFYR! 


$000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 


warned that the difference be- 
tween “where people buy” and 
“where buyers live” is essential in 
delineating sales territories, for 
which market indices and sales 
potentials are to be established 


® Likewise he noted that this dif- 
ference divides the advertising 
from the sales problem. The latter 
is most concerned with the loca- 
tions of sales outlets and attendant 
data, he explained, while advertis- 
ing concentrates on data regarding 
residence of consumers and eco- 
nomic and sociological character- 
istics 

“For this reason,” he said, “it 
is very difficult to develop a mar- 
ket index which, when applied to 
a given city and a given county, 
will serve equally well to measure 
sales potential as well as adver- 


2 As a businessman, he is one of more 
than a million TIME-reading family heads who 
buy, or influence the buying, of goods and services 
for their companies. Of these TIME readers, 
379,000 hold positions in top management, and 
252,000 are managers, department heads or hold 


tising potential.” 

He suggested the use of “market 
areas” to bring the two problems 
“into better focus." The most con- 


venient market areas, he said, 
are those for “shopping lines,” 
which “usually include within 


their boundaries the market areas 
for other types of consumer prod- 
ucts and services.” 


® These markets, he said, are gen- 
erally self-sufficient, in that “the 
people in the area do most of their 
buying in the stores located in the 
area and the customers of the 
stores live mostly in the area.” 

In Curtis Publishing Co.'s re- 
cently issued map, “Market Areas 
in the United States,” he said, the 
country is divided into 501 such 
market areas, each with a primary 
market center 

Two-thirds of shopping line 
sales are made in the centers. Food, 
automotive and drug percentages 
are higher, he said, with Curtis 
market index giving 37% of sales 
to centers 

Data on 


total retail sales by 


equivalent positions. 


a Evidence on request 


The following research reports present the facts 
of TIME’s readership among the top men of each 
market listed. Please send, by number, for the 


report or reports you are interested in. 


1069 — Magazines read by engineers listed in ‘‘Who’s 


Who in Engineering.” 


1071 — Magazines read by the members of the Amer- 


ican Concrete Institute. 


1078— Magazines read by key executives in top 


advertising agencies. 


1079— Magazines read by top management men in 


hardware jobbing companies. 


1093 — Magazines read by executives and professional 


men in the construction industry. 


1096 — Magazines read by purchasers of office equip- 


ment and supplies. 


1105— Magazines read by U:S. truck buyers. 
1113— Magazines read by buyers of shipping and 


packaging equipment. 


1111— Magazines read by buyers of materials han- 


dling equipment. 


1123— Magazines read by chemists and chemical 
engineers. 

1120— Magazines read by executives of leading 
securities underwriters and investment companies. 
1124— Magazines read by U.S. purchasing agents. 


counties, broken down by specified 
product lines, are “usually avail- 
able,” he stated, as is the distri- 
bution picture. They are useful in 
planning the marketing program, 
he said 


® He listed three essentials to de- 
termining “where buyers live’’: 
(1) population factors; (2) in- 
come and earnings factor, and (3) 
standard of living factors. Farm 
and industrial marketing each re- 
quire specific additional data, he 
added. 

A basic territorial unit must be 
chosen upon which to build and 
arrange sales territories, Mr. Ho- 
bart said. He prefers counties 
because they are the smallest civic 
units upon which basic census data 
are available and can be combined 
into marketing areas with little 
difficulty 


@ Once preliminary data are col- 
lected, he proposes a six-step pro- 
cedure for measuring sales poten- 
tials and setting quotas: 

1. List in a column sales or dis- 
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Market Areas in the U. S. 
Per Cent in Market Centers 
and in Surrounding Areas 


Market Surrounding 
Centers Areas 


Curt's Market Index ........ 3 é 
Number of Households 38 62 
Retail Stores—Lumber— 

Building—Hardware 33 67 
Gasoline Service Stations 35 65 
Food Group . 44 36 
Automot've Group. . 50 50 
MD ocetees< 54 do 
Furniture—F urnishings—Ap- 

pliances .... sa 59 41 
Total Shopping Lines 67 33 
Apparel! Group aa 69 31 
General Merchandise Group 70 30 


tributor districts by the customary 
geographical division used by a 
company. Then make a separate 
breakdown of these districts by 
states, sales territories, trading 
areas, etc. 

2. In Column 2 enter the market 
index percentage (share of mar- 
ket) decided on for each basic 
marketing unit (i.e., county, trad- 
ing area, state) 

3. List actual sales during the 
previous year for the entire U.S 
and for each sales district. 
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4. Multiply the market index 
listed in Column 2 for each mar- 
keting unit by total U.S. sales for 
the past year, and enter the result 
on the appropriate line. This fig- 
ure represents actual sales poten- 
tials and indicates how sales 
should have been distributed if 
made in line with the market in- 
dex. Comparing Columns 3 and 4 
provides valuable information. 
Where actual sales topped poten- 
tial, a favorable factor might be 
discovered which would be useful 
in other areas. 


s 5. Multiply the sales goal se- 
lected for the coming year by the 
market index and enter results on 
appropriate lines. Then actual 
sales can be compared with pre- 
liminary sales goals by districts. 

6. Compare Columns 3 and 5. 
The job of building up territories 
where actual sales were far below 
preliminary goals might require 
several years, while the most suc- 
cessful territories might be able 
to absorb additional sales leads. In 
that case, personal judgment en- 


ters into making adjustments. 

That being completed, a detailed 
study of counties or salesmen’s 
districts should be made, he said, 
to find weak or strong spots in 
otherwise good or lagging large 
sales districts. 


= He described two methods of | 


procedure. Either data from these 
smaller territories can be related 
to the national market, or each 
large sales district can be treated 
as a separate problem, as the na- 
tional market was treated. 

The advantages of the second 
method, he said, are that it permits 
“the most important problems” to 
be treated first and enables sales 
territories to be studied in greater 
detail. 

Mr. Hobart said that “this 
type of sales and market analysis 
is most helpful in laying out sales 
districts and salesmen’s territo- 
ries.” These territories must be ad- 
justed to determined potential for 
greatest efficiency of selling ef- 
forts, he said. 

Sales potentials can be deter- 


mined county by county, he said, 
and territories built up from them. 


Opens Outdoor Ad Contest 


Outdoor Advertising Assn. of 
America Inc., Chicago, has opened 
an outdoor advertising awards con- 
test for the best outdoor adver- 
tising campaign and copy ideas 
in local business classifications. 
First, second and third prizes and 
honorable mentions will be 
awarded in ten categories, cover- 
ing both posters and painted dis- 
plays. Closing date for submitting 
entries is Nov. 20, and judging will 
take place shortly thereafter. 


Stevens-Gross Adds Four 

Stevens-Gross Studio, Chicago 
art studio, has added Tom New- 
man, Charles Capune and Bert 
Kempshall to its art staff. Gordon 
Greiner has been added as a sales 
representative. 


McCuaig Bros. to Reynolds 


McCuaig Bros. Inc., Montreal 
investment dealer, has named E. 
W. Reynolds’ Montreal office to 
handle its advertising 


Shoe Stores Spent 
(2.3¢ of Sales for 
Advertising in ‘50 


New York, Oct. 21—A survey of 
the 1950 operations of 258 selected 
shoe stores by Dun & Bradstreet 
Inc. shows that the stores spent 
2.3¢ out of each sales dollar on 
advertising. 

The survey, seventh in a cost- 
of-doing-business series, revealed 
the stores have a typical gross mar- 
gin of 35.3% on net sales averag- 
ing $67,500. Total operating ex- 
penses amounted to 30.2% of net 
sales, leaving 5.1% as net profit 
before taxes. 

The stores used in the survey 
are described by D&B as inde- 
pendents and as covering all geo- 
' graphic regions and cities of all 
sizes. From a volume standpoint, 
all the stores are in the small and 
medium-size class. 

Sub-groupings of the stores also 
were made by the firm on the 
basis of population, sales volume, 


positions to buy ! 


Whatever you are marketing — from turbines to 
tourist tickets—your prime prospects are the read- 
ers of TIME. Circulation is now 1,700,000 families— 
America’s largest audience of best customers. Best 
customers in two positions to buy. 


cards. 


a Evidence on request 


The following research reports present the facts 
of TIME’s readership among known buyers of 
better merchandise. Please send, by number, for 
the report or reports you are interested in. 


1059—Gasoline, oil, tires purchased by TIME 
scribers. 


1081—Home appliances purchased by TIME 
scribers. 


1084 — Automobiles purchased by TIME subscribers. 
1061 — Magazines read by U.S. holders of air travel 


bd As a family man, he enjoys an upper- 
income manner of living ... both at home and 
within the circle of his friends. He and his wife, be- 
cause their interests are broader and their means 
way above the national average, are consistent 
best customers for better products and services. 


sub- 


sub- 


1089— Magazines read by best charge account cus- 
tomers in 21 leading department stores. 


1094— Magazines read by trans-oceanic steamship 
passengers. 
1117— Magazines read by buyers of home appliances. 
1122— Magazines read by buyers of television sets. 
1121— Magazines read by U.S. college students. 

1108 — Magazines read by buyers of new automobiles. 
1068 — Magazines read by buyers of men’s shoes, 


‘sales department 
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form of organization, type of 
store, prices of shoes carried and 
credit policies. 

| Copies of the survey are avail- 
able free at any Dun & Bradstreet 
office or from its business library 
in New York. 


Coast Dailies Adopt New Width 


Los Angeles Newspaper Assn 
has announced that metropolitan 
dailies in that area will revise 
column widths from the present 
12 picas to 11% picas, effective 
Dec. 29. The decision is in line 
with the recommendations of the 
American Newspaper Publishers 
Assn. and the American Assn. of 
Advertising Agencies. 


Koch Joins Glader Corp. 


Stanley D. Koch has been ap- 
pointed director of the advertis- 
ing division of Glader Corp., Chi- 
cago personnel placement organi- 
zation. Mr. Koch formerly was an 
industrial coordinator and _ has 


been director of purchases and 
personnel for a steel company 
| Bohn Joins WTAM Sales Stattf 


Fred W. Bohn has joined the 
sales staff of WTAM, Cleveland 
Mr. Bohn formerly was with the 
of Arlinghaus 
Engraving Co., Nation's Business, 
and the Griswold-Eshleman Co., 
Cleveland. 


these 
are 


so marenamateamamaamanan smd 


Typical of thousands we make 
each year for agencies amd 
manufacturers everywherg. 
They show all the detail, al 
the shading. These pure blagk 
and pure white egos 
will print clearly on any ki 

of paper by any process. 


Electros can be 
made for dealers 
and jobbers direct- 
ly from the wood 
block. The clean, 
glossy etch proofs 
can be enlarged or 
reduced and make 
excellent copy for 
offset printing. San 
tones can be made 
directly from mer 
chandise or any 
clear copy 


Send today for esti 
mate, and write for 
highly illustrated 
circular: A New Il- 
lustrating Process 
500 Years Old. 


SANDER ENGRAVING CO. 


537 S. DEARBORN ST. - CHICAGO 5 - HA 7-2082 
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Proposed CTA Transfer 
Idea, Reader Reports 


To the Editor Your article 
about Chicago Transit Authority's 
transfer ads in the Oct. 6 issue 


was of.great interest to me. Per- 
haps more so to me than to any of 
your other readers, because it was 
I who brought this idea to the CTA 
in May of 1948 

I had received a letter from 
Mavor Kennelly making an ap- 


ANG \ 


Solid savings 


wc PEarn ansoy 4-37 31 (and reverse cherges) 


AN” Wil BE GLAD TO SUBMIT FREE ESTIMATES 


AMERICAN SCREENING CO. 314 im St, Perth Amboy. W! 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


pointment with Mr. McCarter in 
regard to this transfer idea. Mr. 
McCarter listened to me for about 
15 minutes and then turned me 
over to their publicity man, whose 
name I have forgotten. 

I told him of my idea, which 
included the joke now appearing 
as a “Smile a Day” to make peo- 
ple turn the transfer over to read 
it. I also mentioned the premium 
deal you now mention to create 
further interest as a barometer to 
see how many people are reading 
the transfers. 

I have letters from Mayor Ken- 
nelly, Mr. McCarter and John Har- 
rington to substantiate my state- 
ments 

It seems a shame that others 
gain by another's ideas with no 
rewards or recognition given. 

Rost. T. MURBACH, 
Elmwood Park, III. 
e » . 
Get in Line 

To the Editor: On Page 50 of 
the Sept. 22 issue of ADVERTISING 
AGE, you show a picture of a very 
lovely young lady who is plugging 
the Universal Jet 99 cleaner. The 
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STATE MEDICAL JOURNALS 


Presenting the local medical 
and views on vital prob 
lems of the associations, the 
State Journals ateld a compel 
ling state ral 


news 


influence 


Corrying only advertising a« 


ceptable to the A.M. A. Coun 
cils, the Journals maintain the 
doctors’ confidence on every 
page —editorial and advertis 
ing 


Penetration of the Journals is 
close to 100 per cent, including 
every member physician in the 
39 states served 


Channelledentirely through 
one office, vour advertising tn 
any chosen number of State 
Journals calls fer only one con 
tract, one original plate and 


one statement 


KA Med. Society, Journal of 
NNECTICUT State ee Journal 
LAWARE Med. Journ 

RICT OF SoLUMBIA Med. Annals of 
ORIDA Med. Assn. Journal of 

RGIA Journai of Med. Assn. of 
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OHIO State Med. Journal 

OKLAHOMA State Med Aom., Sousnel of 
PENNSYLVANIA Med. Journal 

ROCKY MOUNTAIN Med Journal (Colo., 


Utah, Wyo.. New Mex.. 
SOUTH CAROLINA Med nal Journal of 
SOLTH DAKOTA Journal of Me 
TENNESSEE State Med. Assn. Journal of 
TEXAS STATE Journal of Med 
VIRGINIA Med. Monthly 
WEST VIRGINIA. Med. Journal 
WISCONSIN Med. Journal 


release which accompanied the 
picture, according to the caption, 
states: “When using the new clean- 
er, it follows her around the house 
from room to room as she cleans.” 
In the event that Laura Bartlett’s 
Jet 99 happens to get out of order, 
and is no longer able to follow her 
around the house, may I offer my 
services in that capacity, with the 
hope that too many similar offers 
have not preceded mine. 
RosBert E. FREDERICK, 
Account Executive, Sidney E. 
Litt Associates, Philadelphia. 


Winnipeg Population Figure 
Underestimated: ‘Tribune’ 

To the Editor: I have just re- 
ceived a copy of your Sept. 29 
issue and I am.rather alarmed at 
some figures quoted in the special 
section on Canada 

On Page 52 of that issue you| 


have a chart breaking down Cana-| 
dian cities of more than 50,000 | « 
population, including Winnipeg. 


Your Winnipeg area population | Figures 


figure of 354,069 does not agree 
with ours of 356,813, which we 


of households in metropolitan 
Winnipeg and it is not expected 
until late this fall. Consequently, 
we have had to do a great deal 
of research on this figure for our 
records. A survey by Gruneau Re- 
search of Toronto, figures from 
the city assessor’s office and the 
local office of DBS have led us 
to believe there are 3.5 persons 
per household in metropolitan 
Winnipeg. Therefore, the number 
of households in metropolitan 
Winnipeg is 101,946, which we 
get by dividing 3.5 (average num- 
ber of persons per household) into 
356,813 (DBS population figure for 
metropolitan Winnipeg). 

Our household figure has been 
quoted to our advertisers for quite 
a few months now, although we 
have reason to believe it is lower 
than the exact figure. 

Naturally, your figure could do 
us much harm and, therefore, we 


| would appreciate an early clari- 


fication on your part... 
Gorpon C. ALLISON, 
Promotion Assistant, The 
Winnipeg Tribune, Winnipeg, 
Can. 
The figures chart 


used in the 


came from Maclean-Hunter’s 
1952 Business Year Book,” where 
they were labeled “1951 Census 


s for Greater Winnipeg.” 
* * o 


quote from the Dominion Bureau | Coke Coupons Then—Now 


of Statistics, 1951 census, 
as our ABC city zone figure. I 
would be interested to know from 


what source your figure is de- 
rived. 
But what bothers us more is 


your figure for the number of 
households—78,753. You do not 
say whether this figure is related 
to the area or city population 
Unfortunately, DBS hasn't, as 
yet, issued a figure for the number 


and use | 
| Oct. 13, 
|ter written to James D. Woolf by 
P. M. Jaques: 


| coupon, 


In your issue of 
on the let- 


To the Editor: 
you comment, 


“(Editor’s Note: 
Let’s all assume that Mr. Jaques 
knows there are no Coca-Cola cou- 
pons).” 

Boy, have I got news for you! 

There is at least one Coca-Cola 
and I have it. 
it all these years, after discover- 
ing it in a 1903 or 1904 bound vol- 


I've saved 
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ume of World’s Work. Instead of 
using the coupon at a local drug 
store, and waiting the reaction 
from Atlanta, I’ve decided to trust 
you with it. Here’s the complete 


insert. I'd like to have it back for 
return to a very special file of 
mine. 


RAtpH B. Patcu, 
The Dri-Gas Corp., Chicago. 


To the Editor: I notice that in 
the “Voice” you reprinted my let- 
ter to Mr. Woolf. 

You make an editorial interjec- 
tion: “(Let’s all assume that Mr. 
Jaques knows there are no Coca- 
Cola coupons).” 

So I am enclosing such a coupon, 
as I assume you did not know 
about it. This card says: “This 
COUPON is Worth 14 Cents to- 


FOOTE, CONE & 
BELDING! 


In 1951, Foote, Cone & Belding—current billing over 68 million 
dollars—selected Fawcett’s TRUE CONFESSIONS as a primary 
medium for such important accounts as Kleenex, Fibs, Toni Home 
Permanent, Kotex, Armour Pantry Shelf Meals, Playtex Girdles, 
Beatrice Foods, and R.K.O. pictures. These were joined in 1952 
by Armour’s Dial Deodorant Soap. 

If you advertise to women, these facts will be as important to you 
as they are to Foote, Cone & Belding. 

1. At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALL’S, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 
circulation giants as LIFE, COLLIER’S and LOOK, (A.B.C. Dec.31, 1951) 

2. TRUE CONFESSIONS has the youngest adult woman’s audience 
of any magazine studied by Starch. 


3. And this young TRUE C 


CONFESSIONS’ market can’t be reached 


through other kinds of magazines. Only 10°: of TRUE CONFESSIONS’ 
2,200,000 women readers read the largest of the Service Magazines 


(LADIES’ HOME JOURNAL) and only 13°: 


read LIFE. (Starch) 


For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 
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ward 6-bottle carton of Coca-| 
Cola,” and there was a large} 
printed sign on grocers’ windows | 
saying “Redeem your Coca Cola 
coupons here.” 

I trust you will make correction, 
as perhaps many of your readers 
may not know that Coca-Cola has 
now joined the great group of pre- 
mium users. It seems to be a trend. 
It makes me wonder if this is the 
only way advertising can work 
now. The product that doesn’t give 
away something, or offer a chance 
to win something, doesn’t seem to 
have a chance. Is it because copy- 
writers cannot write advertising 
that will sell without such in- 
ducements, or is it because under 
our socialistic government people 
are beginning to expect something 
for nothing? 

P. M. JAQuEs, 
Wrentham, Mass. 

As indicated by Mr. Patch’s his- 
tory (above) even Coca-Cola used 
inducements some years before the 
advent of “our socialistic govern- 
ment.” 


Manufacturer Talks Back 

To the Editor: You take it for 
granted that the advertising you 
do for a client gets read, makes an 
impression, does a job. That’s what 
it’s planned to do, so there’s no 
great thrill when it does it. 

But when it really makes a 
splash, you’re bound to get an all- 
human kick. We ran the enclosed 
advertisement headlined “A Run), 
Is No Fun...Want to make a bil- 
lion dollars, or so?” for our client, 
Martin Fabrics Corp., in the ho-| 
siery section of Women’s Wear 
Daily, Sept. 5. In the Sept. 12 is- 
sue, one of the manufacturers the 


We Do Not Want 


et Oe eet tee ot 
LOnqeoe 42008 


message was aimed at, ran the ad- 
vertisement headlined “We Do Not 
Want a Billion Dollars, Mr. Mar- 
tin.” 

We think that was pretty nice, 
especially since there’s not too 
often too much pleasant “talking 
back” in the “give-’em-fast-facts- 
forget-the-flavor-they’ll-never- 
read-longer-copy” trade press. 

C, RALPH BENNETT, 
Vice-President and Creative 
Director, Fred Gardner Co., 
New York. 


Questions Figure on TV 
Installations in Charlotte 

To the Editor: ADVERTISING AGE 
is seldom guilty of careless re- 
porting, but I’ve just found a small 
case of it: On Page 48 of the Oct. 6 
issue you tell unsuspecting readers 
that “Charlotte has 244,842 TV 
sets.” The story mentions no 
source, and that’s the fault. 

@f course, the sales people at 
the Charlotte Observer know the 
source, but probably nobedy else 
does, particularly the space buy- 
ers and media directors who have 
the problem of buying advertising 
in this market. The story should 
have been concluded: “.. .accord- 
ing to Charles H. Crutchfield, gen- 


eral manager of WBTV.” 

Only with that addition would 
the little story be something other 
than straight advertising; with that 
addition, readers could evaluate 
the figure properly. 

Since I am a competitor, I might 
be biased, but I think there have 
been so many thousands of stories 
about increased distribution of TV 
sets in this or that market, that it 
can hardly be news any more. And 
in this particular case, I’m certain 
that the figure is simply an un- 
supported claim. There has never 
yet been a worth while audit of 
sets in use in this market; and 
when I asked the promotion de- 
partment of WBTV six weeks ago 
how many sets there are in the 
metropolitan area, 
“about 20,000.” One of these fig- 
ures must be wrong, somehow. 

The Charlotte Observer, 
WBTV’s only real competitor, has 
a really beautiful story to tell— 
about circulation, coverage, lin- 
age, number of advertisers, re- 
sults, any way you can measure 
an advertising medium. But you’ll 


they told me| 


never be asked to print any of it 
as news; we will continue to tell 
it in trade paper advertising, with- 
in the limits of the promotion de- 
partment budget. 

JOHN Muscat, 


Promotion Manager, The 
Charlotte Observer, Charlotte, 
N.C. 


Red Feather Kits Get 
Another Butler Item 

To the Editor: May we have 
|permission to include “Do’s and 
|Don’ts On Care of Artwork” by 
|Kenneth B. Butler in the Decem- 
ber issue of our monthly public 
{relations kit? 

This article appeared in your 
Sept. 8 issue. Our November kit 
is not yet “out.” We are using the 
piece entitled “Tips on Effective 
Letters” (used in your Aug, 25 is- 
sue) in this particular kit. 

HAROLD PETERSEN, 

Public Relations, The United 

Red Feather Campaigns, New 

York. 


Tribute Pleases ABC 
To the Editor: I want to tell you 
how pleased we all were at the 
editorial tribute to ABC that ap- 
| peared in your Oct. 13 issue. Your 
sincere expression regarding the 
significance of ABC to advertisers 


and publishers is an effective aid 
in maintaining the bureau's repu- 
tation for integrity and usefulness 
to the industry. 
Cart GAZLEY, 
Assistant Managing Director, 
Audit Bureau of Circulations, 
Chicago. 


New Digest Hits Readership Jackpot! 


Distributors—Dealers—Salesmen— 
The Whole Appliance Field Likes 
This New Pocket Size Trade Paper! 


This entirely new concept in trade pub- 
lieations is ing greeted with cheers 
everywhere! It's the hottest advertising 
buy in the appliance field today 

A monthly digest of all that’s new in 
appliance products—and in appliance sell- 
ing and promotion 

Only a limited number of full-page ad- 
vertisements accepted for each issue. Write 


ireula 
jonal  emfield. 
carats! aiantanes el@ 
tie 


Wew York 17, 521 Fifth Ave., MU 7.7158 


for sample copy and rates 


APPLIANCE DIGEST 


450 W. Fort St., Detroit 26, Mich. 
Chicago 3, 134 $. LaSalle St., FR 2.2093 


Alliance Review 

Ashland Times-Gazette 
Ashtabula Stor-Beacon 

Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 

Bowling Green Sentinel-Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonion 

Celina Standard ~ 
Chillicothe Gazette N 
Circleville Herald 
Conneaut News-Herald | 
Coshocton Tribune 
Delaware Gazette . Oo 
East Liverpool Review 
Elyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Pr¢ss 
Homilton Jourral News 
lronton Tribune 

Kenton News-Republican 


it take 
to do 


a job. 


Ohio is the 5th largest market 
in the United States . . . if you 


reach it all! Retail 
$6,622,697,000.* 


Lancaster Eagle-Garette 
Logan News 

Mariette Times 

Marigh Star 

Martins Ferry Times-Leader 
Marysville Tribune 
Middletown Journal 

Mf, Vernon News 

Newark Advocate 

Néw Philadelphia Times 
Peinesville Telegraph 
Piqua Call 
Portsmouth Times | 
Rovenna-Kent Record 
Satem News F 
Sidney News 

Tiffin Advertiser-Tribune 
Troy News se 


Uhrichsville Chronicle 


JOHN W. 


Urbona Citizen 
Van Wert Times-Bulletin 
Warren Tribune Chronicle 
Washington C. H. Record-Herald 
Wilmington News-Journal 
Wooster Record 

Xenia Gazette 


Zanesville Times-Recorder & Signal 


sales total 
The impor- 


PLL EELS AEN AD oe IEE EF 


tant part from cities and towns of less than 100,000 population, beyond the influ- 
ence of metropolitan papers on your list, exceeds retail sales in such important 
states as Kentucky, Tennessee, Oklahoma and Kansas. Retail sales in the area 
covered by Ohio's home-town dailies exceeds that of 34 states. And these sales 


are where good distribution and dealer organizations mean excellent 
service to the consumer and rapid turnover. WRITE, PHONE OR WIRE 
AND ASK THE OHIO SELECT LIST MAN TO CALL AND 


> 


CULLEN CO: 


EXPLAIN THE EASY ‘‘ONE ORDER-ONE CHECK’ 
WAY OF COVERING OHIO. 


*Sales Management— 
Survey of Buying Pow 
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Clicquot Changes Agencies 
Clicquot Club Co., Millis, Mass., 
soft drink bottler, has appointed 
Chambers & Wiswell, Boston, to 
handle its advertising. The com- 
pany has signed for a series of 
professional football games on TV 
Newspapers, magazines, radio and 
24-sheet posters will be used also. 
Frank Weston Advertising, Provi- 
dence, is the previous agency 


Hooper Signs 17 Clients 

C. E. Hooper Inc., New York, 
iiready has signed more than 17 
ubscribers for the new TV-Area 
Hlooperatings, including Columbia 
Broadcasting System and 16 ad- 
vertisers and agencies. The 40-city 
report begins this month 


WINTER OR SUMMER 
use lots of photes in prome 
tions. They ovtpul! other ii 
lustrations surveys soy. 
have over 17,000 to choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
proofbook #10-A 
EYE*CATCHERS, Inc. 

207 €. 37 St., New York 16,6. 7 


WOR.TV, WFIL-TV Team Up 


WOR-TV, New York, and WFIL- 
TV, Philadelphia, are being of- 
fered to advertisers by salesmen of 
both stations as a “two-for-one” 
combination. Salesmen are point- 
ing out that the combined local 
rates of the stations are less than 
the cost of the New York market 
alone on other stations. This two- 
station service, the first move Mu- 
tual (WOR-TV) has made toward 
TV networking, will be offered 
live or on film 


United Bench to Expand 

United Bench Advertisers Inc., 
, Los Angeles, will erect a new of- 
fice building at 5830 S. Western 
Ave. It will provide twice the 
| present space for the company’s 
|administrative, sales and art de- 
| partments. 


|Don Heinrich Gets Bank 

| Don Heinrich Advertising, Pe- 
| oria, Ill., has been named to han- 
dle advertising and promotion for 
Central Missouri Trust Co., Jeffer- 
| son City, Mo 


Blue Chip Bourbon to Bow 


Renfield Importers Ltd. New 
York wine and liquor importer, 
has entered the domestic whisky 
market with Blue Chip bourbon, 
a blend which will retail in the 
upper-medium price bracket. 
Charles Dallas Reach Co., New 
York, is the agency. Ads will run 
in New York newspapers and The 
New Yorker. Renfield is sales 


agent in the U. S. for Haig & Haig} 


Scotch, Gordon’s gin and a number 
of imported wines and brandies 


Appoints Robert O'Neill 

Robert K. O’Neil!, formerly re- 
tail advertising manager of the 
Union, Manchester, N. H., has been 
named local advertising manager 
of the Standard-Times, New Bed- 
ford, Mass. 


‘Sentinel’ Increases Price 

The Evening Sentinel, Ansonia, 
Conn., has increased its single- 
copy price from 5¢ to 6¢. Home de- 
livery in city areas now is 36¢ 
weekly and in outlying districts 
39¢. 


Advertising Age, October 27, 1952 


Lucky Lager and Wells Fargo Win Top 
Awards in Western Ad Art Competition 


San Francisco, Oct. 21—Two 
special awards and 25 awards of 
excellence have been presented 
here in the fifth annual Exhibi- 


jtion of Advertising Art by the 


Society of Artists and Art Direc- 
tors. 

The George W. Kleiser Jr. medal 
for the best 24-sheet poster was 
won by Al Camille, art director; 
Lonie Bee, artist, and McCann- 
Erickson for a Lucky Lager Brew- 
ing Co, advertisement 

The William Randolph Hearst- 
San Francisco Examiner medal, 
second special award, for the best 
newspaper advertisement went to 
Fred Glauser and Gene Brown, art 
directors; Haines Hall, artist, and 
Honig-Cooper, agency, for a Wells 
Fargo Bank & Union Trust Co. ad. 

Art directors Camille and Robert 
B. Freeman received three awards 
each; artists Lonie Bee, Lowell 


ing events of our time. 
Standard Version of the 


Good Book 
Sales Team 
On Target 
Men of Steel 


O This advertisement heralds one of the greatest publish- 


First print order for the Revised 
Bible is nearly one million copies. 


More than two years before publication, BBDO began work 
with Thomas Nelson & Sons, publishers, and the National 


Council of the Churches of Christ—helped develop the 
publicity responsible for an unprecedented advance sale. 


© Newest additions to The B. F. Goodrich Company's 
selling staff are George Burns and Gracie Allen. This month 
the makers of “Life-Saver” Tubeless Tires assume alternate- 
week sponsorship of this Hollywood-produced Burns & Allen 
Show (Thursdays, CBS-TV). Sharing the commercials with 
tires are the company’s “Koroseal” flexible material. foot- 
wear. flooring, industrial products and rubber sundries. 


© When the oldest gunmaker in America announces a 
great new rifle like the Model 760 “Gamemaster.”’ there’s no 
problem getting readership for a two-color spread in outdoor 
magazines. But to insure that Remington Arms Company's 
story be told properly, BBDO people talked with the designer 
as well as with the manufacturing men, added a background 
of research on the use habits and buying habits of shooters. 


© Here’s an effective way of selling steel forgings 
that cost as much as $60,000 apiece. United States Steel 
features plant interviews with the men who tailor-make 
each forging to order. Prepared by BBDO Pittsburgh to 
run in trade magazines, this full-color insert series with 
its dialog-type copy shows the potential customer that only 
the most highly skilled craftsmen will work on his order, 
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Advertising 


DETROIT 


Herrero and Bill Hyde received 
three each and Honig-Cooper, Mc- 
Cann-Erickson and Charles R. 
Stuart Advertising were cited in 
three each. 

More than 1,000 entries were 
| submitted in the contest, and the 
winners were selected by a 30- 
man jury from the some 300 pieces 
chosen for exhibition. The exhibi- 
tion opened yesterday at the so- 
ciety’s headquarters. 


@® The 25 awards of excellence 
were won by: 

Consumer Magazines ‘two awards): | 
Art directors, Robert O. Bach and Edith 
Jaffy; artist, M. Halberstadt; N. W. Ayer 
& Son; advertiser, Hawaiian Pineapple 
Co. 2. Art director, Donald F. Sternioff, 
artist, Jim Hanson; Young & Rubicam; 
advertiser, Kaiser Aluminum & Chemical! 
Corp. 

Trade Magazines (three awards): 1. Art 
director, Verne Leibbrandt; artist, Tom 
Scott; Young & Rubicam; advertiser, Bor- 
den Co., Borden's Dairy Delivery Co. 2 
Art director, Jon Sandvick; artists, 
Lowell Herrero, Arnold Fugita, Harry 
Ness and Bill Hyde; advertiser, Staniford 
Sandvick. 3. Art director, Louis Shawl; 
artist, John Lichtenwalner; advertiser, 
Shawl, Nyeland & Seavey. 

Local and Retail Newspapers: Art di- 
rector, J. B. Wallace; artist, William New- 
man, advertiser, Roos Brothers 

National and Regional Newspapers: Art 
directors, Fred Glauser and Gene Brown 
artist, Haines Hall; Honig-Cooper; adver- 
tiser, Wells Fargo Bank & Union Trust 
Co 

Posters, 24-sheets ‘two awards): 1. Art 
director. Ai Camille; artist, Lonie Bee, 
McCann-Erickson; advertiser, Lucky 
Lager Brewing Co. 2. Art director, Rene 
Weaver; artists, Lonie Bee, Don Ross and 
Rene Weaver; J. Walter Thompson Co.; 
advertiser, Washington State Apple Com- 
mission. 

Painted Bulletins: Art director, Al 
Camille; artist, Maurice Logan; McCann- 
Erickson; advertiser, Lucky Lager 

Car Cards: Art director, Alberta Ru- 
dolphi; artist, Kenneth Elder Studio 
Honig-Cooper; advertiser, Wells Fargo 
Bank 

Displays (three awards’: 1. Art direc- 
tor, Robert B. Freeman; artist, Don 
Romano, Charies R. Stuart Advertising: 
advertiser, Bank of America. 2. Art di- 
rector, Harry G. Fletcher; artist, Bruce 
Butte; MHarrington-Richards; Advertiser 
Italian Swiss Colony. 3. Art director, Rob- 
ert O. Bach; artist, Robert O. Bach; N. W. 


Ayer & Son; advertiser, Hawaian Pine- 
apple 
Annual Reports: Art director, L. B 


Myers; artist, Bruce Butte; Holst & Cum- 
mings & Myers; advertiser, Matson Navi- 
gation Co. 

Books, Booklets and House Magazines 
Art director and artist, Joe Sinel; adver- 
tiser, Mills College. 

Folders, Direct Mail: Art director, Roger 


Sheridan; artist, Alberta Amspoker; Hal 
S. Dover Co.; advertiser, Austin W 
Mosher 


Packages, Labels, Industrial Design: Art 
director and artist, Alice Harth; Blum's; 
advertiser, Trader Vic's. 

Small Space Advertising ‘two awards: 
1. Art director, Robert B. Freeman; artist, 
Don Romano; Charles R. Stuart Adver 
tising; advertiser, Bank of America. 2 


Art director, Robert B. Freeman; artists, 
Lowell Herrero and Bill Hyde, Charles 
R. Stuart; Bank of America 

Lettering ‘two awards): 1. Art direc- 


tor, Paul Carey; artist, Garnett Crossman 
M. E. Harlan Advertising; advertiser, 
Charter Products Co. 2. Art director 
Dave Fletcher; artist, Bill Hyde; Kenyon 
& Eckhardt; advertiser, National Carpet- 
ing. 

Design: Art director, Sam Hollis; artist, 
Lowell Herrero; Foote, Cone & Belding; 
advertiser, Fairfax Bread Co. 

Editorial Art: artist, Stan Galli; Today's 
Woman 

Advertising Photography: Art director 
J. B. Wallace; photographer, M. Halber- 
stadt; advertiser, Roos Brothers 


White & Wyckoff Slant Appeal 


White & Wyckoff Mfg. Co., Holy- 
oke, Mass., stationery manufactur- 
er, is using both b&w and color 
pages in trade publications to an- 
nounce a consumer advertising 
campaign slanted to gift buying 
for the holidays. The schedule in- 
cludes full-color pages and half 
pages of two colors in McCall’s for 
November, The New Yorker for 
Nov. 29, Seventeen for November, 
and Vogue for the Oct. 15 and the 
Nov. 15 issues. Samuel Croot Co., 
New York, handles the account. 


Ruth Perry Opens Agency 
Ruth C. Perry, formerly v.p. in 
charge of research and promotion 
for M. M. Owen Inc., has started 
her own agency, R. C. Perry Inc., 
at 122 E. 42nd St., New York. Its 
accounts include Texas Informa- 
tion Service and Henri Bendel! Inc., 
formerly handled by Owen. 
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Media Information 
Needs Clarifying, 
Chicago t.f.ers Told 


Cuicaco, Oct. 21—“Does media 
information really inform?” 

Kenneth Bayer, account execu- 
tive for Oakleigh R. French & As- 
sociates, St. Louis, who posed the 
question, told members of the Chi- 
cago t.f. Club that too often it does 
not 

The reason it doesn’t, according 
to Mr. Bayer, is that too frequently 
the sales presentation of a maga- 
zine is so poorly organized that the 
basic facts needed by a space 
buyer cannot be found when he 
wants them. 


@ And, Mr. Bayer said, a space 
buyer or media director for an 
agency often has to have such in- 
formation at his finger tips to jus- 
tify the use of a particular publica- 
tion. 

Although it might not be scien- 
tific, Mr. Bayer told the group that 
often the use or non-use of a 
publication hinges on whether a 
media director can immediately 
produce the basic facts about the 
publication. 

By basic facts, Mr. Bayer said 
he includes the character and 
quality of a magazine, its editorial 
and circulation policies and not 
just its circulation figures. He 
cited what he said was a growing 
tendency on the part of top man- 
agement to check all details of ad- 
vertising plans. 


LR.R. PUBLICITY DIRECTORY 
Listing, Name and Address of over 


440 CONSUMER PUBLICATIONS 


which accept 
FREE PUBLICITY on 
New Products—New Equipment, etc 
Listing also, person to whom release 
should be addressed circulation, etc. Satis- 
faction Guaranteed. Price ONLY $7.50 


IMMEDIATE RELEASE REPORTER 
Magazine 
47-49 West 32nd St. New York 1, N. ¥ 


ust one look at your life insurance 
is not enough 


* NORTHWESTERN 
MUTUAL 
Loe ere mne Fompoos 


“Ther can be.one pitfall in owning 


} IF - 
ite insurance 


} 


Ie 
NORTHWESTERN 
MUTUAL 
LA bavarnce Coamyrany 


ADVERTISING ART—Northwestern Mutual Life Insurance Co., Milwoukee, has turned 
an ad campaign into a p.r. program through its series of Karsh of Ottawa photo- 
graphs of prominent Northwestern policy holders. The company is now sponsor- 
ing photographic art exhibits of Karsh work, featuring his famous portraits of Queen 


Elizabeth, Eleanor Roosevelt, Churchill and those made for Northwestern. Pictured 
above are Arthur B. Edge Jr. (left), president, Galloway Mills Co., and Harold 


Boeschenstein, president of Owens-Corning Fiberglas Corp. | 


Mr. Bayer suggested that the 
space sellers and publishers fol- 
low a standard outline set up by 
the National Industrial Advertisers 
Assn. for preparing sales presenta- 
tions. 


s The outline, as described by Mr. 
Bayer, contains 48 questions which, 
when answered in full, present in 
logical sequence the basic back- 
ground material needed by media 
men in evaluating and comparing 
publications. 

During a recent week, Mr. Bayer 
reported, he received nearly 49 
pounds of promotional material in 
the mail, and most of it went into 
the wastebasket, mainly because it 
failed to present the “good basic 
information about a magazine.” 


® “Advertisers are not only check- 
ing new media,” he said, “but 
want a closer look at the editorial 


and circulation policies of the older 
ones.” 

Another tendency noted by Mr. 
Bayer is a move by advertisers to 
concentrate their campaigns in 
fewer publications. 

He also said that top manage- 
ment is not interested in fine de- 
tails and that publication data can 
be summarized best in graph or 
chart form. 

Mr. Bayer summarized by de- 
scribing a good sales presentation 
as a “catalog of the information 
you have to sell” and said that it 
should contain “more facts, intel- 
ligently presented, factually inter- 
preted and in a sequence that can 
be readily understood.” 


To Burlingame-Grossman | 

S. Axle Co., Pottstown, Pa., | 
has appointed Burlingame-Gross- | 
man, Chicago, to handle its adver- 
tising, effective Jan. 1. 


Joins Hillman Periodicals 
Edgar N. Rowell, formerly on 
the advertising sales staff of Faw- 
cett Publications, and most recent- 
ly with Household, has been named 
advertising sales director of Hill- 
man Periodicals Inc., New York. 


Stramara Made Allen Ad Head 


Pauline Stramara, formerly con- 


sultant to Stephenson Bros., Phil-|to handle 


adelphia direct mail advertising 
company, has been appointed ad- 


vertising manager for George Al- 
len Inc., Philadelphia area depart- 
ment store chain 


Appoints Shrout Associates 
Askania Regulator Co., Chicago 
maker of automatic controls and 


la subsidiary of General Precision 
|Equipment Corp., New York, has 


named Shrout Associates, Chicago, 
its advertising. Plans 
call for continued use of business 
papers and trade shows 


are you 


BUFFALOED 
by a 
sagging 


Sales curve? 


... reach 

and influence 

a $7,500,000,000 
market 

with... 


THE NEWS 


PACKAGING PARAD 


MAGAZINE OF PACKAGIN ' 
More display space per $ on Super-Size page. . 
More attentive readership with seabed 
, features, thru-the-book format ... Stronger selling 
| impact on MORE important buyers of Packages 
and Packaging Machines—Supplies— Services . . , 
15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO II, ILL. 
NEW YORK 17—101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


EDITORIAL KNOW-HOW 


/t takes much more than ink and type 
Mid smoke rings from a briar pipe 

To turn out books your dealers need 
The kind they really want to read. 


=—The Power That Runs The HAIR 
Move-More-Merchandise Machin 


Thru years of covering the ground 

Haire writers know their way around. 
From markets where we specialize 

They bring the facts your dealers prize. 


COING FROM RHYME TO REASON if you would like some solid facts shout any or all of 
our magazines tnd the markets they serve, we will gladly send them to you on request. 


HAIRE TRADE MAGAZINES 
Wnt PonisHNG cOMPunT 170 Dad. Mew Yh 1 Y. * 
GHICAGO + PITTSBURGH - LOS ANGELES - BOSTON - ST. LOUIS - ATLANTA « ZURICH - LONDON 


MUrray itil 3.6700 
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issue of The New Yorker will car- 
ry the Girl in the Hathaway shirt, 
and—as an extra fillip—she’ll be 
shown sporting a cigar 

Copy says that Hathaway has 
turned out some shirts for the gals 
which are cut and shaped to the 


The Girl in the 
Hathaway Shirt 


Be Bows with Cigar 


David Ogilvy Thinks She 
May Even Revive Cigar 


best advantage, “knowing that 
bosoms should be bosoms, and 
f that shoulders should be soft.” 


Only trouble, the copy continues, is 
that the shirts “are still as scarce 
4 as hen’s teeth,” and that custom- 
] . rs should write to C. F. Hatha- 
ngWomen ‘'* * 
% Smoking Amo detaean way, Waterville, Me., to learn 
where they can find one. 


New York, Oct. 21—The people 
who not long ago came up with 
the man in the Hathaway shirt 
(Hewitt, Ogilvy. Benson & Math- 
er) are currently ringing in a vari- 
ation on that theme. This week's 


® David Ogilvy, president of the 
agency and the man _ generally 
credited with dreaming up the 
patch-eyed man in the Hathaway 
shirt, intimated to AA that he ex- 
a pects some reaction to the cigar- 

. smoking girl 

“I have little doubt that many 
busy-bodies will write and protest 
tig that it is bad taste to show a wom- 
an smoking a cigar,’ he said. “Are 
you old enough to remember that 
it used to be considered disgrace- 
ful for women to smoke cigarets? 

“The lady in our advertisement 
is Della Oaks. She is an English 
model of rare charm and distinc- 
tion who recently came to work 
in New York. Miss Oaks had never 
smoked a cigar before. The pho- 
tographer had to keep a basin han- 
dy, in case of nausea.” 


e Mr. Ogilvy pointed out that 
“several great and famous beauties 
You can't go wrong with Eureka have effected” the cigar-smoking 
designed and produced trading habit. He cited Lillian Russell, 
stamps, collection books, or poster George Sand, Amy Lowell and 


“the famous Duchess D’Uzes who 
hunted fexes with the Baron de 
Rothschild when she was over 80” 
and who “swore like a trooper— 
and smoked cigars.” 

“It may well be,” said Mr. Ogil- 
| vy, “that the girl in the Hathaway 
| shirt will start a revival of a fash- 

ion which once prevailed among 
women of distinction both here 


stamps Eureka’s leadership in this 
field is your assurance of a job well 
done 
Write today for information ond somples 
EUREKA SPECIALTY PRINTING CO. 
Specialty Division 
567 Electric Street — Scranton 9. Po. 


maker of coupons, certificates, 
_ stomps, poster stamps 
gummed stotronery items 


The Girl in the Hathaway shirt 


SHIRTS & SMOKE-—It wos an eye patch that gave The Man in the Hathaway 

Shirt his distinction. Now meet The Girl in ditto, who gets hers from a cigar. The 

model, Della Oaks, bursts on the public consciousness via the Oct. 25 New Yorker. 
Hewitt, Ogilvy, Benson & Mather is the agency for C. F. Hathaway Co. 


increase of 14.7% over 1951. Net 
consolidated earnings for the fis- 
cal year ending June 30 were $2,- 
939,000, compared with $2,935,000 
in 1951. 

Dividends were $1.65 per share. 
Mereuith publishes Better Homes 
& Gardens, Successful Farming 
and a line of farm and home serv- 
ice books, and operates and owns 


and in Europe. It could save the 
cigar industry.” 


Meredith Publishing Revenues 
Reach Alltime High in ‘52 
Meredith Publishing Co., Des 
Moines, revenues in 1952 were 
$33,586,000, an alltime high, and an 
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This month's achievement citation goes to a KFAB staff member— 
to Lyell Bremser, sports director. Bremser, in reporting sports events 
to midwesterners for over 12 years has achieved the title of “The Mid- | 
west's Greatest Football Broadcaster”. He's “Mr. Football” to the fans | 
whose respect and loyalty he has earned through years of colorful, accu 
rate, sincere reporting from Pennsylvania and Florida to California 
and Oregon. The achievements of Lyell Bremser in the sports field account 
for KFAB’s top football audience. It's another achievement reflected 
in sales for the KFAB advertiser. Find out more from Free & Peters 
or contact Harry Burke, General Manager 
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radio-television outlets in Omaha 
and Phoenix and a television sta- 
tion in Syracuse. 


Schuelke Joins Agency PR 

Norma Schuelke, formerly pub- 
licity director for MacDonald- 
Cook, Chicago and South Bend 
agency, has been named associate 
publicity director of Fulton, Mor- 
rissey Co., Chicago. 


hd 
a 


vement! 


Advertising Age, October 27, 1952 


Merritt Outdoor 
Sold to Stalcup 


Kansas City, Mo., Oct. 21—The 
35-year-old Merritt Outdoor Ad- 
vertising Co. has been purchased 
by Stalcup Inc., specializer in out- 
door electrical advertising. 

Howard J. Staleup, board chair- 
man, said acquisition of the Mer- 
ritt properties will increase Stal- 
cup’s bulletin operations 30% and 
that the firm now will be able 
to offer complete poster service 
on standard 24-sheet posters 
throughout the Kansas City area. 

The entire Merritt organization 
is being retained by Stalcup, and 
A. F. McCown, who joined Mer- 
ritt in 1919, will supervise the 
combined poster and bulletin serv- 
ices. Consolidation of the physical 
properties of the two plants will 
take place shortly. 

The sale was made by Mrs. 
Thelma S. Merritt, widow of the 
late William S. Merritt, who oper- 
ated the firm after the death of 
his brother and founder of the 
firm, John H. Merritt. 


Reinhold Makes § Changes 
Reinhold Publishing Corp. has 
made the following changes in the 
advertising staff of American 
Chemical Society publications, ef- 
fective Jan. 1, 1953: H. Victor 
Drumm, eastern advertising sales 
manager, becomes advertising sales 
manager of Chemical & Engineer- 
ing News; B. Franklin La Rue, 
eastern advertising manager of In- 
dustrial & Engineering Chemistry 
and Analytical Chemistry, becomes 
| advertising manager of both pa- 
| pers; A. Stuart Powell Jr., former 
sales engineer of Walworth Co., 
| will join the sales staff of Chem- 
l ical & Engineering News, and H. 
Scott Leonard will join the Chi- 
;cago sales staff of Industrial & 
| Engineering Chemistry. Merald 
Lue, v.p. of Reinhold, continues as 
advertising manager for all ACS 


publications, for which Reinhold 
serves as advertising manage- 
ment. 

McCabe Joins Hoffman 


Michael McCabe, formerly dis- 
trict sales manager in Philadelphia 
for Best Foods Inc., has been ap- 
pointed director of marketing of 
Hoffman Beverage Co., Newark. 
He will coordinate sales, advertis- 
ing and merchandising for Hoff- 
man, a subsidiary of Pabst Brew- 
ing Co. 
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Duane Jones Case 


(Continued from Page 2) 
to go along with an agency that 
was in a state of confusion. 


® Reading of Mr. Burke’s deposi- 
tion, which was continued briefly 
Monday after the Friday afternoon 
recess, carried over to this morn- 
ing. The reading was broken off 
Monday when the court recessed 
after 2 woman juror became ill. 

The reading Friday was begun 
in Mr. Burke’s absence and was 
continued although Mr. Burke 
subsequently was in the court 
room. He has not been called to 
the stand personally at any time 
during the trial to date. 

Today, Mr. Burke’s deposition 
included the statement that he 
wasn’t told by Mr. Scheideler that 
the nine would resign in a body 
unless Jones sold out. 

Mr. Cullom called Duane Jones 
for reexamination, to clear- up 
some of the points he could not 
recall during his initial session on 
the witness stand. 

Mr. Jones testifiec’ that E. J. 
Smith Associates (his sisters’ firm 
which he earlier testified provided 
premium ideas) is not listed in the 
telephone book in California. 


® He recalled that his brother, Al- 
fred Jones (who he said earlier 
was paid to run his chicken farm 
and entertain clients) was on the 
research department payroll of 
the Jones agency at $7,500 in 1951. 

Mr. Pollack conceded that Mr. 
Jones withdrew $37,500 (which 
Mr. Jones earlier hadn’t been able 
to recall) in the shape of loans and 
advances from the agency. 

Mr. Cullom, cross-examining 
Mr. Jones, itemized the premiums 
which Mr. Jones thought he had 
acquired from E. J. Smith Asso- 
ciates, to find out if they were 
used. 

Here are some of them: A Four 
Freedoms ring—Mr. Jones couldn't 
remember if it was used; gardenia 
flower and corsage—Mr. Jones re- 
membered it wasn't used in 1951; 
a self-threading sewing machine 
needle—Mr. Jones didn't remem- 
ber; a magic ring—Mr. Jones 
didn’t remember; Hawaiian or- 
chids—Mr. Jones didn’t remember; 
a “sees-all” idea—Mr. Jones didn't 
remember. 


e He was asked to produce cor- 
respondence with his sisters, but 
he said he’d have to look again 
for it since he hadn't been able to 
find it. 

Mr. Pollack tried to introduce a 
letter from Mr. Jones’ sisters, but 
because it was dated earlier in 
October, the court found it inad- 
missable. 

The trial is now in its seventh 
day. Columbus Day, Oct. 13, was 
omitted; on Monday, Oct. 20, the 
trial was recessed because of the 
illness of a juror, Sarah Light, 
and Tuesday, Oct. 21, Mr. Cullom 
had to appear before a superior 
court in Albany. 

Today Justice Cohalan = an- 
nounced that the trial would con- 
tinue with 11 jurors, and that 
counsel had agreed to accept the 
verdict of a nine out of 11 plural- 
ity. Before the juror withdrew, it 
would have required 10 out of 12 
votes. 


@ As the defense phase of the trial 
opened, Robert Hayes, onetime 
president of Duane Jones Co. who 
now is a v.p. at Doherty, Clifford, 
Steers & Shenfield, gave his ver- 
sion of the meeting of July 3, 1951, 
with Duane Jones. 

He told Mr. Jones, he said, that 
the resignation of Ralph Smith 
was serious for the agency; that 
he was the fourth executive to re- 
sign in six months, that the agen- 
cy had lost three major accounts 
recently, and that the agency was 
in bad shape. 

He testified that he told Mr. 
Jones: “You have been playing 


fast and loose with company 
money,” and accused him of get- 
ting drunk, and that Mr. Jones’ 
drinking had cost the agency some 
business. 

Mr. Jones replied, Mr. Hayes 
said, that the agency had stopped 
paying Mr. Gumpert when it lost 
Babbitt, and it had stopped paying 
“Dwight Jennings.” 

Mr. Hayes said he told Mr. Jones 
that the agency head was spending 


more expense money than before, 
and that Kiwi and Mueller offi- 
cials had complained of his drink- 
ing. 


@ Mr. Hayes recalled at this point 
that a year earlier, in June, 1950, 
Mr. Jones had told him that he 
(Jones) recognized his own drink- 
ing problem, and said: “If the 
day ever comes when I should step 
out, you tell me.” 


preselling the agency's accounts, 
and nothing about the nine de- 
fendants banding together. He re- 
called nothing about Mr. Jones’ 
often-quoted remark that a .45 
was held to his head. 


Mr. Jones called the terms fair 


Continuing his discussion of the and generous, and shook hands. 
events of July 3, Mr. Hayes re- 
ported he said nothing in his con- 
versation with Mr. Jones about 


He testified that he had not seen 
(Continued on Page 95) 


On July 5, 1951, Mr. Hayes said, 


JUST ASK FOR MARIE: 
2-8655 and ask ‘for 

erie) Maize on ro néxt mult 

imeograpt 

in 


it can't 


be done 


Lie flat on your stomach, place a hand- 
kerchief under your chin, push up on both 


arms and put right arm behind back. Let 


yourself down on the left arm and pick up 
the handkerchief with your teeth. Then 
try to push up on left arm. Try it. 


MONTREAL 
W. E. BROWNING 
1106 Dominion Sq. Bidg. 


CHICAGO 
THE JOHN E. LUTZ CO. 
435 N. Michigan Ave. 


NEW YORK 
O'MARA & ORMSBEE 
420 Lexington Ave. 


It Can’t Be Done... any more than you 


can cover Canada’s rich metropolitan TORONTO 


market without THE TELEGRAM. 
In metropolitan TORONTO 


*130,972 Adults 


Read... Daily... Only One Daily Newspaper... 


THE TELEGRAM 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
When you plan campaigns for Canada’s major markets, remember 
exclusive “Tely-Toronto” is one of Canada’s largest “cities” 


"THE TELEGRAM 


oo Daily plus Weekend 
TORONTO 1, CANADA 


MORE THAN 500,000 PEOPLE IN CANADA’S 
RICHEST MARKET READ THE TELEGRAM 


*Daniel Starch and Staff 
Represented in Canada 
by Gruneau Research Lid. 
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Hardwood Products Corp., Nee- 
nah, Wis., maker of custom-built 
sound insulating doors, has named 
Jack C. Wemple Advertising, 
Green Bay, Wis., to handle its ad- 
ae vertising. Trade and consumer 
publications will be used. 


Roberts, Johnson & Rand sales 
division of International Shoe Co., 
St. Louis, has promoted Si Bland 
to general manager. Mr. Bland 
was sales manager for women’s 
and children’s lines, southern di- 
vision. 


ay Write Today for SAMPLES & PRICES! 
EXCLUSIVE FRANCHISES AVAILABLE 


Promotional Publishing Company 


“GRAND SLAM FOR SPRING” 
MOST EXCITING 


LOW COST 


PREMIUM OF 
THE YEAR! 


Phil Rizzuto’s series of 
three action - packed, 
24 page books, dynam- 
ically illustrated in full 
color. Kids will plug 
for the product that 
brings them these 
books. 

220 Fifth Avenue 
New York 1, N. Y. 


Appoints Wemple Advertising Roberts, Johnson Boosts Bland ‘Fjnqnciq] Post’ 


Gives Awards for 
Top Annual Reports 


TORONTO, Oct. 21—The Financial 
Post here has announced this year’s 
winners of its Annual Report 

| Awards. The awards are designed 
| by the paper to promote good re- 
| porting by firms of their business 
| Stewardship to shareholders, em- 
| ployes and communities. 

Top winners in the six award 
categories are Massey-Harris Co., 
Abitibi Pulp & Paper Co., Domin- 
}ion Stores Ltd., Asbestos Corp., 
Nova Scotia Light & Power Co. 
|}and the Bank of Nova Scotia. 


|@ They were selected by a com- 
|mittee of judges chosen by and 
| representing the Investment Deal- 
ers Assn. of Canada, the Canadian 
Institute of Chartered Accountants 
and the Assn. of Canadian Adver- 
tisers. 

The other 


winners and the 


| award categories are: 


Manufacturing and Processing—metals 
and metal processing: Aluminum Ltd.; 
Ford Motor Co. of Canada. 

Manufacturing and Processing—all 
others: Dominion Tar & Chemical Co.; 


| Imperial Oil Ltd. 
Retailing and Distribution: Loblaw Gro- | 


ceterias Co.; Henry Morgan & Co. 

Mining and Oil Production: Interna- 
tional Nickel Co. of Canada; Trans Em- 
pire Oils Ltd. 

Public Utilities: Shawinigan Water & 
Power Co.; Brazilian Traction, Light & 
Power Co 

Financial Institutions: 
real; Industrial Acceptance Corp. 


|Continental Screw to Mahoney 


Continental Screw Co., New 
Bedford, Mass., has appointed 
David J. Mahoney Inc., New York, 
to handle its advertising. Previ- 
ously, the company was a direct 
advertiser. 


Preston to Keppler Studios 


Hugh A. Preston, in the creative 
art and photography fields for 25 
years, has joined Keppler Studios, 
New York, as a sales executive. 
Mr. Preston will serve clients in 
western and midwestern cities. 


ae 
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How to hit pay dirt in Latin America 


LIFE EN ESPANOL 


Starting with the first issue on January 5, this new 
magazine also will have: 1) top-of-the-market circula- 


To mine the iron-rich surface of El Pao, two Vene- 
zuelan workers use a powerful jackhammer, 

To hit pay dirt in Venezuela and other markets 
from Mexico to Chile, many overseas advertisers will 
use the powerful picture impact of LIFE’s new 
Spanish-language edition, 

Edited by outstanding Latin American journalists, 
will 
NATIONAL’s world-wide, E nglish-language edition. 


resemble LIFE INTER- ing 


for Profits,” please write 


or call us today at Time- 
Life Bldg., 9 Rockefeller 
Plaza, New York 20, N.Y. 


tion, 2) extra readership, 3) quality printing, 4) fine 

color reproduction, 5) large page size. 
Advance subscriptions and newsstand orders are 

already running far above original estimates. 


The first issue closes soon. So, for further facts 
and a free guide to “Planning Your Export Advertis- 


Bank of Mont-| 


| 
| 
| 
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Advertising Agency 
Held a ‘Bargain’ 
for Advertisers 


New York, Oct. 21—“It is safe 
/to say that the agency represents 
jone of the best ‘bargains’ an ad- 
| vertiser has available out of all the 
| business services at his disposal.” 
| So writes Agency Head Irvin 
Graham in “Advertising Agency 
| Practice,” published last week by 
Harper & Brothers ($4.50). For- 
| merly an account executive with 
Roberts & Reimers, Mr. Graham 
|now heads his own agency and is 
|an instructor in advertising for the 
College of the City of New York. 

In three general sections, Mr. 
| Graham describes the purpose and 
| growth of American agencies, their 
| management and service functions. 
| Mr. Graham adds, in his intro- 
|ductory remarks, that “the Amer- 
|ican advertising agency is. . .play- 
|ing an increasingly important role 
in making the distribution of goods 
|more economical to the producer, 
and the cost of merchandise lower 
for the consumer, through the ef- 
|fective use of advertising tech- 
niques and related merchandising 
| activities.” 


| 


| DR. GROSS WRITES 
| SALESMANSHIP BOOK 


< | New York, Oct. 21—Just about 


| anybody, according to Dr. Alfred 
Gross, can be a salesman. Some 
|take to selling more easily than 
| others, he adds, but “the average 
|} individual...normally is capable 
| of becoming a satisfactory sales- 
| man.” 
| Dr. Gross, who is associate pro- 
| fessor of marketing at New York 
| University, goes on to say in his 
}new book “Salesmanship” (Ron- 
|}ald Press Co., $5.50) that a little 
|} training and guidance will help 
“the average individual” sell bet- 
| ter. 

“Salesmanship,” which is based 
on an NYU course on the subject, 
is a 562-page text, profusely docu- 
mented with case histories taken 
from the author’s 10 years of sell- 
ing experience. 

Divided into four sections, the 
book takes up an introduction to 
salesmanship, including ethical 
and creative selling practices; 
salesmen’s training, stressing care- 


| ful study of the company product 


j}and the needs of the prospect; 
| practical selling, or how to dig up 
prospects and then get in to talk 
with them, and finally, keeping 
the customer sold. 

The book is fully indexed, and 
each of its 20 chapters is followed 


| by supplementary reading sugges- 
> | tions. 


iF. H. Hayhurst Names Three 


F. H. Hayhurst Co.. Toronto, has 
appointed Jon W. Kieran to the 
copy department of its Montreal 
office. Mr. Kieran formerly was 
with the Canadian Broadcasting 
Co. and the British United Press. 
Two other Hayhurst appointments 
are those of Cletus Lunny as pro- 
duction manager at the Montreal 
office and Carl F. Reutter as an 
account executive, Montreal office. 
Mr. Lunny formerly was with 
Underwood Ltd., Montreal, and 
was an assistant advertising man- 
ager of The Ensign. Mr. Reutter 
formerly was with the Canadian 
Ingersoll-Rand Co., La Salle Coke 


| Co., and Johnson & Johnson Ltd. 


Campaigns for Lemonade 

The Lemon Products Advisory 
Board, Los Angeles, is launching 
a fall-winter campaign boosting 
lemonade as a year-round bever- 
age. Two-color and b&w insertions 
will appear in November and 
December issues of Life and in 
“Nancy Sasser Buy-Lines” in 95 
newspapers beginning Oct. 23. 
Copy will stress the health qual- 
ities of lemonade. A special pro- 
motion will be directed at the 
trade through trade publications. 
The Los Angeles office of 
McCann-Erickson is handling the 
board’s advertising. 
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September Advertising Pages and Linage in National Magazines 


Official Figures as Compiled by Publishers Information Bureau 
Publications with an * report directly to Apvertistinc AGE 


Sept. 
1952 


Weeklies, Bt-Weekiles, Ses Semi- 


iB 
116.0 
59.8 
16.5 


378.2 

108.4 

323.7 

, 284.2 

thfinder " 46.6 

*!||Presbyterian Life ........ 19.2 

IE ertine's 4:56 «inva 9 52.0 

tSaturday Evening Post . 386.7 

t*Saturday Review ............ 51.5 

re 24.2 

iy DD SV bcadtn 6s enessae 346.3 

. S. News & World Report . __ 194.5 
le PR 5 co ads ch cisocs 3. 


Not included in totals. +Four issues in September 1952; five isms in in September 1951. 
||[Two issues in September 1952; 


four issues in September 1951. 


accepied. 
’ 
Women’s 
*American Family ...... 16.0 13.6 140.3 80.2 6,884 5.831 60,196 34,275 
“Better Living ...... 32.3 23.0 323.3 125.8 13,861 9,861 138,520 53,917 
*Everywoman’s ........ 35.0 23.4 346.2 224.0 15,039 10,031 148,476 96,025 
*Family Circle ....... 65.5 55.1 562.1 484.4 28.099 23, 240,969 207,601 
Good Housekeeping ....... 135.3 1704 1,074.5 1,226.3 7,906 72,917 459,996 524,897 
*Holland’s Magazine ...... 15.5 22.7 158.6 170.4 6.691 9,765 442 73,167 
_ anes 47.9 47.7 376.0 386.9 20,539 20,429 161,030 165, 
Ladies’ Home Journal .. 101.1 128.1 805.0 987.2 h, 87,115 547,367 671,139 
McCall's Magazine ...... 83.1 78.8 613.5 631.9 56,536 3,609 417,103 429,569 
Parents’ Magazine ... 81.8 91.6 545.9 551.8 35,021 39,225 233,823 236,359 
Seventeen . as 129.5 121.5 941.7 938.8 88.046 82,616 10,303 306 
Today's Woman ........ 717 73.2 473.0 549.7 30,763 33,540 202,788 235,671 
*Western Family: 
Southwest Edition .... 30.8 35.1 325.7 330.7 13,227 5.049 139,427 141,887 
©2Mountain Edition .... 28.5 29.4 268.2 29.4 2,238 12,591 4.648 12,591 
No. Calif. Edition ........ 29.1 31.7 287.6 291.6 12,494 13,618 123,307 125,109 
Northwest Edition .. ‘ 30.7 32.8 295.9 337.4 13,181 4,09 125,916 136.237 
“Woman's Day .......... ‘ 67.8 66.2 614.0 567.7 29.051 28,319 262.933 243,154 
Woman's Home Companion .. 72.0 778 570.6 678.6 48,957 52,902 387.957 401,353 
oo) Rr ee 985.3 1,033.2 7.8704 7,934.4 519,354 514814 4,109,330 4213,009 
“Started publication in May 1951. See note at end of linage tabulation. ‘Started pubiication in September 1951. 
General 
§*American Artist ..... 43.0 39.4 233.9 268.9 18,043 16.540 98.221 112,913 
*American Forests . . . 17.7 14.6 134.2 130.3 7.448 6,132 42! 54,768 
American Legion ‘ 19.7 20.8 160.0 138.7 8.280 8.740 67.283 58,316 
Amprican Magazine .. 22.7 29.0 237.7 260.5 9,547 12.162 99.811 109. 
EE Saveedcenes 22.0 20.5 167.2 169.8 9,431 8,775 71,732 72,910 
Atlantic ....... ‘ 25.5 12.9 208.8 153.1 10,668 5,412 7.636 245 
*Christian Herald .. 42.0 34.0 346.4 315.0 18,007 14.545 148,543 135,027 
*Columbia : 5.0 5.9 49.6 45.4 3,411 4,001 33.737 .900 
as 17.0 17.0 123.0 175.0 3,094 3,094 2.386 31,850 
Cosmopolitan ..... 31.4 37.5 314.3 358.1 13,439 16,074 134,615 153,476 
*Eagle Magazine 6.7 6.8 55.1 50.6 2.817 2.875 23,633 21,273 
. 56.4 45.5 493.6 435.9 38.381 30,940 335.789 296.310 
Elks Magazine .. 12.6 79 92.4 78.6 5.413 3,427 39,807 33,769 
Esquire ...... 49.7 60.6 4744 536.4 33,735 41.207 322,568 364,847 
*Extension 17.3 18.5 169.1 184.5 11,903 12,727 116.276 126,968 
CE aGenescas 16.5 25.1 191.1 256.3 052 10,730 81.751 109.783 
*Grade Teacher ... 51.4 55.9 261.5 242.1 22.670 24,638 115.331 105.756 
Harper's Magazine 17.3 13.4 153.8 145.4 7.245 5,590 64, 60, 
ee OTe 43.0 45.2 556.1 539.2 29.227 30,761 377.913 366. 
*Improvement me : 33.3 31.8 253.9 263.6 13.991 13.657 106.693 111,333 
‘Instructor .... 44.1 55.7 209.6 188.7 30.195 38.128 143,453 129.133 
*Motor Boating .... 63.4 63.9 777.3 722.3 7.239 7.546 457.011 424.709 
National Geographic 40.1 38.2 349.1 327.2 9.515 9.079 83.02. 836 
*Our World ....... 27.3 24.3 252.1 221.3 18,560 16.541 171.4°7 159.463 
*Promenade ........ 22.7 20.6 182.3 186.3 9.718 8.825 78.035 79.906 
Redbook Magazine 20.1 24.6 182.2 209.6 $.627 10.561 1% 899 
* Rotarian denve seman 12.7 6.2 85.6 59.9 5.341 2.598 35.977 25.618 
Pibad anne ees 12.1 10.0 58.9 56.0 8.154 6.720 39.583 37,628 
LeSpori 10.0 5.3 67.4 0.2 4.307 2.254 967 130 
Town & Country Moods 121.8 1224 632.9 618.5 81,837 82.250 424.954 415 390 
True ow 27.6 34.0 265.5 2F2.9 11.830 14.551 114.911 112.892 
*Yachting bee namaiess 67.7 64.7 774.8 702.2 38.807 454 583 413.094 
Total Grow ‘T.019.8 1,012.2 8513.7 ~ 8.3725 ~ 538,062 “539. 124 4,513,806 4,407,829 
§Not published in July and ‘August. tSeptember-October issues combined. {No January 1952 issue 
Home 
American Home 58.2 68.1 514.7 528.8 36.773 42.996 325.037 334,045 
Better Homes & Gar 152.7 165.3 1,1516 1,236.9 465 466 727.410 781,638 
*Flower Grower 45.2 40.6 464.2 365.1 18.970 17.038 95,304 153,314 
House Beautiful 11448 118.9 904.3 866.6 72.497 75.085 571.000 547.238 
House & Garden . 97.7 125.2 709.5 739.6 1.662 79.025 447,838 466,858 
EE, nesihawe <4 56.8 50.4 452.5 319.0 35,982 31,815 285,87 201,355 | 
Sunset Magazine 105.6 88.0 865.2 752.8 44,368 950 357,179 316,207 
Total Group ..... 631.0 1 5,062.0 ~4,489.8 ~366.717 355.560 2,909,644 2,599,300 
Fashion 
iT ects 158.1 150.6 747.4 761.0 67.872 64.621 320.743 326.557 
lr 1448 180.8 783.3 918.5 62,121 77.555 336, 393,982 
Harper's Bazaar 190.4 194.7 927.9 982.9 120.310 123.026 586,347 621,121 
Mademoiselle ........ 91.3 129.0 890.7 967.3 39,183 55, 382.185 415,282 
ane EE RE 280.5 290.7 1,249.2 1,456.2 177,280 183,714 725,569 892,552 
WE GD kcdcccctccccncns 865.1 9458 4,598.5 5,085.9 466.766 504,281 2,350,910 2,649,494 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances . 31.5 37.1 289.0 301.4 13.483 15,912 3, 29,230 
Modern Screen ............ 35.4 37.1 308.6 36.1 15.166 15.907 132,474 131,227 
OS eae 28.2 33.0 253.6 266.9 12.106 14,175 08,796 114,384 
Fawcett True Confessions—Motion Picture: 
Motion Picture ............. 33. 29.4 259.9 223.9 14,296 12,613 11, 96.036 
True Confessions ; 37.2 39.0 308.1 336.3 5.966 16.729 132.176 144,377 
Hillman Women's Group : 12.2 9.9 99.8 104.8 5.221 4.250 42.951 45.194 
Hillman Romance Group ... ; 41 7.6 46.4 59.9 1,762 3.266 19,940 25,707 
Ideal Women’s Group: 
Intimate Romances 23.6 21.8 197.1 211.1 10,149 9,352 84.708 90,540 
Movie Life pune 23.3 216 180.5 177.6 0,001 9,266 A 6.181 
Movie Stars Parade ... 23.3 20.6 180.3 176.7 0,008 8.837 77,493 75,822 
‘sonal Romances 22.4 19.6 188.8 1414 9.635 8.408 81,169 60.673 
—— —-— Group 5.0 3.0 35.0 6.0 1,890 1,134 3.230 2.268 
Oo reer 25.4 28.7 221.3 234.9 10.936 12,323 100,849 
*Secrets "hoes Group: 
— Romances ........ 13.8 166 121.9 119.6 5.927 7.136 52.813 51.294 
ab eens seialbewe 17.4 22.5 166.2 186.8 7.465 9.640 1,064 80.159 
True , = ‘Women’s Group: 
“SS es 38.8 32.4 302.9 333.8 16.637 13.892 129.818 143,120 
Radio-TV Mirror ............ 25.9 23.9 207.8 226.9 11.080 10,247 89. 97.2 
True Experience ..... 28.9 24.5 218.7 234.1 12.401 10,496 93,744 100.391 
True Love Stories ............ 29.8 24.6 219.1 238.0 12.756 10.557 93,917 102,106 
True Romance ........... 26.9 25.4 224.7 247.7 11.529 10,905 694 106,288 
GE aiccepcdevenn pence _52.7 51.7 429.2 22.610 22.154 183,932 198,472 
TW GP 6. ove cccccccsses 534.1 0 4423.9 ~4.590.9 229,134 "226,065 1,898,718 1,969,278 


ZNot included in totals. §Started publication 


NOTE: Figures for each publication in the Dell, 


a Y —_—_—_—__——.. 
Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1951 1952 «1951 1952 952 1951 
Monthlies 
6.9 38.2 43.5 11,360 15,433 85,644 97,420 
213 1898 19%6 7.473 8, 78,565 1/321 
175.4 1,110.6 1,223.3 78.885 119,227 755,001 831,633 
76.5 6741 735.6 25,652 32,813 245614 315,505 
188 1318 142.0 16,533 19,718 _ 137,500 _ 149,095 
379.7 2,735.5 2,881.8 257,040 258,098 1,859.615 1,958,751 
1216 1.0088 1.1406 73,694 82,620 685,771 775,378 
355.5 2.5399 2384.3 138,759 152.450 1,088,496 1,022, 
2218 2254.0 2087.4 119,216 93, 945, 876,634 
429 380.5 369.7 19,564 18,010 159,802 155,159 
98 1202 1041 8091 4.122 50,561 43,712 
22.0 3120 240.0 penta ain ponent — 
458.2 3,092.4 3,207.9 865 311,397 2,102,065 80,286 
621 4950 439.1 21.612 26,081 7843 191,663 
271 251.7 2455 26.206 29.363 272,970 _ 266,434 
323.5 2,622.2 2,742.2 145.424 135.799 1,101,006 1,151,181 
150.4 1685.4 1165.7 81.642 63.127 690.708 + 489,272 


{Five issues in ‘September 1952; 
issues in September 1951. §Only full-page units 


“$27 

in Saat 1951; mo May 1952 issue. 

Fawcett, Ideal and True Story groups include all advertising carried 
jon. 


by the group as a whole PLUS additional advertising carried by each individual publicat 


Business 
| i ree 466.4 
fo eaeywer 75.9 
DE ne cwepsewsdscesecwess 26.4 
Fortune ...... 134.8 
Modern Industry 109.0 
= S GE vc vcccicecss 42.1 
_ o. Berrie ee 854.6 


roup 
tFow issues in September 1952; five issues in 


495.5 4,079.3 3,502.3 195.731 207.954 1,708,738 469.802 
55.0 576.9 409.7 31,861 23,055 241.993 171,789 
27.8 315.6 300.3 1.040 11.640 132.391 126.030 

139.3 1,116.0 981.8 162 88,006 705,312 466 
99.0 908.6 777.6 67,144 60,984 559.559 478,940 
32.3 289.0 253.6 17. 13,828 123,739 108,599 

“B48.9 7,285.4 “6225.3 ~408,934 405.467 ~ 3,471,732 2,975,626 

September 1951. 


~~ 


(Total 2 Units) . 6.0 9.0 38.5 
ME soccsescsens 2.5 4.0 17.5 
Beare 3.5 5.0 21.0 
‘Archie Comic Group .. 7.0 6.5 33.5 
Fawcett Comics Group 15 45 22.5 
| ‘Harvey Comics Group 7.5 5.5 35.5 
Lev Gleason Comics ... 7.3 7.0 65.4 
‘Marvel Comic Group: 
(Total 3 Units) .... 30.0 30.0 150.0 
Red Unit ...... 10.0 10.0 50.0 
#Blue Unit ....... 10.0 10.0 50.0 
| Yellow Unit ‘ 10.0 10.0 50.0 
| National Comics Group: 
(Total 2 ord 7.0 11.7 93.0 
Red Unit 3.3 6.3 48.4 
Blue Unit 3.8 5.3 45.0 
Quality Comic Group 40 20 40.0 
‘Standard Comics Group ‘ 4.5 3.5 23.7 
- , .. BOOTUTT ET ee “748 79.7 502.1 


i ame —Li 
. dan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan. -Sept 
iss inst 1952 1951 1952 1951 
hee 3 9,798 085 682 
American Girt . . 198.3 1647 10,89 ‘ y 
ee ae 30 ies 165.7 133.7 14925 11,398 112,751 1,022 
“*Child Life ............ 3.2 43 17.1 16.0 1,391 1,861 7,319 6,885 
**0pen Road .......... 76 8.7 63.0 64.2 3,268 3,753 7,053 7,526 
— 7 OLDS 26.3 296 1935 2047 11,010 12,408 81,215 85,902 
TD ON soit ss 5 often 844 ~ 822 ~ 637.6 583.3 41,487 218 ~ 313,423 282,017 
“Not publishes in July and August. *Not published in August. “Not published in June, July and August. 
Outdoor & Sports 
*American ny ecetade 67.3 579 4824 4141 : 24,838 207,00 77,654 
Field & Stream .............. 614 603 4951 5118 352 25.843 197,104 219,595 
*Fur-Fish-Game .......... 202 19.0 1706 170.5 8,652 8,161 73,167 73,074 
t*Hunting & Fishing ......... 25.3 26.0 2416 2444 10,861 21,144 103,695 104,808 
EE CIS sdraescesdch cas 548 50.2 482.6 4747 23,506 21,533 207.018 203,693 
*Qutdoor Sportsman ........... 115 9.0 105.0 . ; ; , . 
a... 488 491 437.0 451.2 20,921 21,056 187,518 — 193,441 
eee 289.3 2815 2414.3 2,370.9 124115 116,436 1,020,542 1,017,017 
tCombinee with Outdoorsman in February 1951; no January 1951 issue. 
= . 
Magazine Linage Trend Figures in thousands 
WEEKLIES 
1952 1952 
sept.||,265 ] sepr.|538 | 
AUG.| 887 | uG.| 342 
1951 1951 


WOMEN'S 
1952 


ave.[43i—] 


1951 


ser 


Science & Mechanics 


Mechanix [Illustrated ......... 72.1 62.0 656.0 
Popular Mechanics ............ 149.2 1344 1,324.9 
Popu'ar Science .... 130.9 112.9 ,107.8 
#t*Science & Mechanics ....... a3 49.0 _ 320.0 
Perretrr 3 3088.7 


Total Grow 309. 
Not included in totals. tAugust- ee issues combined. 


Detective & Fiction 


Dell Men's Group ............. 13.6 12.7 167.7 
*Popular Fiction Group omeb 10.8 13.2 123.3 
t*Sport Men's Group .... ; 48.1 24.2 257.3 
*Thrilling Fict'on Group ........ 10.2 9.8 __109.6 

|) Ore 82.7 .9 657.9 
t Formerly Mactadden Men's Group; no January 1 issue. 
Farm 
Capper's Farmer ............ 42.7 50.8 467.5 
Country Gentleman .......... 88.4 1119 755.6 
Farm Journal .. dain 89.9 88.9 816.2 
Farm & Ranch—Southern 

Agriculturist ‘ ; 31.0 38.0 310.3 
{Progressive Farmer 89.5 89.9 820.9 
Successful Farming . 94.8 104.2 826.6 

Total owt 436.3 483.7 3,997.0 


Group 
+See note at end of linage tabulation. 


Newspaper Sections (1) 


(Nationally distributed with Sunday newspapers) 


§tAmerican Weekly ........... 41.5 445 321.7 
+ Parade ee 46.2 43.4 315.9 
iThis Week Manazine ...... 79.5 711 554.3 

ee a 167.2 159.0 1.91.9 
§Changed from 1,000-line page to 850-line page on May 11 


September 1951. 
Newspaper Sections (II) 


(All other newspaper sections and comics) 


tFirst 3 Markets Group ....... 27.3 25.1 223.3 
tN. Y. Herald Tribune-This 
TE Sosduseessconsnecahe se 28.2 38.6 268.3 
+New York Mirror Magazine . 43.3 44.1 335.7 
tNew York Times Magazine .... 256.7 2224 1,362.4 
tPuck—The — Weekly .... 10.8 148 at 
reer ree 3 345.0 2,303. 


366. 
+Four issues ‘a September 1952; five issues in September i951." 


dune 1952. 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 


‘American Comics oom 


Tota 
‘September-October issues combined. Not included in totals. 


Canadian National Weekend Newspapers (Rotogravure Linage) 
442. 
456. 
670. 


tla Patrie 53.5 67.0 429.5 
tla Presse 56.4 70.1 439.3 
+Star Weekly ... 77.0 90.7 626.1 
tat Weekend Picture agazine .. 40 0 546.2 


Te DOE 5 iconcatets pave 186.9 T4949 
tFour issues in September 1952; five issues in = 1951. 


— 


ssse 


— 
o 
- 
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RBOoOorAo COSCO CONOOWUG 


1 
3 
8 


“1569.2 ~ 183,082 
{Started publication on Sept. 


593.4 16,158 13, 
1,124.8 33,418 30,100 
1,005.3 20,312 25.291 

251.0 15,069 11,094 
2,723.5 78,888 69,285 

159.4 5.867 5,475 

147.7 2.408 2,954 

220.1 20.642 10,394 

100.6 2.274 2,184 

627.8 ~ 31,191 ~ 21,007 

428.2 29.097 ' 

838.1 60.158 76,151 

798.0 38,488 38,123 

321.1 21,140 25.820 

699.5 ‘ 61,159 

818.5 42,649 46,851 
3,903.4 252.441 282,704 

415.2 35,192 44,316 

342.6 39,254 36.893 

5645 _ 67.563 _ 60.428 
1,322.3 142,009 141,637 
. 1952. tFour issues in September 

224.3 27,200 25,000 

327.0 ry 4 32,787 

372.1 44,017 

346.2 218. 23 980 

sor 4 20,533 28,249 


332,483 319,033 


‘Nichanged from 1,000-line page to 980-line page ir 


2.268 3,402 
945 1,512 
1,323 1,890 
2.646 2,457 
567 1,701 
2.835 2,079 
2.772 2.646 
11,430 11,430 
3,810 3.810 
3,810 3,810 
3,810 3,810 
2.646 4.601 
1.229 2,395 
1,418 2,206 
1,512 736 
1,701 1,323 
26,377 30,395 


53,471 67,032 
56,453 70,147 
73,158 185 
72,12 — 

3, 223: et 


"2.322.697 


“T.059, 385° 


222,875 223,950 
227,820 277,498 
332,655 371,552 
1,158,038 1,144,225 
216,659 258,032 
2.158,047 2,275,257 


72.197 
27,589 
110,423 
24,539 


~~ 234,748" 


318,367 
513.883 
349,765 
210.827 


558.036 
371,819 


2.265.939 


413,984 
290.909 
__ 479,511 
1,184,404 
five issues in 


320.581 
268.061 
470,743 


1952; 


14,553 17,703 
6.615 8,505 
7,938 9,198 

14,595 12,845 
8,505 3,986 

13,419 11,416 
4,948 478 

57,150 57.150 
9.050 19,050 

19.050 19.050 

19,050 19,050 

35.210 38,684 

18,256 20.665 
6.963 18.019 

15,120 10,862 
8,930 7,938 

92,430 209 062 
429,408 442.101 
439,365 456.336 
594,984 637,427 
541,268 oe 
“1.463.757 1.535.864 
. 1951. ZNot included in 


a oe ee Wi ee). RP kn 20) Eee he aes 6c a -" 
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" | o. Naeaee 
a i: ace 
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) 1952 1952 1952 | ieee 
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tember 1952; four issues 


SuSRISs SSE 
ccoooeso wil 


Pages -- 
Sept. Jan.-Sept. Jan.-Sept Sept Sept. 
1951 1 1 1951 
55.5 356.3 396.0 30,532 7, 
62.4 397.3 428.2 3,909 42,413 
54.5 350.2 321.9 33,780 37,039 
65.6 515.9 532.8 49,058 598 
57.9 439.8 483.9 42,617 39,356 
83.5 642.0 580.5 16,1 15,917 
88.0 655.5 641.0 18,655 16.016 
31.0 2178 243.3 18,041 1,097 
36.9 242.3 264.5 24,189 25.845 
40.9 240.9 302.2 22.285 660 
80.8 693.6 710.6 51,422 54,947 
158.8 1,244.2 1,205.0 73,640 66,710 
Biss 59958 61699 S16 237 430,597 
in September 1951 
44.0 500.2 405.3 42,075 29,920 
37.7 318.2 319.8 17,920 15,820 
71.3 8492 673.8 860 29,960 
77.0 395.5 676.0 7.280 14,014 
48.0 481.0 324.0 9,646 8,736 
49.0 513.5 336.5 12,462 114 
66.0 692.0 540.5 14,924 12.012 
17.5 257.5 148.5 5.610 2.975 
9.0 52.0 51.5 930 1.674 
52.0 0 438.0 8,750 9,100 


Advertising Age, October 27, 1952 


Lines ——— _— _— Pages - —-— -_— —_——-Lines——_—_- 
Jan.-Sept. Jan. -Sept Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 

French (Intercontinental) ..... 38.0 40.0 354.0 315.0 6,650 7,000 61,950 55,125 
French (Paris) ............ 50.0 59.0 600.0 557.0 8750 10,325 ‘900 97.475 
242,646 269,366 French (Provincial) ...... 58.0 67.0 599.0 5610 10.150 11.725 103,855 98.175 
270,133 = 290,286 French (Swiss) 20.0 240 229.0 235.0 3,500 4,200 075 41,125 
238,110 259,662 German 68.0 36.0 4520 263.0 12,376 6,552 82,264 7 866 
350, 362,395 German (Swiss) 21.0 240 7110 2300 3822 4,368 37,402 41,860 
| ses es as caeeeoC Sas Base 
116,844 = 106,365 Japanese 230 330 2185 2130 4186 6,006 39,767 766 
119,847 106. Slatin A 11.0 7.0 89.0 37.0 1,353 861 10,947 4,552 
148,347 165.4 Mexican . 775 61.0 646.0 539.0 14105 11,102 117,663 97,468 
169,538 = 185,101 New Zealand 23.0 25.0 2300 1620 4,186 4/550 ‘860 484 
68,430 = 211,573 Norwegian 140 150 1390 1365 2.380 2,550 23,630 23,202 
471,652 483,157 Ss per pps 68.0 715 7440 615.0 15.400 12,512 130,189 107,626 
522,900 __ 506,100 South African ........... 70.0 640 530.0 4540 12530 11.456 95.970 81,246 
1,717,558 1,764,040 Southern Hemisphere 535 365 442.0 377.0 9,737 6.643 71,708 68.614 
fle aR 410 430 317.5 2785 7,626 7,998 63, 534 
PEENNUED « ccccsccccscccee 884 608 6961 5225 37.135 25,550 292.425 219,380 
tTime-Latin American .......... 103.8 848 830.0 7423 43.610 35.630 348670 311,920 
SUMMER Scie cecaccaeesude 687 532 5103 0 28,840 22.330 214270 162,960 
tor} Fit g--4 icc cd oncss. .cc eae. 3399 1817 15,260 9,800 142,600 76,370 
700 2821990 GE sacs cuuseonts 1571.1 1,357.1 13,279.9 11,1679 422,97@ ~344,626 3,473,675 2,881,629 
tFive issues in September 1952; four issues in September 1951. Not included in totals. §Started accepting advertising 
71,981 110,202 
87,542 58.968 in May 1951. 
95,511 62.574 
‘ 109,837 NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist 
43,775 25.237 and Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
9.684 9.610 particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 
£1,870 76.650 appears in an edition representing 15% of the total circulation of the magazine, it is counted im the totals as .15 pages. 


H. H. HETHERINGTON 

New York, Oct. 23—-Howard H. 
Hetherington, 64, eastern 
tising representative of Jewelers’ 
Circular-Keystone, a Chilton pub- 


lication, died Oct. 21 at Doctors’ 
Hospital. 

Born in Philadelphia, Mr. Heth- 
erington joined the old Keystone 


in 1911 as a reporter. Subsequent- 


ly, he became manager of the pa- 
per’s Chicago office and later of 
its New York office. In 1929, he 
joined the advertising staff of Jew- 
elers’ Circular. When that paper 


took over Keystone in 1935, Mr. 
Hetherington became eastern ad- 
vertising representative of the con- 
solidated papers, and continued in 
that position until his death. 
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Sell the top man 


PACIFIC EDITION «+ 


ADVERTISING OFFICES: Londen + Montreal - New York + Paris 
Tokyo + Toronto + Zurich + Atlante + Boston + Chicage + Cleveland 
Detroit + Philadelphia + St. Lovis + San Francisco 


—and you influence 
a great many others 


Surveys among TIME International subscribers show that 
more than nine out of ten hold positions of influence in business, 
the professions, and government. Naturally, this influence 
carries through to the buying habits of the many people who 
follow their leadership. 


Because TIME International is published in regional edi- 
tions, an advertiser can direct his message to important people 
in any one market—in any combination of two or three or in 
all four of the major market areas outside of the U.S. Adver- 
tising content is different in each edition of TIME—and 
advertisers pay only for those markets they wish to reach. 


| ME International 


The Important Magazine Everywhere 


LATIN AMERICAN EDITION + ATLANTIC EDITION 
CANADIAN EDITION 


Leonard Nicholson, 
Famed New Orleans 
Publisher, Is Dead 


New Orveans, Oct. 21—Leonard 
Kimball Nicholson, 71, chairman 
of the board of the Times-Picayune 
Publishing Co. since last May, died 
Oct. 19. 

An active member of the pub- 
lishing company for almost 50 
years, Mr. Nicholson was elected 
president in 1918 and became edi- 
tor of the Times-Picayune in 1922. 
Because his health was failing, Mr. 
Nicholson requested that he be re- 
lieved of these duties last spring 
when he became board chairman. 


|The company also publishes the 


afterncon New Orleans States. 
The son of Eliza Poitevent 
Nicholson, publisher of the Picay- 
une, and George Nicholson, busi- 
ness manager of the paper, Mr. 
Nicholson attended Virginia Mili- 
tary Institute, where he roomed 
with Gen. George C. Marshall, 
Army chief of staff during World 
War II and later Secretary of 
State and Secretary of Defense. 


s After he was graduated in 1901 
from YMI, Mr. Nicholson studied 
law at Tulane University where 
his only son, Jerry, is now a senior. 

After leaving Tulane, he started 
with the Picayune as a counter 
clerk. He worked on the paper’s 
advertising and circulation staffs 
before assuming direction of the 
Picayune, which was merged with 
the old Times-Democrat in 1914. 
The New Orleans States was pur- 
chased by the company in 1933. 

As editorial director of both 
papers, Mr. Nicholson uncovered a 
series of frauds in the Louisiana 
general election of 1932, and in 
1939 directed a campaign exposing 
a corrupt state administration un- 
der Gov. Richard W. Leche, who 
later resigned the office. 

In addition to his long service 
with the Times-Picayune papers, 
Mr. Nicholson also was a director 
of the Associated Press from 1933 
to 1951, the maximum time al- 
lowed by AP by-laws for a direc- 
torship. He was a former director 
of the North American Newspaper 
Alliance and the Southern News- 
paper Publishers Assn. and was 
active throughout his career in 
New Orleans charitable activities. 


WILLIAM W. YOUNG 

New York, Oct. 22—William W. 
Young, 84, former publisher of 
Golf Magazine and Forum, and 
brother of the late Art Young, 
noted cartoonist, died yesterday 
after a long illness. 

He was born in Monroe, Wis., 
and while an undergraduate at the 
University of Wisconsin, he 
founded the Daily Cardinal, still 
the university newspaper. After 
serving as news editor on the 
Madison Democrat, he came to 
New York in 1894 and joined the 
staff of the old New York World. 

During his career, Mr. Young 
was managing editor of Good 
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Housekeeping, editor of Publishers New York area. 


Guide, editor and manager of 
National Editorial Service, na- 
tional publicity director of the Boy 
Scouts of America, and publisher 
of Golf Magazine and the Forum. 

He directed and produced silent 
films of “Alice in Wonderland” 
and “Alice Through the Looking 
Glass,” and was associated with 
the late Clarence Darrow in mak- 


ing a motion picture, “Mystery of | 


Life,” 


HAROLD A. LaFOUNT 
New York, Oct. 22—Harold A. 
LaFount, 72, a former federal ra- 


dealing with evolution. 


dio commissioner and consultant | 


on radio for Bulova Watch Co., 
died yesterday in Detroit. 
Born in England, he came to this 


country as a child and received a) 
degree in civil engineering from | 


Utah State Agricultural College. 


After assisting his father in the| 
he became) 


hardware business, 
manager of Pacific Land & Water 
Co., Salt Lake. In 1927, President 
Coolidge appointed him a federal 
radio commissioner. 


He was a pioneer in improving! 
radio reception for listeners by) 


regulating the power of stations 
and promoting program improve- 
ments. 

He encouraged the perfection of 
television, and in 1931 proposed 
censoring TV programs to prevent 
abuses through excessive advertis- 
ing. He also helped draft rules for 
political radio programs. 

He left the Federal Radio Com- 
mission in 1934 to take charge of 
all Bulova radio interests. 

He became president of the At- 
lantic Coast Network, New York; 
Broadcasting Service Organization, 
Boston, and National Independent 
Broadcasters. He was v.p. of Wo- 
damm Corp., Greater New York 
Broadcasting Corp., and Fifth- 
Forty-Sixth Corp. 


WILLIAM Y. DEAR 

Monrciar, N. J., Oct. 23—Wil- 
liam Y. Dear, 79, board chairman 
and former president of Jersey 
City Printing Co., died yesterday. 
He was the son of Joseph A. Dear, 
one of the founders in 1868 of the 
Evening Journal, predecessor of 
the Jersey Journal, Jersey City, 
N. J 


Jersey City Printing Co. was or- 
ganized in 1893 to take over the 
newspaper’s job printing. The 
company also prints text books 
and telephone books for the greater 


“Mr. Dear was graduated from 
Stevens Institute of Technology 
and joined the printing company 
in 1893. His brother Walter M. 
Dear, former publisher of the Jer- | 
sey Journal, sold his interest in 
the paper to Samuel I. Newhouse, 
owner of a chain of newspapers, 
in 1945, and Mr. Newhouse became 
sole owner last year (AA, Oct. 22, 
51). 


GEORGE A. McDEVITT 
New York, Oct. 21—George A. 
McDevitt, 70, senior partner of | 
George A. McDevitt Co., newspa- | 
per publishers’ representative, died 
yesterday at his home here. 

Born in Philadelphia, Mr. Mc- 
| Devitt was graduated from St. 
Joseph’s College, there, in 1902. 
He joined the advertising staff of 
| the old Philadelphia North Ameri- 
can, and a few years later became 
classified advertising manager. In 
| 1914, he came to New York as na- 
| tional advertising representative 
| of the newspaper. 
| Five years later, Mr. McDevitt 
founded his own company, which 
handles national advertising for 
the Boston Herald-Traveler, Wash- 
ington Times-Herald, Trenton 
Times, Wheeling News, Scranton 
| Times and Camden Courier-Post. 


W. J. WARD JR. 

| PYKEvILLE, Ky., Oct. 21—-W. J. 
| Ward Jr., publisher of the Pike- 
ville Daily News, operator of Sta- 
tion WLSI and president of the 
Citizens Bank of Pikeville, died 
Oct. 15. 


| 
| DWIGHT S. PERRIN 

Tucson, Oct. 21—Dwight Stan- 
ley Perrin, 64, former executive 
director of the Syracuse Herald- 
Journal, died here yesterday after 
suffering a heart attack. 

Born in River Falls, Wis., Mr. 
Perrin started his newspaper. ca- 
|reer with the old St. Louis Times 
in 1909. He retired as executive di- 
rector of the Syracuse daily two 
years ago, and was made an hon- 
orary member of the American 
Society of Newspaper Editors the 
day before his death. 


JOHN E. DUBOIS 

NeEwakkK, N. Y., Oct. 21—John E. 
Dubois, 77, retired former owner of 
Newark Gazette and Marion En- 
terprise, died here yesterday at 
Newark Hospital. 


Thomas F. MeGirath — 
and Associates 


“ENGRAVINGS 


DAY and NIGHT SERVICE | 
2 eel > \k. Winots 
——- Sl —(<‘(C;t;é;SY 


ver try us for 


engravings? You'll be 
Surprised, 


so. Color 


black-and-white. 


agreeably 
as well as 


ft 4 


MANUFACTURER 


ol 


CAR DEALER 


You Reach Both 


All Year Long...Because... 


Both Reach For 


The reference book of the automotive industry — that's the 
Automotive News Almanac. It goes to the 40,000 subscribers of 
Automotive News — the only weekly newspaper in the industry. 
These readers are the key men in automotive manufacturing plants 
and car dealerships. They buy, sell, service, design, and specify your 
type of product. They refer to Automotive News Almanac all 
year long for the industry's most authoritative information; statistics, 
charts, graphs, historical data. 


Your advertisement in the 1953 Almanac will be a persistent year- 
round salesman in your two biggest markets. 


Published with the April 27 issue. 
Forms close March 16 


RESERVE '53 SPACE NOW 4 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. | INDUSTRY a 


PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspek, Advertising Menager, 51 E. 420d St.. Murray Hill 7-6871 
Chicege — J. Goldstein, Western Manager, 360 N. Michigen Ave.. State 2-6273 
Les Angeles-——R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 26466 Penobscot Bidg.,. Woodwerd 3-0495 
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® You've been at it five, 


You've had your experiences (brother!), but for 
every one of the inevitable floperoos, you've scored 
a dozen solid suecesses. Each job has been a little 
better than the one before, and now you know you ! 


Toa Man ontheWay UP 


lines (maximum—two) 30 letters and 


column inch. Regular card discounts, 


ten, maybe twenty years. 


HELP WANTED 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. 
RN 8 


! POSITIONS WANTED 


| YOUNG SPACE BUYER 

We're looking for a young man with 
some years of good agency experience 
who would like opportunity to head up 
space buying in one of our offices (Chi- 


. . | cago). Write brief, specific facts about 
have valuable perspective and special knowledge that || yourself and your’ experience. All cor- 
|respondence in confidence. Our staff 


is going to waste in your 
frankly, everybody would 


better job. If you have come to this point, we suggest 
that you tell your story in the classified columns of 
Advertising Age. We know from years of experience 


| that this a very effective 


offers in the five-figure income range. One man recent- 
ly got eleven such offers. Why not you? 


knows of this job 

| Box 5274, ADVERTISING AGE, 

} 200 E. Illinois St., Chicago 11, Ill. 

| ASSISTANT ACCOUNT EXECUTIVE 

for large agency in Midwest. Prefer exp. 

}on agricultural or similar equipment. Ex- 

cellent opportunity. Salary $10,000. 

SHAY AGENCY 
30 W. Washington St. - Chicago 2, Ill. | 
FRED J. MASTERSON 

ADVERTISING—PUBLISHING | 


present position .. . that, 
be better off if you had a 


method of getting good 


| PERSONNEL 
| All types of positions for men and women. 
| 185 N. Wabash Fr 2-0115 Chicago | 


| BUSINESS MEN’S CLEARING HOUSE 
209 S. State, HA 7-4577, Chicago 
EXCELLENT OPPORTUNITY FOR 
ADVERTISING-MERCHANDISING MAN 


° e | other products for the metalworking in- | 
ormation or V b ers |} dustry has opening for aggressive, ex-| 
| perienced advertising man. Excellent op- | 


A long-established large central New 


| 

| Contact Don Hill for | 

| ADVERTISING POSITIONS 

ee | 
| 

| England manufacturer of machinery and | 


| portunity for right man to develop into | 
| head of advertising-marketing-promotion 
| department. Primarily an industrial mar- 


4482. Survey of Commercial 
Market for Floor Coverings. 

From Buildings comes a new 
tudy, “The Floor Covering Mar- 


No. 


et,” which tells how building 
wners and managers buy floor 
overings for office buildings, 


ypes and brands they prefer, how 
uch they will buy next year— 
nd for what areas of their build- 
igs. This study will be of particu- 
ar interest to those concerned 
ith the sale of asphalt tile, rub- 
“r tile, linoleum, cork, plastic 
sbestos, vinyl plastic, carpeting, 
c 

| 
lo. 4435. The Whole Marketing 

Picture in Oakland, Cal. 

Here is an exhaustive book, “The 
right Spot,” offered by the Oak- 
nd Tribune, which—containing 
market section, a circulation sec- 
ion, and an advertising section— 
vers the Oakland story from 
eal Climate to Retail Linage. | 
ith charts, graphs, statistics and} 
10tographs, it gives the facts on! 
»pulation, home construction, ed- 
cation, climate, industry, owed 
trial investments, utilities aid to 
manufacturing plants, transporta-| 
tion, buying power of the Navy 
payroll, port facilities, and much 
more, including of course break- 
downs of retail sales and media 
data 


| ing products suitable for A&P dis- 


No. 4485. New Study of Grand 
Rapids Market. ] 

“The Grand Rapids Press Leads 
in the Billion Dollar Western 
Michigan Market” is a new study 
which the newspaper offers, cov- 
ering population, income, retail 
sales, and wholesale and retail out- 
lets in both the Grand Rapids met- 
ropolitan market and the retail 
trade zone, as well as the 25-coun- 
ty western Michigan market. De- 
tailed media data and a round-up 
of merchandising services are in- 
cluded 


Note: Incuirtes for the items listed above will not be serviced beyond Dee. 8. 


USE COUPON TO OBTAIN INFORMATION 


—-please print or type) 


NAME 
COMPANY 
ADDRESS 


' 
| 
{ 
i 
| 
I 
! 
| 
| 
| 
| 
| 
! 
| 
| city & ZONE 
I 


Readers Service Dept., ApvErRTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


quenastenenanenencsananenencnesanerasenasenesenesenanesenemend 


|ket but some experience in consumer 
; ; ; ; goods would be valuable. Send complete 
No. 4483. Guide to Sales in Illinois. |resume of persona! qualifications, educa- | 


“Handbook for selling in the’ tion and experience, and salary expected. | 
Illinois State Market” is a new of- poem 4 photograph. All replies confi-| 
. . P : | dentia 
fering from Illinois Daily News- | Box 5267, ADVERTISING AGE, “— 
paper Markets, which presents a} ae Ae Ne MING bal 
thorough analysis of the sales po- FOR ALL TYPES OF POSITIONS | 
tentials of the Illinois market be- afnenes Dees? 
- . s z q a 7- Cc 
yond the limits of Cook County. | —— SARNARD 
This is a market of more than 4,-| 4 service for employers and applicants 
000,000 people in 35 separate cities, | in the fields of advertising and publish- | 
’ | ing. Office and professionai 
Central 6-3178 178 W. Adams Ss) 


|2 dailies. 


MEDIA SALESMAN. UNUSUALLY 
QUALIFIED EXP. IN RADIO, 
MAGAZINE, 
sales. Excellent ref. and 
success proof. Agency background. Col- 
lege grad., married, age 32. 1951 earnings 
over $10,000. Desire change for increased 
incentive and opportunity by Jan. Ist. 
Box 5264, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
RADIO-TV DIRECTOR, PRODUCER, 
WRITER Creative sales-minded executive 
with extensive background of 12 years 
spent in production and sales with lead- 


trade paper 


| ing radio stations and national networks— 
|plus 3 years of experience in radio-TV 


production, writing and client contact with 


lleading 4-A agency handling big na- 


tional accounts—seeks opportunity with 
forward-moving agency in Chicago or 
Midwest. Married, college graduate, ex- 
cellent references. Address. 

x 5265, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ASSOCIATE PUBLISHER of Chicago 
weekly chain seeks. . .key editorial and/or 
advertising position in New York area. 20 
years experience with dailies, weeklies, 
and trade publications. 

Box 5273, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
GAL FRIDAY for small Chi. agency. Exp. 
in prod., bookkeeping, and space buying 
enables me to carry your message to Gar- 
cia inside the shop while you service accts., 
call on new business. Box 5275, Advertis- 
ing Age, 200 E. Illinois St., Chieago 11, Ill. 
IDEA MAN WILL WORK WITH YOU. 
At present am regional editor for five 
business papers. Formerly a_ publicist 
and newspaper reporter. Age 31, married, 
vet, and sober. Minimum $8,000. Chicago 
area. Agency, manufacturer, association. 

Box 5269, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
COPYWRITER seeking opening in agency 
field. 2% successful years selling and 
preparing retail copy and layouts with 
Ready for bigger load than 
present job offers. Illinois grad., journ. 
major. Prefer Mid-west 

Box 5272, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


No. 4484. New Trend in Cosmetic | 
Sales. 


POSITIONS WANTED | 
MANAGER - ART DIRECTOR | 


ADV. 


Women’s Wear Daily offers a/| Experienced in layout, lettering, art, | 
“ . * ‘ ; copy and production tail and Mfr. ex- 
Survey on Self-Service Toilet perience. Presently Adv. Mgr. AAA-1 


Goods Sections in Department and | Toy ner Seeks connection v= | 

nic , > ” ; | sive mfg. illing to relocate . Married. 
Specialty Stores.” One third of Salary $10,000. | 
-the stores surveyed are already us- Box 5266, ADVERTISING AGE, 
ing self-service on the best traffic 200 E. Illinois St., Chicago 11, Tl. ___| 


side of the toilet goods ie SPACE SALESMAN trade paper or maga- 
| 


, zine - Desire Chicago-Midwest or SW | 
ment, and more are planning on | loc. gt ge igre 5 yrs. exp., ag- 
it. In spite of opposition on the} °c 55.870 eeTisING 
part of some merchants, the move-| 


Box 5270, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 

ment seems to be gaining momen- | 

tum. 


Ad Manager Wanted 
No. 4486. Special Merchandising | 
Through A&P Stores in West- 
ern Michigan. 

“Here’s Willy with the WOOD 
Bundle” is a new data folder pre- 
senting details of Station WOOD'’s 
special arrangement with the 29| butter . . 


Our plant is in a sleepy Ohio col- | 
lege town of 5,000 but it’s a mere | 
15 miles to the “big city.” Our} 
operation is the town’s bread and 

. we employ 1100. Wel 


PUBLICITY WRITER/ACCOUNT EXEC. 
talent stifled in present position. Special- 
ist in fashion but experience diversified. 
I've been told I’m tops in my line. I 
have a bonnet full of ideas and a fat 
scrapbook full of accomplishments. I'd 
like to tell! YOU about them. Chicago lo- 
cation only. 
Box 5268, ADVERTISING AGE, 

200 E. Illinois St., Chicago i1, Ill. 
NEED KEEN LIBRARY RESEARCH? 
Ph.D. can analyze or abridge, detail or 
digest. $3 per report page. Lee Bradley, 

333 N. Michigan, Chicago 1, Ulinois. 
ART DIRECTOR—12 years exper. in agri- 
cultural field. Strictly top grade man. 
Midwest or south preferable 

Box 5362, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
We can efficiently represent one or two 
additional trade or class papers in the 
Mid-West. Chicago office. Fill Facilities, 
wide acquaintance. Commission basis. 

Box 5271, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
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‘Color Ads, TV Back 
| Seattle Opening of 
$2,000,000 Bakery 


SEATTLE, Oct. 21—Three-color 
| newspaper ads, outdoor posters 
and television are all being used 
to plug a new bakery. 

Described as “the most com- 
pletely automatic, precisely con- 
trolled bakery ever built,” the new 
plant was erected by Langendorf 
United Bakeries, San Francisco, to 
serve the western Washington area 
at a cost of $2,000,000. 

Taking its cue from the con- 
struction cost, Langendorf is fea- 
turing a new “million dollar bread” 
}and advertising copy stresses its 
i“new million dollar flavor, new 
million dollar freshness, and new 
million dollar quality.” 


s Just so no one misses the point, 
the headline for full-page three- 
color newspaper ads reads: “It’s 
new! Tastes like a Million!” 

The Langendorf promotion open- 
ed with pages in metropolitan 
dailies plus smaller space inser- 
tions in other dailies in the Puget 
Sound area, all using three colors 
where available. Outdoor posters 
also carry the million dollar story, 
and the “Range Rider” and Hopa- 
long Cassidy are bringing it to TV 
audiences over KING-TV, Seattle. 

Long Advertising Service, San 
Jose, Cal., handles the bakeries’ 
newspaper schedules and outdoor; 
Biow Co., San Francisco, handles 
the television end. 


WBT., WBTV Appoint Struble 


William H. Struble, formerly 
sales promotion manager for Ed- 
gar Morris Sales Co., Washington 
distributor for Westinghouse, has 
been appointed promotion super- 
visor by WBT and WBTYV, Char- 
lotte, N.C. Mr. Struble at one 
time was promotion manager for 
— Cincinnati television out- 
et. 


Harris Elected President 


Harold R. Harris, v.p. of the At- 
lantic division of Pan American 
World Airways, has been elected 
president of Northwest Airlines 
Inc., St. Paul. He will take over 
the position Jan. 1, when Croil 
Hunter, now president and general 
manager, moves up to board chair- 
man. 


Erwin, Wasey Names Hunter 


if you're not OUT of a job... 
. . . it’s hard to find time to look for a 


A&P stores i h re ids | ; ; better one. Register with us and we'll | 
- . oe es me Grand Rapids! urn out three major lines . . . all | discreetly (but effectively) keep you | 
area for chain-wide promotions) "~~ E | abreast of openings in your end of the 
tying in with 13-time contracts. | distributed nationally ...our name | advertising and publishing industries. | 


Of interest to all advertisers hav-| has been a byword in the trade 


tribution. for 35 years. | 


We've got a big job for a big. 
man. Our expanded program and | 
six-figure budget include a con- | 
sumer and trade space schedule, | 
catalogs, dealer helps, plans for a| 
house organ and overall public} 
relations setup. Our ad manager | 
will act as liaison with our Agen- 
cy, spark ideas, handle budget} 


and all the usual functions. 
If you can take this bull by the | 


No. 4469. How to Reach the Fore- 
men in Industry. 

Described as information on how 
to reach the “foremen in indus- 
try,” a new Media and Market 
Data File is offered by Manage 
magazine. The publication actual- 
ly circulates to management men, 
from foreman to president. The file 
contains data on background and 
history, market served, circulation, 
editorial, advertising, and mer- 
chandising services offered. 


résumé and include a picture. 
Sound Agency or ad manager ex- 
i perience is a must. Salary is open 
||... we'll pay the right price for 
I\ the right man. 


All interested personnel in our 
firm and at the Agency know of 
this ad. All applications are con- 
fidential, all inquiries will be an- 
| swered. Write box 291, 


ADVERTISING AGE, 
STATE 


horns, send us your complete | 999 F [linois St., Chicago 11, Ill. 


200 E. Illinois St., Chicago 11, Il. 
ee 


MOLENE PERSONNEL 
W. Adams Chicago 3 
ANdover 3-4424 


Rollo Hunter, formerly copy 


|chief for John I. Edwards & As- 


sociates, Hollywood, has been 
named to the radio and television 
department staff of the Los Ange- 
les office of Erwin, Wasey & Co. 
At one time he was a program ex- 
ecutive with the western division 
of American Broadcasting Co. 


Idea man to create child appeal 
premiums out of cardboard, 
wood, metal and plastic. Full 
time or free-lance. Can work 
out of either Chicago or New 
York office. Give full details in 
reply. Applicants will be inter- 
viewed in Chicago and New 
York. 
Box 290, Advertising Age 


ATTENTION 


TRADE PAPER SPACE SALESMENI! 
IN ST. LOUIS AREA 
oeere ee eee eeee 
Opportunity is probably 

| knocking at your door 
*eeteeeeeerteetet ¢ © 
} Our Advertising Agency is in the 
| throes of ¢é ion a 

| top-notch, aggressive, 
type men. 

| thelr 

| 


agencies. You choose your own. 
Our employees know of this ad. 
| We adhere to strict confidence on 
| every reply 
Give full account of yourself, per- 
ly bust. ~ . 


ADVERTISING SALESMAN 
Leading business paper has open- 
ing for salesman who has good 
knowledge of general advertising 
media and agencies. $8,000 mini- 
mum plus employee profit-pension 
plan and commission over base 
which offers opportunity to sub- 
stantially increase earnings. 50% 
travel with all expenses paid. Must 
be a live wire. Give full details 
about yourself and references in 
paar of application. 


| Box 293 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIL. 


IDEAS FOR SALE 
To: Advertising ye POP Suppliers 
Gnd Rovertiere we offer IDEAS 


—POP DISPLAYS AND ADVERTISING 
SPECIALTIES. (Over 31 years expe- 
rience serving National Accounts). 
Write for details of this Unique, in- 
dividual Service. 

GUSTAV JENSSEN and STAFF 


P. O. Box 8005, Tampa, Florida 
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BEG Xs 4 ape 
ALL ABOARD—Within 25 years, man will be able to land on and explore the moon, 
according to Dr. Wernher von Braun (left), designer of the V-2 rocket. Design of 
the moonship, shown here, and blueprints appeared in a recent issue of Collier's. 
Looking over the model with Dr. von Braun, at an advertiser-agency luncheon, are 
Clarence E. Stouch (center), presiclent, Crowell-Collier Publishing Co., and Fred Barrett, 
v.p. and medio director, Batten, Barton, Durstine & Osborn. 


wich, N. Y. Benton & Bowles con- 
tinues as agency for Norwich and 
Kiesewetter Associates for Eaton. 
Doremus & Co. will continue to 
handle financial public relations 
for Norwich. 


Doug Smith Leaves Buchen 


Doug Smith has resigned as ex- 
ecutive art director of the Buchen 
Co., Chicago agency. Mr. Smith, 
who is secretary of the Chicago 
Federated Advertising Club and a 
former president of the Art Direc- 
tors Club of Chicago, resigned to 
explore the possibilities of setting 
up a specialized personnel consult- 


Taylor-Reed Corp., Glenbrook, 
Conn., manufacturer of frosting 
and pie crust, has bought Spandy 
Inc., West Orange, N. J., manufac- 
turer of Spandy, disinfectant-sani- 
|tizer. An intensive campaign of 
distribution, promotion and ad- 
vertising is planned. Lewin, Wil- 
liams & Saylor, New York, will 
continue directing advertising for 
the product. 


ing service for advertising and the 
graphic arts. 


Appoints Noyes & Sproul 
Noyes & Sproul, New York, has 
been named to handle public re- 
lations for Norwich Pharmacal Co. 
and Eaton Laboratories Inc., Nor- 


th a cool twenty 
million to you. 


‘it’s wor 


if you advertise in Le Droit. French retail gro- 
cery store sales in the Ottawa A.B.C. City Zone 
total over $20,000,000 yearly.” 


over 


Ihof the Ottawa AB.c. 
city zone speak French 


LE DROIT 


Daily Circulation over 26,000 
Head Office and Plant—368 Dalhousie St., Ottawa 


U. S. Representatives— 


SHANNON AND ASSOCIATES 


‘Taylor-Reed Acquires Spandy © 


81 


appointed local television sales 


Ralston Runs ‘Blood Booster’ |sound-on-film recording camera 
| manager of KSTP-TV. 


: jand a tape recorder for the two 
Contest for TV, 2 ayo |best television stations, and three 
Ralston Purina Co., St. Louis, is/tape recorders for winning radio 


conducting a contest for the 341 : 
ABC radio stations and 33 TV sta~|St Louis is the asenee = °°” | Guaranteed to Make Money 
| tions carrying “Space Patrol” to|”” : ; ni i for You! 


romote its Space Patrol Blood 

boosters. Prizes will go to Blood | eerp Promotes Plain 

stations doing the most outstand-| Karl Plain has been promoted 

jing job of promoting “Space Pa-|to national sales manager of 

trol” and the blood program being) KSTP, AM and TV, Minneapolis. 

conducted through that show for) He has been with the stations since 

the Red Cross. | 1928, when he joined as an account 
Prizes for the competition, which | executive, Bill Brazzil, formerly 

ends Dec. 31, include a grand prize |executive v.p. of Fotovox Inc., 

of a 1952 Nash Rambler; a 16mm motion picture producer, has been | 


Selling ideas that produced for others 
at tend your soles, make more 
money for you! This monthly service 
shows what others are doing today; 
gives you dozens of starting-points to 
use in your business NOW. Costs only 
$5, with money back guarantee. Send 
name, address and $5 to: 


BRIEFED SELLING-IDEAS 
400 Madison Ave., New York 17, N. Y. 


| THERE’S MORE MONEY 
| IN DAVENPORT ~ | 
| ECHO. = | 


Davenport $2,074 Moline 


| Rock Island _1,881 East Moline 
*National Average — $1,423 


$1,898 
1,590 


| 


AND MORE LiNEaGe | 

oF Is PLACED IN THE ; 

VENPORT NEWSPapeps 
eae hohe : 


DAVENPORT NEWSPAPERS Total Lineage 26,852,154 
Paper A Total Lineage 12,426,736 
Paper B Total Lineage 11,107,838 


A 


4 2, 


LL MORE 

ND you'Lt GET N=" 

oo youR MONEY BY abe : 
EWSP 7 

THE DAV EN ivi be only effective 


“Newspapers | roviding the 
aes Sree delivered circulation 


throughout the Quad-Cities! 


* Figures from Sales Management Survey 
of Buying Power, May 10, 1952 


MORNING © , 
DEMOCRAT — — Suening — 
. Ss | DAILY TIMES 
DEMOCRAT & TIMES 
Serving the Zuad- Cities of 


_ DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA 


JANN & KELLEY, | 


4 


NC. 
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EARL M. CUMMINGS 
Rockrorp, Ii... Oct. 22—Earl M. 
Cummings, 66, founder and senior 
partner of Cummings, Brand & tising and sales manager of Bur- 
McPherson, died yesterday in son Knitting Co. from 1912 to 1925, 
Rockford Memorial Hospital, when he founded his advertising 
which he entered on Oct. 3. 


Mr. Cummings, who was born in 
Roscoe, lll., came to Rockford to 
live when a child. He was adver- 


agency. 


Christmas 


Shopping Section 


a 


ay = 


KENNETH A. ROTHARMEL 


New Orveans, Oct. 21—Kenneth 
A. Rotharmel, 60, advertising 
manager for Pan-Am Southern 
Corp. for the past 26 years, died 
Oct. 17 at his home, following an 
extended illness 

Before coming to New Orleans 
in 1926, Mr. Rotharmel was on 
the staff of the Miami Herald and 
later was connected with a Cin- 
cinnati agency. 


CHARLES J. BAKER 

Los ANGELEs, Oct. 21-——-Charles 
J. Baker, 62, a copywriter in the 
Los Angeles office of Leo Burnett 
Co., died Oct. 17 following a heart 


Born in Detroit, Mr. Baker 
joined Maxon Inc. in 1930 as a 
copywriter. He joined D’Arcy Ad- 
vertising Co. in St. Louis in 1941 
but rejoined Maxon four years 
later in the Chicago office. He be- 
came associated with the Los An- 
geles office of Burnett in 1949. 


Smith Promotes Detrick 

H. F. Detrick, v.p. of A. O. 
Smith Corp., Milwaukee manufac- 
turer of automobile frames and 
stampings, has been transferred 
from Los Angeles to Milwaukee, 
where he will have charge of the 
company’s capital goods manufac- 
turing and marketing business. Mr. 
Detrick was general manager of 


attack. the West Coast division. 


YOUR PRODUCT 


PLACED RIGHT 
IN THE HANDS OF 


- STUDENTS! 


5 And, in addition, 
you get these 
7 EXTRA PEATURES. 
that no other sampling 


method can give you. 


eg 


17 EAST 42nd STREET, NEW YORK 17, N. Y. MURRAY HILL 2-5030 
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Mathieson Chemical 
Absorbs Squibb in 
Reorganized Setup 


New York, Oct. 22—Reorgani- 
zation of Mathieson Chemical 
Corp. as a result of its expansion 
and acquisition on Oct. 1 of E. R. 
Squibb & Sons, has been announced 
by Thomas S. Nichols, president. 

All operations, sales and devel- 
opment activities have been placed 
in four major divisions. 

Car! F. Prutton, formerly v.p. of 
engineering and research, has been 
made president of Mathieson De- 
velopment Co.; Donald W. Drum- 
mond, formerly v.p. of industrial 
chemical sales, becomes president 
of Mathieson Industrial Chemicals 
Co.; S. L. Nevins, former v.p. of 
agricultural chemical sales, be- 
comes president of Mathieson Ag- 
ricultural Chemicals Co., and The- 
odore Weicker Jr., former admin- 
istrative v.p. of E. R. Squibb & 
Sons, becomes president of that 
company. 


® Stanley deJ. Osborne, financial 
v.p. of Mathieson, will direct the 
activities of the corporation’s fi- 
nancial and auxiliary depart- 
ments. John C. Leppart continues 
as executive v.p. of the corpora- 
tion. 

Mr. Nichols will assume the 
added responsibilities of chief ex- 
ecutive officer of the drug and 
pharmaceutical divisions, compris- 
ing the activities carried on prin- 
cipally by Squibb. Russell Hop- 
kinson, v.p., will direct and coor- 
dinate the activities of this divi- 
sion and will have the title of di- 
rector of drug and pharmaceutical 
divisions. 

Three executive v.p.s of the 
Squibb division also appointed 
are L. W. Manning, former presi- 
dent of E. R. Squibb & Sons Inter- 
American Corp., who will head ov- 
erseas operations; C. M. Van Kirk, 
former executive v.p. of Squibb, 
will head domestic operations of 
the division, and W. A. Feirer, 
former Squibb v.p. of scientific 
affairs, will head the Squibb In- 
stitute of Medical Research. 


@ The advertising agencies will 
continue unchanged, AA was told. 
Doyle, Kitchen & McCormick will 
serve the Mathieson organization. 
Cunningham & Walsh will handle 
Squibb’s dental cream, tooth brush, 
and institutional advertising; Wil- 
liam Douglas McAdams wil! han- 
dle cod liver oil and professional 
products; Wildrick & Miller, vet- 
erinary products, and J. Walter 
Thompson Co., export advertis- 
ing. 


Kaye-Halbert Appoints 
Brembeck Ad Manager 


Jack F. Brembeck has been ap- 
pointed advertising manager for 
Kaye-Halbert Distributors Inc., 
Culver City, Cal., 
maker of televi- 
sion receivers. 
He will direct all 
advertising and 
publicity. 

Mr. Brembeck 
recently was re- 
lieved from ac- 
tive duty with 
the Army. Prior 
to Army service 
he had been na- 
tional advertis- 
ing manager for 
Western-Holly Co., Los Angeles. 
During his recent service he was 
military adviser to Korean Broad- 
easting System and program di- 
rector in Japan for Psychological 
Warfare radio operations in the 
Far East. 


Jack Brembeck 


Livingston Elected Secretary 

Cyril E. Livingston, media di- 
rector, has been elected secretary 
of Ketchum, MacLeod & Grove, 
Pittsburgh. He has been with the 
agency since 1939. Prior to that 
time he had been associated with 
Moore, Leonard & Lynch, Pitts- 
burgh investment banker, and 
Standard Statistics Co. 
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High Speeds of 
Autos Blamed by 
Some on Admen 


Detroit, Oct. 22—Some automo- |# Mr. 


'executives who deplore the pub- 
lic’s demand for more power and at the sales department, which in 
peed. 


“But so long as the boys who pay writers overdo themselves to em- 
the freight want faster and more|phasize the speed and power 
powerful cars, we must provide 
'them,” he said. “After all, this au- land saner features. 
tomobile business is about as com- | 


petitive as they come.” 


Bayne appeared down- 


bile industry officials are pointing hearted over the admitted fact that 


an accusing finger at their adver- 


tising and sales officials as those | 


responsible for what has been 
called the suicidal race for more| 
powerful and faster passenger) 
cars, 

Industry engineers contend they 
have long fought against building 
more power and speed into the cars 
with the thought in mind that, so 
long as a car has speed, there are 
those drivers who will squeeze 
every last mile out of them. 

Joseph Bayne, sales manager for 
the Lincoln-Mercury Division of 
Ford Motor Co., is one of the few 


the industry “has long since ceased 
to become providers of transporta- 
tion.” The trend toward faster, 
more powerful cars and the in- 
|numerable extra accessories that 
can add as much as $900 to the 
price of a car will only bring ill 
will in the long run, other sales of- 
ficials agree. 

It would seem that the various 
departments within the industry 
are a bit ashamed of how far the 
power and speed race has pro- 
gressed and would like to reverse 
the trend but are uncertain as how 
to go about it. 


"This year 


let's give the new 


Kentucky Tavern Decanter” 


Q 


KENTUCKY STRAIGHT BOURBON 
BOTTLED-IN-BOND 
100 PROOF—% QT. 


GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KY. 


So they have pointed the finger 


|turn says the advertising copy- 


‘rather than the numerous other 


s Advertising departments rightly 
contend that the business of writ- 


|competitive and that nothing ap-| 
peals to the average automobile 
buyer more than speed, power and 
design. 

“Somehow, the public associates 
power with superior performance,” 
said one advertising official. 

But it’s like Mark Twain’s 
weather, “everybody is talking 
about it but nobody is doing any- 
thing about it.” 

Lincoln-Mercury just last week 
unveiled its 1953 model—a sleek 
beauty with a 205-horsepower en- 
gine under the hood. This is the 
highest powered engine yet offered 
in a passenger automobile. 

An industry engineer who 
wouldn’t permit use of his name 
even hazarded a guess that if the 
power race isn’t stopped it will 
lead to legislation to curb horse- 
power in cars. “The companies 
must call off this mad race before 
it goes much farther,” he said. 


® Another engineer said the ad- 
vertising departments are mostly 
to blame. He added: “It is just 
like the race for more speed we 
had two decades ago. One company 
advertised 60 miles an hour, a 
competitor pushed it up to 70 and 
the only thing that stopped it was 
threats of legislation. 

“It looks good in ads to offer the 
most powerful car made and the 
sales departments have something 
to talk about. So the race goes on. 
But it must end soon or else the 
|lawmakers will restrict the power 


x passenger car engines.” 


While motorists will see lower 
|price tags on a few 1953 models, 
{the sales departments are still of- 
| Sesing optional equipment and ac- 
cessories that will send prices 
|higher than ever. 
| These would include power 
|steering, automatic transmission, 
radio and heater, special electri- 
cal accessories, automatic window 
lifts and seat adjusters, power 
brakes, seat covers, bumper guards, 
white sidewall tires, tinted glass 
and a dozen other lesser items. 


® And if one wants to add another 
$600 to some 1953 models there 
will be air conditioning available. 

Those companies that are so 
anxious to hold the price line or 
to cut quotations are tending to- 
ward offering a modified type of 
austerity car with less flashy trim. 

If the 1953 customer wants a 
stripped-down model he will be 
| able to get it from some companies 
|—without excessive chrome and 
accessories. 


Appoints Walter McCreery 

Southern California Muffler Co., 
Los Angeles manufacturer of Belon 
Equ-Flow exhaust systems, has 
named Walter McCreery Inc., Bev- 
erly Hills, Cal., to direct its ad- 
vertising and promotional program. 
A campaign will be directed to the 
trade through dealer and jobber 
publications, and by direct mail. 
| Consumer media will be used to 
|acquaint the non-technical car 
owner with the merits of dual ex- 
| haust systems. 


Hildreth Joins Buchanan & Co. 


James C. Hildreth, formerly 
sales and advertising manager of 
Wieland’s Brewing Co., has joined 
| the San Francisco staff of Buchan- 
jan & Co. as an account executive. 
He will take charge of the agency’s 
food accounts. 


Nelson Joins Edwards Agency 
Edwards Agency, Los Angeles, 
|has appointed Bruce Nelson as- 


ing advertising copy is also highly | 


rms PERFECT GIFT 


,.» fully automatic . . , roller- 
bearing cantilever action . 
- tripleccut wheel... everlasting 
wick .. - Eeocurte aeons! to 


Other desirable business gifts 
f Evans aut ti 


lighters, compacts, carryalls, 
fitted handbags, etc. 


EVANS CASE CO. 


No. Attleboro, Mass. 


sociate art director. Mr. Nelson 


| has been in the field of advertising 
® ‘art for the past 15 years. 


| 


GIVE ... asone connoisseur toanother...ararctreatin: 


nest 
Imported 
Oheeses asses 


Here are those inimitable tangs and 
flavors, so talked of by those who know 
Europe and fine cheese! We have se- 
lected and gift-packaged the best —the 
zestful, real European cheeses so seldom 
found in our shops. Choose now for 
friends, business and professional as- 
sociates, y —as a compliment in 
“perfect taste”! 


GIFT ASSORTMENTS FOR QUICK SELECTION FOR YOUR ENTIRE LIST 


PLUS the Jewel Box — sparkling, 


INTERNATIONAL PACKAGE preneu®7 95 
Pos lt snes palates on your list...an 
oaied. trimly boxed. 


t ““inter- 
in finest cheeses! Generously full 


SWITZERLAND... the genuine Emmenthaler 

DENMARK . . incomparable Flora Danica and King 
Christian of regally bold flavor 

HOLLAND... a great creamy Edam 

ITALY... - sharp, tangy, grated Pecorino Romano 
CANADA... supreme Cheddar, ripened two years for 
real bite 


connoisseur selection of 20 tight-packed 


wedges, 10 best processed cheeses: Cheddars, Swiss cheeses, other zestful choices, each 
in bright flavor-sealing gold foil. Plastic gift box of many after uses. 


DANISH PACKAGE 
pepat 4.95 


Because to many epi 
cures "'fimest cheeses" 
means Danish, we 
coaxed these master- 
pieces to our shores. 
A rare selection, com 
plimenting giver and 


SSS OS OS! OF Fett 7 » 


Gourmet Selections -of-the-Month x 


These gift plans are a clever but simple way to 
.and remembered ! 
delight true fanciers with cheeses sent in months 
flavorsome peak. 
‘find of the season” 


keep remembering . 


they re at their delectable, 
Each package includes a 
for surprise and extra pleasure 
3-MONTH GIFT PLAN 
At Christmas 
national Package described above ; in 


the French Package, with a supreme Camembert, 
a rare natural 
Gruyere; and in March, the epicurean Danish 


a great mellow Roquefort, 


Package, also described above 
6-Month Gilt Plan $29.75 ppd. 
Send Your List Now 

Gift 


$16.95 
your friends receive the Inter- 


Year-Round Gift Plan $49.50 ppd. 
or Individual Packages and 
lans. These fine imports are 
limited in supply. 


gifted. SAMSOE: From Island of Samsoe, 
creamy firm like Swiss, treasured for nutty, 
aromatic flavor. KING CHRISTIAN 
Royally bold tang, caraway sharp- 
ened; delicately sweet aftertaste. 
FLORA DANICA: Linger long to 
sense its buttery smooth texture, del- 
icate blue veining... it's the world’s 
best! PLUS a magnificent PORT du 
SALUD 


JEWEL BOX 
wesait °2.95 


You 


February, 


Poses pleasantest problem for 
your friends... which to enjoy 
first of this glittering mouth- 
watering array! 20 tight- 
packed wedges, 10 flavorsome 
connoisseur-selected processed 
cheeses! Sharp Aged and 


: 


Hickory Smoked Cheddars, 

POCO OCCOOCOS? ~—Mine Cheddars, Aged 
r Gruyere Swiss, Swiss Kum 
ss mel, Swiss Tomato,..and still 

Mail Orders Limburger, Brick, Munster to 

Filled choose from! Each wedge in 

Promptly flavor-sealing gold foil. Clear 
ONCONDITIONALLY GUARANTEED lastic box, a gift in itself. 


35 EVANS TURN, HILLSIDE, N. J. + Phone Elizabeth 4.0068 
ee 


fonderful chose for host- 
esses, too! 
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Canco Promotes Henschael 


George F. Henschael, manager 
of the beer division of American 


has been appointed sales manager 
of the company’s Atlantic division, 
New York. He succeeds B. R. 
Wood, who has been named as- 
sistant genera! 
chasing. 


Taylor to Republic Ad Siatf 


Republic Steel Corp., Cleveland, 
has appointed Robert E. Taylor to 
the staff of its advertising division. 
Mr. Taylor formerly was an associ- 
ate account executive with Fuller 
& Smith & Ross, Cleveland. He will 
head Republic’s agricultural ad- 
vertising, among other duties. 


manager of pur-| 


| Four Appoint Gottlober 
Sigmund G. Gottlober, director 

of the National Theater and Con- 

Can Co.’s general sales department, | cert Magazines, has been appointed 


advertising representative for the 
program publications of the new 
National Theater, the American 
University Concerts at Constitu- 
tion Hall, both Washington; the 
Civic Playhouse, New Orleans, and 
the new Arena Theater, Rochester. 


Adds Manufacturers Bank 


Manufacturers Bank & Trust Co., 
St. Louis, has appointed Warner, 
Schulenburg, Todd & Associates, 
St. Louis, to handle its advertising. 
Outdoor, transit, industrial plant, 
direct mail, newspapers and trade 
publications will be used. 


— 


gene a 


Christmas 
| 
Section 


tC 


G . 


Florentine Dagger Desk Lighter 


Letter opener, paperweight 
and desk ornament! 
New this year, Ascot’s Dagger 


Lighter — ideal gift for customers, 
friends, business associates. 
Nationally advertised, nationally 
recognized! $19.95 at retail. Other 


Ascots from $6.95 to $200. 


@Windproof Pocket 
Lighter by Ascot, $9.95 


New Olympia® 


by Ascot 9 
SS 


Styled tor office 
w home! $9.95 


Gift packaged or in sheath to 
match the black onyx, beige onyx 
or jade green hilt colors. All 
metal parts are handsomely gold- 
finished. 

Message or monogram may be or- 
dered at slight additional cost on 
lighter hilt or sheath. Write Dept. 
A.A.-2 Business Gift Dept., A.S.R 
Corp., Brooklyn 1, N.Y. 


the world’s most 
beautiful gift lighters 


‘Production, Sales of Names Ball & Davidson 
| Denver Fire Clay Co., Denver, 


7 ih inted Ball & Davidson, 
Salad Dressing Rose has appointed Ball, & Davidson, 
in ‘51, Report Shows 


| The account formerly was handled 
WaAsHINGTON, Oct. 21—A rise in 


| by Gray & Co., Denver. 
the commercial production and|Kohler to Herschel Deutsch 
| Sales of salad dressing, mayonnaise Kohler Mfg. Co., New York, has 
|and related products in the U. S.| appointed Herschel Z. Deutsch & 
in 1951 over 1950 is shown in a re-|C0., New York, to handle adver- 
port by the Department of Com-|tising of Kohler headache pow- 
merce. ders. 


Advertising Age, October 27, 1952 
| Meyer Joins Wallach Research 


Samuel H. Meyer, formerly di- 
rector of research for Erwin, Wa- 
sey & Co., has joined M. A. Wallach 
Research Co., New York, as re- 
search director. 


Teachers Assn. Names Lang 

The San Mateo County, Cal., 
Teachers’ Assn. has appointed the 
Raymond I. Lang Co., San Fran- 
cisco, to direct its advertising and 
| public relations. 


Preliminary figures based on 


sales and distribution data from| 
|plants whose production in 1950! 
accounted for 89% of the industry | 
output reveal that production rose | 
to 97,200,000 gallons in 1951 as! 
compared with 94,600,000 in 19560. | 

The greatest absolute gain in| 
sales among the four product types 
in the industry is shown by salad 
dressing. This commodity rose 
from 44,400,000 gallons to 45,600,- | 
000 between '50 and ‘51. In the} 
| same period, estimated sales value 
at manufacturers’ level of all salad 
dressing products combined rose | 
from $208,700,000 to $238,200,000. 


® Sandwich spreads sales went 
from 6,900,000 gallons to 7,200,000 
and French dressing from 5,000,000 
to 5,700,000. Sales of mayonnaise 
decreased from 37,000,000 gallons 
to 36,700,000. 

| The average value per gallon of 
jthese products during this time 
rose from $1.98 to $2.18 (an in- 
crease of 10.1%) for salad dress- 
|ing; $2.44 to $2.71 (11.1%) for 
| mayonnaise; $2.31 to $2.56 (10.8%) 
| for sandwich spreads, and $2.60 to 
$2.77 (6.5%) for French dressing. 


|@ The trend toward greater use of 
| soybean oil and away from cotton- 
seed oil use shown in recent years 
| was continued in 1951. The cotton- 
seed oil, which represented 37.9% 
of the total of all oils used in these 
products in 1950, dropped to 21.8%. 


wherever it goes! 


FARIBO PAKAROBE 


Make a lasting impression on your clients and business associates with the 
versatile Faribo PAK-A-ROBE. Open, it's an all-wool robe in your choice of 
four dazzling Tartan Plaids; closed, it's a comfortable cushion in a leather-like 
plastic and robe matching plaid. Luxuriously lovely . .°. 
the Faribo PAK-A-ROBE is a two-in-one beauty designed to make friends 


See your nearest Faribo representative or write direct to the mill 


FARIBO BLANKETS, Faribault, Minnesota 


the gift of 
PURPOSEFUL 
BEAUTY 


yet practical, too, 


*Pat. Pend. T. M. Regn. Pend. 


Soybean oil use rose from 42.6% in 


1950 to 60% in 1951. The use of 
other products remained substan- 
tially the same. - 

Another significant trend re- F caauaps ens ot 
ported in the survey is a shift in 
distribution channels. The number 
of sales made directly to retailers 
through the manufacturers’ own 


wagons or distributor wagons 29) _—— 

|dropped from 65.1% of total dis- 30; 

tribution in 1950 to 62.7% in 1951 oars 

Simultaneously, distribution to re- tJ aoe 

tailers in other ways than by wag- 1 

ons increased from 19.1% to 22.1%. ec wee 

Distribution through wholesale 2 = 

grocers, to government and in 3 

other ways remained stable. oe 
Ped sang 


8 While pint-size containers pre- 
dominated in sales, a major shift | 
in container size sales toward half- 
pint containers is noticeable. Pint- | 
size containers decreased in pro- 
portion from 40.9% to 38.2% be- 
tween the two years. Half-pint 
size containers increased from 
19.5% to 23%. Quart, galion and 
other sizes remained about the 
same in sales. 

This is the 24th year in which 
the department has prepared these 
industry figures. The survey was 
conducted under the sponsorship 
and with the support of leading 
members of the industry and the 
Mayonnaise and Salad Dressing 
Manufacturers’ Assn. 


Barrett Appointed A. E. 


Robert J. Barrett, formerly a 
member of the advertising staffs 
of Kroger Co. and American Laun- 
dry Machinery Co., Cincinnati, 
has joined Guenther, Brown & 
Berne, Cincinnati, as account ex- 
ecutive. He also has been assistant 
advertising manager of Reynolds 
Metals Co. and with Howard 
Swink Advertising, Marion, 0. 


FOR 1953... WITH 
54 ILLUSTRATIONS 
in FULL COLOR 


New Agency Gets Account 

Bearden-Thompson-Frankel, re- 
cently formed Atlanta agency, has| 
been named to handle advertis-| 
ing for Orkin Exterminating Co. 
Orkin serves 22 states and Wash-| 
ington and will open a branch in 
| Havana, Cuba, early next year. 


Just off Press! 


The thrillingly beautiful new 
OUR AMERICA 
Engagement Calendar 


Phone or write Fred W. Murray, Jr. MU 8-5300 
Doubleday & Company, Inc. Dept. AA-10, 575 Madison Ave., N.Y. 22 


T last, the solution to doz- 
ens of Christmas gift 
problems—the most beautiful 
engagement calendar ever pub- 
lished! 54 gorgeous, full-color 
illustrations—the best of Amer- 
ica’s finest photographers— 
bring alive the glory, the color, 
the excitement of America .. . 
scenic wonders, people, fam- 
ous landmarks from every sec- 
tion. Appropriate quotations 
from well-known American 
writers accompany each in- 
inspiring picture. 


ONLY a BOXED Ready to moil 


ae For information about 
quantity discounts: 
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Advertising Age, October 27, 1952 


Young Presidents © 


Told to Prepare 
for a Recession 


New York, Oct. 22—Some prom- 


inent young men were given an | 


old idea last week, when Charles 
E. Zimmerman told his fellow 
members of the New York chapter 
of Young Presidents’ Organization 
that a recession was sure enough 
on the way. 

Mr. Zimmerman, who is presi- 


dent of Consultants & Designers, | 


New York, didn’t have the date for | 
the recession tabbed exactly, but 
he was certain it was on the way, | 
and said YPO members ought to| 
prepare for it. 


HAPPINESS BOYS—John Daly, center, crosses hands with J. L. Van Volkenburg, 


Weinturter Joins Olsen 


Joseph T. Weinfurter, a member 
of the board of governors of the 
Milwaukee Advertising Club and 
last year’s editor of Torch, the 
club’s monthly magazine, has 
joined the sales staff of Olsen Pub- 
lishing Co., Milwaukee. He will 
concentrate on developing the 
company magazine and house or- 
gan sales program. 


| Howard Names Denham & Co. 


Harold F. Howard Co., Detroit 
industrial and management con- 
sultant, has appointed Denham & 
Co., Detroit agency, to handle ad- 
vertising, publicity, direct mail and 
other sales promotion activities. 


‘Scouting’ Hikes Ad Rates 


Scouting, New York, will in- 
crease its advertising rates effec- 
tive with the March, 1953, issue. 
Old rates were based on a circula- 
tion of 558,000, delivered in May, 
1949. The present circulation of 
783,000 is 33% higher. New page 
cost per thousand of $1.61 is a 
slight decrease from the $1.67 fig- 
ure of 1949. 


Sparton Hikes TV Price 

Sparton Radio-Television, East 
Lansing, Mich., has added $10 to 
the retail price of all its television 
models. Mounting material and 
production costs are given as the 
reason for the boost. 


‘ : left, president of CBS Television, and Jack Hubbell, ad manager of Simmons Co., 
—., Siamnerman, 36, built 8D) New York. The occasion: The start of Simmons’ sponsorship of the Daly-emceed 
ee - gg es ee | quiz “It’s News To Me” on alternate Saturdays over CBS-TV. 
rather surprising. arting wi | 


$5,000, it now has a staff of 650 ; ; ; 
$e <a . N ukee, and Detroit Edison Co., 
and will do a $4,000,000 volume in|; & M. Karagheusian tne. New aot | 


designing and drafting plans for | 
industry and government. | 

Nonetheless, Mr. Zimmerman 
figures on a recession. “We have 
received the warning. ..when. . .is 
anybody’s guess.” 


8 He proposed 35 questions, hav- 
ing to do with plant, department | 
heads, product, personnel, labor, 
customers, financing, top manage- 
ment and concluding with this 
stopper— 

“If you had to hire yourself as 
president of your firm, would | 
you?” 

Here are some bits of advice: 

“A plant operating with a good 
profit picture...can absorb dis- 
crepancies and inefficiencies when 
times are good. When times get 
tight, anyone...can be a pitfall. 
Now is the time to check them.” 

“Money. . .is getting more elusive 
every year. Be extremely careful 
in checking credits.” 

“Now is the time to teach peo- 
ple not to be wasteful.” 

“Look at your sales department 
...a department that is producing 
is never too big. Hire a couple of 
junior salesmen now. ..now is the 
time to teach them the business. .. 
they are your advance information 
sources.” 


N. W. Ayer Shitts 3, Hires 2, 
Adds Knouse Foods Account 


N. W. Ayer & Son, Philadelphia, 
has named Curtis Haseltime to 
work on publicity for Plymouth in 
its Detroit office. Mr. Haseltime 
formerly was a member of the De- 
troit Free Press staff. Elain Sloat 
has joined Ayer's radio-television 
department in New York as a time 
buyer. J. J. Clarke has been trans- 
ferred from plans-merchandising 
in Philadelphia to Detroit service. 
Joseph S. Flick Jr. has transferred 
from Philadelphia to Chicago serv- 
ice. Alexander B. Sheeler has 
transferred from plans-merchan- 
dising to Philadelphia service. 

Knouse Foods Cooperative Inc., 
Gettysburg, Pa., apple processor, 
has appointed Ayer to handle its 
advertising program. 


Your 


business oift 


problems 
are over! 


Make everyone happy with a gift of fine SCHENLEY "= 


tit Hien 0 Aly, 


whiskies. They’re convenient to buy, economical to give 
gifts that no man ever exchanges. 


and, above all, the 


Dobeckmun Promotes Gould 
Dobeckmun Co., New York, has 


SCHENLEY RESERVE The best-tasting 
whiskey in ages! When you give today’s 


OLD SCHENLEY The gift whiskey you'd 


much rather keep than give away! An im- 


SIR JOHN SCHENLEY Jhe [niernational 
Whisky— World's Choicest Blend. Luxury 


aus ft aaae tena bottle, luxury carton, luxury whisky... pressive gift: the greatest of all bourbons Schenley, you know you're giving the best 
Lurex metallic yarn division. With | every drop of its whisky is 8 years old ...in a beautiful decanter. 8 YEARS OLD. whiskey there is! Handsome gift carton 


the company since 1947, Mr. Gould 
will now coordinate the manufac- 
ture and distribution of Lurex and 
will act as liaison between the pro- 
duction, development, advertising 
and sales departments. 


or older! Twice as old as most bottled-in-bonds. is new! Needs no wrapping. 


BLENDED WHISKEY, 86 PROOF. 65% GRAIN 
NEUTRAL SPIRITS 


BLENDED WHISKY, 86.8 PROOF. 35% STRAIGHT 
WHISKY. 65% GRAIN NEUTRAL SPIRITS. 


STRAIGHT BOURBON WHISKEY, 100 PROOF 
BOTTLED IN BOND. 


FOR: 
@ CUSTOMERS @ EMPLOYEES 
@ SALESMEN @ PROSPECTS 
. @ DEALERS @ SERVICE AGENTS 
> @ SUPPLIERS @ PUBLIC RELATIONS 
@ PURCHASING AGENTS 
(P_ S. HOLIDAY PARTIES) 


Decanter and gift cartons above 


at no extra cost. 


SCHENLEY DISTRIBUTORS INC. NEWYORK WY 


List More DMAA Awards 


Additional “Best of Industry”. 
awards in the 24th annual campe- | 
tition of the Direct Mail Adver- 
tising Assn. in Washington include 
the following: Standard Envelope 
Manufacturing Co., Cleveland; 
General Electric Co., Syracuse; 
Southland Federal Savings & Loan 
Assn., Beverly Hills, Cal.; Foote 
& Jenks, Jackson, Mich.; National 
Wildlife Federation, Washington; | 


The best-tasting 


Schenley’s tee 
whiskies in ages! 


Nature's oh 
unhurried goodness unmatched skill 
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Increased Distribution Efficiency 
Is ‘Virgin Soil,’ Says Sears’ Houser 


Sears’ Expansion Beats 
Ward’s Conservatism, 
Boston Conference Told 


Boston, Oct. 21—The field of 
distribution probably holds the key 
to any further cost reductions for 


of managerial and production im- 
provements and said the “remain- 
ing public” might well be forced to 
“look to the field of distribution 
for further efficiency and cost re- 
duction and thereby improvements 
in living standards.” 

Mr. Houser reported that a cost 
study of selected items revealed 


efforts to reduce marketing costs: 

1. Modernizing retail operations. 

2. “Streamlining goods from 
point of production to point of 
sale.” 

3. Closer integration of the man- 
ufacture and distribution of prod- 
ucts. 

4. Establishing plants in small 
cities and towns. 

Under the first classification, he 
cited the possibility of broad ex- 
pansion of self-service operations 
beyond non-food lines and of sub- 
urban shopping centers. More effi- 


group of retailers” who “believe in 
competition for others but not for 


themselves.” 
Sears’ profits have increased 
212% since the war’s end while 


Ward’s have lagged with a 137% 
increase, he stated. These earnings 
were derived from sales gains of 
154% and 66% respectively, he 
added. In each of the last seven 
years, he continued, “Sears has 
earned a greater percentage return 
on its investment...than has 
| Ward’s.” 


Christmas 
Shopping 
Section 


‘ acturers, > ton Con- : 
manufacturers, the Bosto |that, excluding the costs of raw 


| materials, retail prices divide 31% 
for producing goods, and 69% for 
|distributing them. While produc- | 
ference of Distribution was told|tion efficiency has been a major | 
yesterday. concern in the U. S., he said, the | 

T. V. Houser, vice-chairman of field of distribution efficiency is| 
the board of Sears, Roebuck & Co., “rather virgin soil.” 
cited a tendency on the part of la- 
bor to “appropriate” the benefits 


Boston Conference 


® He listed four classifications ot | 


Christmas 4 
= 4 
Shopping Section 


= 


cient warehousing and display » He pointed out that Sears did 
techniques, already developed,|not ever extend itself and that 
should be incorporated, he stated. |“even had the rainy day arrived, 
|it could have continued to expand.” 
® The “readiness to serve” on the| Ward’s “ultra conservative policy 
part of retailers should be ex-|—at the end of its last fiscal year | 
amined, Mr. Houser _ asserted.| it had over $245,000,000 in cash or 
“Stores generally are open too/| equivalent, a sum equal to twice 
many hours at times the customer |its current liabilities’—he termed | 
does not require and not open|an example of “how far one can 
enough hours at times which! go wrong on a long range forecast | 
would serve the customer better,” | of economic conditions.” 
the Sears’ executive said. Distribu-| Retailers who build up inven- 
tion costs of morning retail sales| tories in expectation of rising 
“must be terrific,” he added. |prices he said are forgetting “the 
He suggested that “divorcing | merchandising function in [their] 
employe hours from store hours| scramble to get an inventory prof- 
can lead to a satisfactory work| it.” He asserted that “retailers can- 
week...from the standpoint of! not consistently outguess the mar- | 
good personnel standards and yet|ket,” adding that “department | 
have store hours more nearly at-!store merchants who probably | 
tuned to public convenience and| spend more time and money than 


1 + 
Merry Christmas 


GOLDEN, TREE RIPENED FLORIDA FRUITS 
& TASTE-TANTALIZING DELICACIES 


fe" Gobel 


“You can make someone 
really happy this 
Christmas just because you 


didn’t forget to remember !” 


My superb, GIFT-QUALITY, tree- 


ripened fruits are plucked from 


Yeor after year at CHRISTMAS.-TIME, for almost 
20 years, thousands of thoughtful, discerning 


groves, corefully packaged with 


business men hove thrilled their associates and your greeting card enclosed, and 


friends with a beautifully-packed “Basket of rushed to the names and addresses 


Sunshine” from COBBS! _ — 


you send to me, all within 24 hrs 
SATISFACTION GUARANTEED! 


GIFT No. 11 
Approx 45 ibs Agoaily colored handwoven 
mported Bushel Basket brimmin 

a) of Flo 


ab | 


GIFT No 19 $14.95 
Approx. 25 Ibs. — A magnificent assortment 
with all the glamor of fabulous Florida Fruits, 


s 
+ One of our most popular 


——————_ Preserves, Candies, Soft-shelled Pecans, 
Coconut Patties, our famous “Honeysuckies” 

GIFT No. 35 $7.60 ond many other delicacies heaped high ina 

Rxac the same « abowe Gift No. 11 tantalizing arrangement of goud taste Sure 

encept half the sze ond contents to inspire enthusiastic “Thank you” letters | 


GIFT No. 6 $11.50 
Approx 54 lbs — Beauty andtheFeast.. Juice 


GIFT No. 2 
Approx. 27 ibs Fruit ‘n Jams, delightful to 


desire.” 

The assumption of jobbing func- 
tions by the manufacturer or dis- 
tributor eliminates the whole- 
saler’s margin of profit as well as 
reduces costs through close inte- 
gration, although sometimes man- 
ufacturers cannot handle sales 
service as well as jobbers can, he 
said. 


@ The need for efficient jobbers 
still exists, he said, noting that 
some wholesalers have assumed 
manufacturing responsibility, thus 
converting their wholesaling func- 
tion into a sales operation. 

In other cases, he said, “jobbers 
have reached forward toward a 
controlled group of retail outlets,” 
seeking economy through centrali- 
zation and minimizing merchan- 
dising risks. 

Closer integration of manufac- 
turing and distribution facilities, 
he asserted, could lead to the pro- 
duction of seasonal items on a 
year-around basis, thereby saving 
costs of temporarily idle produc- 
tion facilities and improving labor 
relations. 

By decentralizing manufactur- 
ing facilities, regional distribution 
can be effected, at least in part, he 
said. Also, plants could be located 
nearer to sources of raw materials. 


® Charles F. Phillips, 1944 ration- 


|ing chief of the U. S., told the con- 


ference that: 

1. Fair trade “is inconsistent 
with the type of free market eco- 
nomic system...under which 


free.” 
| 2. The broad and intensive post- 
war expansion policy of Sears, 


Roebuck & Co. as compared with 
the “save for that rainy day” poli- 
cy of Montgomery Ward & Co., 
which “has waited to do the same 


thing at a lower price level,” is! 


responsible for Sears’ pulling away 
from Ward’s in sales and profit 
increases. 

3. “Speculative buying [prac- 


look ot, delectable to taste. truly a treat for 
the eyes and the palate Oranges big as 
Coconuts and Grapefruit even bigger 
Chinese Kumaquats, tangy Tangerines, Persian 
times and 3 farge jors of Guava Jelly 
Piteopple-Cherry Marmalode and Tropical 
Fruit Conserve 
GIFT No.1 
Sam > 
any delicacies 


$5.50 
2 except does not contain 
ALL FRUIT 


heavy Oranges. giant sweet sweet Grape 
fruit, Kumquots, Persion Limes and our 
“Zipper” Tangerines, also a great big fresh 
sugor-loof Pineapple. a ib. bag of paper 
shelled Pecans, 3 jars of healthful, delicious 
Guava Jelly, Pineapple Cherry Marmalade 
and Tropicol Fruit Conserve. What o Value! 
GIFT No. 4 $8.65 
Same os Gift No 6 except does not contain 
any delicacies. ALL FRUIT 


- > 
osty twat Christmas urce...oroter now! 


Unless otherwise instructed, delivery will be mode 

for Christmas. Send Check of money order: express 

charges prepaid No foreign shipments except Canada 
add 15% for Conada ond West of Mississipp: 

No fruit shipments to Califorma or 

Arizona... only delicacies 


Send for Beautiful Catalog 


a ee 


BOX 1-AA 


LITTLE RIVER (MIAMI), FLA. 


tee 


ticed by retailers] is an evil.” 

4. The extent of retailers’ serv- 
ice to consumers has inhibited the 
growth of consumer cooperatives. 


® Mr. Phillips, who today is presi- 
dent of Bates College, Lewiston, 
Me.. called Congress’ recent restor- 
ation of fair trade “another step 
by that body to extend protection 
to groups who wish to escape from 
the impact of a competitive econo- 
my.” 

He said the McGuire Fair Trade 
Act was passed in response to 
pressure from “a relatively small 


any other group in an effort to 
forecast the future. .. did the poor- 
est job in this connection during 
the 1950-51 period.” 


s He found evidence of retailers’ 
service to consumers in the fact 
that “cooperatives...account for 
less than 1% of our retail sales.” 
He reiterated a prophecy made at 
the Boston conference seven years 
ago that “cooperatives... will not 
become a major factor in the next 
two decades.” 

Helen G. Canoyer, professor of 
economics and marketing at the 
University of Minnesota, called for 
the creation of a public relations 
program to explain the economics 
of distribution to consumers. 


dispel public hostility to pre- 
sumed waste in distribution. Par- 
ticularly in need of explanation is 
the “relationship between the con- 
sumers’ wants and actions and the 
j cost of marketing,” she said. 


|Kennedy Appoints Wright: 
|Agency Adds 5 Accounts 


| Robert E. Wright, formerly 
owner of Executive Sales Man- 
agement Consultant Service, Chi- 
cago, has been named an account 
| executive and merchandising and 
| publicity director of J. H. Ken- 
|nedy Advertising, Chicago. Mr. 
| Wright has been in advertising for 
|25 years as advertising and sales 
| manager for many manufacturers, 
| including Oakite Products Inc. and 
American Marietta Co. 

The agency has been appointed 
|to handle advertising for L. H. 


| America can be both strong and | Knibb Co., maker of toys, fishing 


rods and watch bands; Lern Inc., 
|producer of refrigerated display 
cases; Management Institute Inc., 
home study courses in cost ac- 
counting; Broboski Industries, 
manufacturer of automotive spe- 
cialties, all of Chicago, and Malle- 
able Steel Range Mfg. Corp., South 
Bend. 


Weisbach Joins Dad's 


Ben W. Weisbach, 
sales manager and 
technician with Fischer Photo-| 
graphic Laboratories, Chicago, has | 
been named assistant national} 
sales manager in the fountain fla-| 
vor division of Dad’s Root Beer 
Co., Chicago. Before joining Fisch- 
er, Mr. Weisbach was administra- 
tive assistant to the advertising 
and sales promotion manager of 
Thor Corp., Chicago. | 


formerly 


laboratory | 


Oakner to Factor-Breyer 

Mervyn G. Oakner, formerly ad- 
vertising manager of Chemical 
Corp. of Colorado, has been ap- 
pointed an account executive of 
Factor-Breyer, Los Angeles agen- 
ey. 


ALWAYS IN DEMAND 
a Christmas Gift with 
Lasting Remembrance 
The “Jaydee” Double Action Crown Cap 


Opener and Cork Screw. 
Uniquely constructed, 
Chrome finish. 

This beautiful and practical combination 
cap opener and cork screw is a welcome 
gift that can be used in the home, office, 


precision tested. 


She suggested community pro- | 
grams of consumer education to} 


or carried on the person. 
For special “gift” pur 
in leather cases on whic 
the recipient's name—or company name. 


Write for prices 


WILLIAM MOIR 


(Imports from Great Britain) 
Stock available in New York 
for immediate delivery. 


129 West 48th St., New York 19, N. Y. 
C1 7-3600 


ses can be had 
can be imprinted 


HY-12 Cheese Bar in 


Wisconsin 


Cheese Land 


OFFERS... 


the world’s finest cheese—hams— 
bacon . . . packaged in beautiful gift 
chests, baskets and boxes, to please 


and satisfy recivients. 


Gift Box SPECIALS from 
shelf-cured 
quality, flavor and freshness. Care- 


aged, 
cheese. Assures more 


fully wrapped in Pliofilm to preserve 


| goodness. 
} 
| 


For circular and 


descriptions write 


Hy-12 Cheese Bar 


Elkhorn, Wisc. 
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Christmas 
Shopping 
Section 


oP THE IDEAL GIFT FOR THAT S$ 
CLIENT OR CUSTOMER | 
WHO “HAS EVERYTHING” << 


FORST caress, 


A Gourmet’s Treat that is sure to “win friends 
and influence customers’’ (or clients). Give luscious, 
taste-teasing, palate-pleasing whole Forst Catskill 
Mountain Smoked Turkeys, cured in rare herbs and 
spices, then smoke-cooked in air-conditioned smoke- 
houses to golden-brown perfection over fragrant 
applewood embers. From & to 18 Ibs., net smoked 
weight. Price $1.70 a ib 

Give us your list—and we do the rest! AN 
orders festively packed, shipped delivery charges 
prepaid anywhere in continental U.S Supplies 

limited! Order NOW! 


Ly 


FREE BOOK iilustrated 
in full color gives details 


about many other Forst 
Smoked Delicacies that 
agencies and advertisers 


have found perfect for 
Christmas gifting. Write 
today! 


THE FORSTS * Route 291 * Kingston, N. Y. 


ww 28 
A oot men 


y, 


F 
| 


G 


A HANDSOME 
USEFUL GIFT FOR TRAVELING 


Executives and Salesmen 


Helps plan trips by knowing 
weather 24 to 48 hours ahead! 


A totally ‘different’’ gift that will t 
enjoyed for years. It's SWIFT'S spankir'g 
new IPSWICH desk mode 1 baromete: 

modern dial and precision barometer ieve- 


| 


rv i] 
spokes — cond instructions included for 


professions sting, thereby an ie 
the nee ~~ er the instrument 

viding hours and years of fun and enlagtaens 
to the user. Gift boxed. 


s30°° PPD. 


Quantity discounts availab 
WRITE FOR EXECUTIVE GIFT FOLDER 


Jonathan Pike 
Y D HIGHWAY ~- DEPT. AA + PEABODY, MASS. 


- 


| 


|Pure Milk Assn., and a farmer 
| himself, expressed the farmers’ 


| ume. 
| 


Examine Me Pow | 


FREE 


IN = YOUR 
MOFFICE! 


Use 30 dey: at ov 
risk. tn the Field 
tre, BUSHNELL 
Binocutors will 

E your Fun! 
100! Uses... Thrilts 
for the entire 


yoursell! Win iitetme. priceless good=r! 
Notonelly odvertised to 
twenty fre million monthly 


BUSHNELL BINOCULARS fom & 


Dept. 438, Bushnell Bldg., Pasadena, Calif 


. Behind the unprecedented move 


Chicago Milk Group | 
Will Spend $100,000 | 
to Fight Substitutes 


Cuicaco, Oct. 21—Swift action 
by dairy farmers in this area to 
combat the introduction of ice 
cream substitutes by large dairy 
products processors (AA, Aug. 11) 
is being taken through the Pure 


| Milk Assn. 


The association, which is affili- 
ated with the American Dairy 
Assn., represents 14,500 Chicago 
area milk producers. 

Spurred by the threat that the 
cheaper vegetable oil-base ice 
cream substitutes offer, the group 
has launched its first advertising 
independent of the ADA promo- 
tions. 

Previously, the Pure Milk Assn. | 
has contributed up to $100,000 a'| 
year to the national group. This 
expenditure will not be diminished, 
but an additional $100,000 per year 
will be spent locally on the special | 
campaign. 


® Actually, the tactic sets the pat- 
tern for local groups in other re- 
gional “milk sheds” to fight the 
substitutes as they are introduced. 
The substitutes so far have ap-, 
peared in the St. Louis and Chi- 
cago areas. 

While the proposed budget has 
not yet been approved by the Pure 
Milk Assn. board of directors, Ap- 
| VERTISING AcE learned that the 
| group intends to spend $25,000 on 
newspapers and $75,000 on tele-| 
vision and radio. 

The newspaper campaign was 
kicked off in September and 600- 
line insertions have been running | 
in the Chicago News and Tribune. 
Copy stresses that “Nature Is 
Best” and that there is no substi- 
tute for the healthful and tasty 
qualities of natural food products. 

Radio and television advertising 
jis still in the talking stage. 

Mel DeMunn & Associates is 
handling publicity and advertising 
| See the group. 


by the dairy farmers lies a compli- 
cated situation. 

The big dairy products proces- 
sors, having taken a beating in 
the butter vs. margarine fray, 
were the first to leap into produc- 
tion of the vegetable fat ice cream, 
and have promoted it intensively 
in the market. The new dessert 
sells at about 19¢ a pint. 

These processors include such 
major Chicago area companies as 
Borden Co., with Charlotte Freeze; 
Bowman Dairy Co., with Delfrost; 
National Dairy Products, via its 
subsidiary, Hydrox Corp., with 
Part-T-Freez, and Hawthorn-Mel- 
lody Farms, with Dip. 

Walter Winn, president of the 


awareness of the importance of 
advertising to keep up milk vol- 


® “Dairying is our livelihood,” he 
said, “and it will continue to be 
that only as long as we keep the 
markets we have and build new 
ones.” 

He also said that general feeling 
among Chicago dairy farmers is 
that theirs is a special story, but 
they couldn’t expect the big proc- 
essors, who are behind the vege- 
| table oil products, to tell the story 
| for them. 

“The problem of maintaining | 
and building fluid milk and ice) 
cream volumes is squarely up to 
the dairy farmers,” Mr. Winn as- 
serted, “and we intend to accept 
the responsibility.” 


Firchau Joins ‘Express’ 

Agnes Firchau, formerly adver- 
tising manager of the J. C. Pen- 
ney Store, Eugene, Ore., and later 
advertising representative for 
Hunting & Fishing, has joined the 
advertising sales staff of the Ex- 
press, Lebanon, Ore. 


Open Promotion for Snowy 

'Bleach in Southern California 
Gold Seal Co., Bismarck, N. D., sociated Advertising, 

has begun an intensive Southern 


campaign, with full-page ads in 
12 dailies, will continue over an 
eight-week period. The ads fea- York agencies. 
ture a 15¢ coupon offer, in the. 

style used by the company in pre- 
vious Gold Seal and Glass Wax 


well as magazine sections of the! 
Los Angeles Times and the Los 


Mithun, Minneapolis, handles the | fj 


Losey Goes to F&S&R \F 

H. L. Losey, formerly copy chief 
for Courtland B. Ferguson Inc., | 
| Washington, has been appointed 
account executive for Fuller & 
Smith & Ross, Cleveland. | 


Cincinnati, 
as v.p. in charge of radio and tele- 
California promotion behind its | vision. Prior to returning to Cin-| has moved to 11638 Barrington Ct. 
Snowy Bleach. The newspaper |cinnati, his home, he was asso- 
ciated with National Broadcasting 
Co. in New York and several New 


J]. B. Wilson Heads Agency 
Laughlin-Wilson-Baxter & Per- 
Backing up the newspaper drive 50s, Houston agency, 
will be 13 weeks of daily televi- 
sion spots on KNXT, KHJ and 
KTLA, Full-color ads will carry 
the promotion into Better Living, 
Everywoman’s, Ladies’ Home Jour- 
nal, McCall’s, Family Circle, West-| Plans at a later date. 
ern Family, and Woman’s Day, as 


has an- 


nounced the purchase by J. B. Wil- 
son, president, of outstanding cor- 
poration stock from W. R. (Dick) 
Laughlin, chairman of the board. 
Mr. Laughlin will disclose future 


| Lang to Associated Ad Agency Agency Changes Name, Moves 
W. Wilson Lang has joined As- | 


Calvert & Perry, Los Angeles 
agency, has changed its name to 
J. Russell Calvert & Associates and 


Officers of the agency are J. Rus- 
sell Calvert, president; Norman 
Perry, v.p., and Nicholas F. Naff, 
secretary-treasurer. 


Gellermann Returns to Bache 


Henry Gellermann, director of 
public relations and advertising 
for Bache & Co., member of the 
New York Stock Exchange, has 
returned to his post after serving 
17 months with the headquarters 
of the Army in Europe, psycho- 
logical warfare division. 


Campbell- 


| tie 


Say it with 


Flowers-By-Wire 


And the one remembrance that, | find, enjoys 


Thousands of businessmen agree with Santa. You just can’t find 


a nicer way to extend Christmas wishes than with Flowers-By-Wire. 


And Flowers-By-Wire enable you to flash your greetings 
all around the world in a matter of hours. 18.000 members 


of F.T.D. and INTERFLORA are ready to deliver fresh flowers... 


potted greenery ... 


with whatever message you want to include. 


Look for the Famous F.T.D. Mercury 
Emacem. It identifies the 


shops that guarantee delivery. 


or blooming plants... 


universal acceptance and appreciation is flowers.” 


together 


THERE’S A PLACE FOR A PLANT 
IN EVERY MAN’S OFFICE! 


Florists’ Telegraph Delivery Association 


Headquarters: Detroit, Michigan 


aN 


“7 get around a lot, you know, during the Christmas Season. 
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Kearl Gets Hawaiian Post 

Wayne Kearl, formerly of 
KNXT, Los Angeles, has been 
named sales and promotion man- 
Hawaiian Broadcasting 


ager of 
System. The company operates 
KGMB, Honolulu, and KHBC 


Hilo, and recently was granted 
a construction permit for a TV sta- 


Garza Opens Agency in Miami 

Dario de la Garza, who has 
served in advertising capacities 
with Colgate-Palmolive-Peet Co.; 
Servel Inc.; Carrier International, 
and Sterling Products Interna- 
tional, both in the U. S. and Cuba, 
has opened Inter-American Agen- 
cy, Biscayne Terrace Hotel, Mi- 
ami. The agency will provide “full 


tion in Honolulu. k 
advertising service and counsel to 


American firms doing business in 
Latin America.” Immediately prior 
to opening the agency Mr. Garza 
was commercial director and na- 
tional sales manager of Cadena 
Azul! de Cuba, a radio network. 


C aianentinn 


Shopping 
Section Molyneux Elected a V.P. 
Edward F. Molyneux, executive 
art director of Cunningham & 
Walsh, New York, has been elected 
a v.p. of the agency. He has been 
with the company and its prede- 
cessor, Newell-Emmett, for many 
years, has been twice president of 


MODERN ART 
CHRISTMAS CARDS 


the Art Directors Club of New 
| York, and is a trustee of Pratt 
An unusual selection, Institute. 


ideally suited for 
agencies and their 
clients. Phone Allen Port 
at Delaware 7-3641 for 


Claybourn Given Award 

L. W. Claybourn, president ef 
L. W. Claybourn Inc., Chicago 
consulting engineer, has _ been 
elected the Graphic Arts Man of 
the Year by the Printing Industry 


showing or drop in at of America. The award is spon- 

sored by Graphic Arts Monthly in 

Port Studies memory of A. F. Lewis, founder of 
Chicago 10 = the publication 


325 W. Huron St. 


Build Goodwill 


WITH 


HOENSHEL 
Gift-Wrapped 
BUSINESS 
GIFTS... 


For Friends, 
Customers, and 
Employees 
at Xmas 


HOENSHEL BRANDIED FRUIT CAKE 


Rich with glace fruits and choice nuts—“The Fruit Cake with a Flavor!” 
This wonderful cake is tin-packed with Hoenshel brandied hard sauce, three 
refrigerator jars of Cocktail Delight cheeses and prime olives, preserves and jelly 
by Monarch—all items enclosed in a strong holiday outer carton. Hoenshel 
brandied fruit cakes, brandied hard sauce, and puddings may be purchased 


individually. 
FOR YOUR CONVENIENCE 


No Shopping . . . No Packing . . . Let us handle your entire gift list—for one or 
one hundred—size does not matter. Mail your instructions to us: we will ship 


~ 


direct to your friends, each package with a beautiful gift card bearing your name. 
WRITE TODAY FOR LITERATURE AND PRICES, OUR TRIAL OFFER AND MONEY 
BACK GUARANTEE ON ALL HOENSHEL PRODUCTS. 


HOENSHEL FINE FOODS, INC. 


NOVEL XMAS GIFT IDEA: 


Stop beating your brains on what to do this Christmas about the problem 
s and friends. Here is a suggestion that can't 


1213 MAPLE AVE. 
SANDUSKY, OHIO 


of ing your 


miss. . 


SEND A CASE OF 


or 
The recipient of these imported brews will remember your taste and prac- 


OLD VIENNA BEER 
tical approach with every bottle. You can order a one-case delivery or on 


@ monthly basis for a year at $7.50 per case. We'll handle the delivery. 
Just send us the nomes, addresses and number of coses desired along with 
your business card and check or money order. 


OKieefes, 


1012 ELLICOTT SQUARE 
BUFFALO 3, N. Y. 
TEL. MA. 3592 
imported from Canade by O'Keefe's, inc., Buffalo 3, N. Y. 
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LET ‘EM ROLL—James S. Copely, publisher of the San Diego Union and Evening 

Tribune, presses button which started a trial run of the newspapers’ new $1,000,000 

press. The event was timed for the of Nati t poper Week. The 356- 

ton press produces in full color and can deliver 23 miles of newsprint every 20 

minutes. Watching the publisher is the Union's newest reporter, Maureen “Little Mo” 
Connolly, 17-year-old women’s world tennis champion. 


| 
| 


Along the Media Path | 


| 


e@ One of the most attractive and! will boost advertisers’ products in| 


effective promotional brochures to} 1,000 supermarkets and nearly 500 | 


come along in some time is the | drug stores. The product promo-| 
new sales presentation of the) tion is available for both radio and 
Spokesman-Review and Spokane TV advertisers. 

Daily Chronicle. The basic argu- | 
ment of the brochure is for the e WHAS, Louisville, reports it put 
Spokane market, rather than the together the largest Kentucky cael 
newspapers, and gets the message work in history—41 _ stations— 
across through a wealth of sta- when it originated a fire soem: | 
tistical data and striking photo- tion program, “A Chance to Live,” 
graphs of people, industries and on Oct. 7. The program featured 4 
natural resources of this four-state | state-wide fire drill for some 6,000 | 
area. The brochure points out that! public and private schools. 

this market is a big one and can | 

not be measured “by strictly city| @e Housewares Review, 


a Haire 


The Bdeal Christmas Gift 
“AGED” WISCONSIN CHEESE 


| PACK NO. 5 (shown above)—A trul 
| resentative assortment of fine c 
| ag in a beautiful 


market standards” because it is 
bordered on all sides by giant 
mountain ranges which cut it off 
from any other large metropolitan 
center. 


publication, reports its 14th annual 
directory and yearbook hit new 
highs with 124 ad pages from 211 
manufacturers. It was a volume 
gain of 16% and an advertiser gain 


|of 9% over last year. 


@ The Herald, New Britain, Conn., 


rep- 


eeses 

reen and gold foil 
x. Contains Alpine Brand Swiss, Brick, 
Cheddar, Smoked Cheese, Dessert, Baby 
| Gouda, Bleu Cheese Roll and Port Salut 
Lyre ———_ approx. 5 lbs. Postpaid. .$6.40 
1—This box contains 5 liberal 


portions, . Wisconsin’ Ss finest cheese. 
‘Alpine” Swiss, “Alpine” Brick, “Alpine” 
Baby Gouda, “Alpine” Dessert and “Al- 


ine” 
ee ‘Alpine = 
| Gouda, Alpine Dessert and Alpine Smoked 
a Net wt. approx. 1 Ib. 7 ozs. nr 
| PACK NO. 1i—-A ‘beautifui Shadow ‘Box 
filled with Wisconsin's finest cheese as- 
sortment and imported Norwegian sar- 
dines. Contains Alpine Brand Swiss, Ched- 


dar, Melo-Pure, lam and LeRoi, plus 
two cans of sardines. 
| Shipped prepaid by express......... $13.50 


Write for complete brochure. 
Enclose check or ) eee order with all 


= be | by | Svein 


| The swiss ¢ CHEESE SHOP 
Box 335F MONROE, WISCONSIN 
Member: Wisconsin Gift Cheese 
Shippers Association 


( persondl..."Diflerent”.. 
The Perfect Gift 
For Colleagues... 
Customers... Salesmen.. 


@ ONE TIE OR TEN THOUSAND 


has moved into a new plant at|@ Interstate United Newspapers 
Chestnut St. and Corbin Place. _| Inc. is telling advertisers about the 
| merchandising aids offered by the 


, 
e WLW, Cincinnati, 
radio pioneers in food merchandis- | 


e WFIL and WFIL-TV have been 
put under one roof in a new plant 
at 46th and Market Sts. in west 
Philadelphia. The television stu- 
dios have been located there for 
several years. Last spring the 
WCAU stations in Philly also 
moved from the center of the city 
to the outlying section. 


e If you want some market infor- 


mation on gravy ladles, iced tea 
spoons or napkins, get Good 
Housekeeping’s consumer panel 


report on tableware and linen. The 
study reports on ownership of 
tableware and linen items, giving 
brand preferences, reason for se- 
lection and where item was pur- 
chased. Of the 1,312 subscribers 
polled, 62% own sterling silver- 
ware, but 48% of these use their 


sterling only on special occasions. 


| Pittsburgh Courier. In addition to 


supplying counter cards and ad re- 
prints at cost, the Negro newspa- 
per will send field service men in- 
to the 25 markets covered by the 
Courier and promote the advertis- 
er’s product to retailers. 


ARF Forms Analysis Group 


A committee on analysis of read- 
ership data sponsored by the Ad- 
vertising Research Foundation, 
New York, has been formed. John | 
Caples, a v.p. of Batten, Barton, 
Durstine & Osborn, will serve as | 
chairman. Committee members ap- 
pointed te date include Henry 
Godfrey, J. Walter Thompson Co.; 
7. & Kendall, Printers’ Ink; wil- 


ty, and Roger Whitman, Bristol- 
Myers Co., New York manufac- 
turer of toilet preparations. 


e Simmons-Boardman Publishing | BCA Victor Promotes Haber 


i 
has issued a 48- bookle 
pare gps o eat eee tising and sales promotion for RCA 


| technical products, has been pro- 


which presents data on its four) 
railway business papers and out- 
lines trends and buying in the 
railroad industry. 


Julius Haber, director of adver- 


moted to director of public rela- 
tions for the RCA Victor division, 


| Radio Corp. of America, Camden, 
| N. J. He succeeds James M. Toney, 


e Parents’ Magazine continues to| | who has been advanced to director 


hammer away at its main selling 
theme: circulation is “concen- 
trated almost 100% 
with children.” The magazine’s 
latest presentation is called, “Good 
Women Are Hard to Find,” and 
points out that “nearly 50% of 
the readers of other magazines} 
have NO children.” 


one of the. 


ing, has announced a new POP 
| (point of purchase) Plan, which | 


in families | 


{of consumer products distribution 


for the company. 


Johns to Iroquois Beverage 
Iroquois Beverage Corp., Buf- 
falo, has appointed Albert B. 
Johns, New York, general sales 
manager. Mr. Johns formerly was 
| assistant sales manager of Lieb- 
|mann Breweries Inc., New York. 


Mills Named Art Director 
David W. Mills has been named 

art director of Ted Sommers Inc., 

Bridgeport, Conn., agency. 


@ FOUR-IN-HANDS OR BOWS 
@ ANY COLOR—ANY NUMBER OF 
coLors 


@ ALL-OVER PATTERNS OR MODERN 
“SPOT” DESIGNS 


Your own product or trade mark distinc- 
pone ice on finest silk foulord! Not 

ly ties, but true luxury neck- 
weor A poner co are always proud to 
weor. Yet those who see and wear these 
ties are constantly and subtly aware of 
your product! All ties are designed and 
produced in our own plant, to meet your 
exact specifications. 


Phone Wir Write 
FOR FREE DESCRIPTIVE CIRCULAR 


QDSAKY 5 .:ises, inc. 


% 475 Milwaukee Ave. + Chicage 10, Ill. + MOnroe 6-78 


sot 


The GIFT “That GIVES a 
Nahe FO All Year —_ 
\The FORST “Belicary 4 3 


rt of the Season” Club 


The Gift that says “Merry Christmas” 
throughout the year. Regular membership 
for only $51.50 brings at Christmas a beau- 
tiful announcement of your sumptuous gift 
and a golden brown Smoked Turkey. At 
Easter a tender Smoked Ham. In July, 6 
half pound cans of vacuum-packed Smoked 
Turkey—<Sliced, Pate, Handi-cut). Fall brings 
4 lbs. of Smoked Sausage and a side of 
luscious Smoked Bacon. 


Special Membersh. 
DeLuxe Membersh —_ 3530 
Super DeLuxe Membership 87. 


Write TODAY For Details about this rare 
unusual Gift for the “top” names on your 
Christmas List. 


THE FORSTS * Route 292 * Kingston, N. Y. 
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Department Store Sales... 


Business Picks Up, May Top ‘51 Peak 


WASHINGTON, Oct. 21—Fall busi-; New Haven . i. i 
ness is good. Sales in the nation’s Lowell-Lawrence 0 “7 11| 
i i Springfield ... 
department stores hit a new high SS 3 <3 ial 
for the year in the week ended New York District... —3 —2 —6| 
Oct. 11, sending the weekly index) Newark -.-0- eS ae 
to the stratospheric heights of 125.'! New York —~7 r—2 —7| 

Dollar volume in this second| Rochester 2 66 | 
on . | Syracuse oer —14 0 4 
week of October was 6% higher | Philadelphia Dis' —1 4 —2] 
than volume in the same week last | _,Phiadelnnia jogo eae 
year, which was also the high!) Akron Sciictho anes 0 7 15 
j i Cincinnati o —3 8 
point of the first 10 months of 1951. yin rat = 5 3 
If the uptrend continues, the de- Columbus ; —6 2 H 
| ‘oledo ° 18 | 
Erie ....... Fe 4 2 12) 
DEPARTMENT STORE ppittsburgh — 3° 9 
chmen stric — - 
nad SALES INDEX eS Washington 2 2) 
. Baltimore —2 6 14) 
1947-49 equals 100 Atlanta District 3 re 15| 
Birmingham —15 19 19 
Jacksonville . —3 —8 ® 
a . 
Week to Oct. 11, ’52*.p125 aaa _ . = & 
Week to Oct. 13, ’51*..118 Augusta 31 26 «24 
Week to Oct. 4, ’52*..116 oa = ae OS 
Week to Oct. 6, ’51*..110 Chicago District ae 5 $| 
icago . — 4 
Week to Sept. 27, *52*..112 Indianapolis ‘ only 15 1 
Week to Sept. 29, ’51*..114 | Detroit . PH TESS ‘ 0 2 7 
Patines | Milwaukee sis . —7 4 13 
. | St. Leuls District —2 ree 11 
eee eee | per — spa =< “2 7 
| uisville “ 
\ di | st. Louis Area 1 = a 
= , TIAAEB  on2eccccrecnerescesesees —M4 
| ae District 5 r6 17 
partment stores may yet break | ae 2 ve he 
their alltime sales record of last FR nn mg pene “2 = . 
year. Right now, 52 sales lag only) “oss. {tY Distrie oo ae oe 
1% behind the ’51 pace. { —— = — e 
a — 
} 
Kansas City —9 2 1 
s The report from the Federal Re- | , eS —— 2. * 
serve Board shows two eastern) Tuya .) a on 
districts are still having their — District = = a 
a Ss 
troubles. In the week ended Oct. I Paso 21 4 (13 
11, stores in the New York area cust Werth 3 3 8 
were off 6%, those in the Phila- San Antonio _. a 9 
delphia area, 2% However all San Francisco District —t rs 15 
- eg toby, Los Angel ; 
other districts chimed in with sub-| pos Angeles Area a 
stantial gains: Atlanta, 15%, San, Angeles eT Fy 
. . . 8 
Francisco, 15%, Minneapolis, 17%, Angeles ii 5 11 
Dallas, 13%, St. Louis, 11%, Bos-, Qakland at in 
P San Diego —1} 7 27 
ton, 6%, Cleveland, 8%, Chicago, San Francisco — —4 2 
o j Portland o -8 6 
6%, Richmond, 4%. j Gait Lake City ; . <9 
% Change f 51 
Ween Ended | Seattle : —2 2 8 
Federal Reserve Sept. Oct. Oct. spokane — —10 3 
District and City 27 4 ee ae 
UNITED STATES ........ —2 5 6 | r—Revised. 
Boston District ........ - —~s 1 6 *Data not available. 


Latin American Holiday Drive 
Planned by Philco Corp. _ 

It’s Christmas in October for 
Philco International Corp., Long 
Island City, N. Y., which already 
is in the midst of plans for a major 
December drive in Latin American 
and South American countries. The 
| campaign will be launched Dec. 7 
|with a four-page, two-color in- 
sert in Hablemos del Hogar Y de 
La Moda, the weekly newspaper 
supplement which appears in six 
Latin American countries. 


Food Buyers Should 
Set Aside Time for 


Salesmen: Rogers 


LoulisvILLE, Oct. 21—A code of 
ethics for the food industry intend- 
ed to cut down the time salesmen 
spend unnecessarily in buyers’ 
waiting rooms has been called for 
by Watson Rogers, president of the 
National Food Brokers Assn., New 
York. | A heavy co-op newspaper sched- 

Addressing a convention session|Ule is expected to be placed 
of the Kentucky Wholesale Gro-| throughout the area. Point of sale 
cers Assn., Mr. Rogers said such a ™@terial, including window and 
move is necessary to aid the indus- store interior displays, also will be 


tg) }used to push Philco’s major a 
try in its efforts to reduce oper-| pliances. Julian G. Pollock Co, 
ating costs. 


Philadelphia, is the agency. 
“Narrowing profit margins in 


the food industry, along with con-| Bache Expands AM Coverage 
tinued competitive pressures, have, Bache & Co., New York invest- 
made it necessary for management | ment house, has augmented its 
at all levels to keep a constant} radio schedule to include business 
watch on operating techniques,” | news reports on WGN, Chicago; 
Mr. Rogers said. “One of the most} WCAU, Philadelphia; WGAR, 
flagrant wastes exists in the wait-|Cleveland,; WMAL, Washington, 
ing room of the buyer. All too and KABC, San Antonio. The com- 
d resents Henry 
ften salesmen spend unnecessa pony sieeey F 
be ore pene Uae TY|!Gladstone in a Monday through 
time sitting and waiting. Friday business newscast over 
The food broker advocated set-| WOR, New York. Albert Frank- 
ting apart a certain period of each| Guenther Law, New York, is the 
day for buying. Such periods, he | agency. 
said, should not be interrupted for | 
special conferences, telephone calls ‘Pit & Quarry’ Boosts Four 
or anything else. This system, he; John R. Duble has been pro- 
contended, would provide the in-| moted to eastern advertising man- 
dustry with the best means of con-| ager of Pit & Quarry. He succeeds 


trolling this particular area of| William A. Wilson, who has been 
mounting costs. promoted to v.p. and eastern sales 


ae Frank + | 
‘duction manager, has mn ad-| 
Antell Selects TV Show ‘vanced to manager of advertising- | 
Charles Antell Inc., Baltimore sales service. John H. Reardon has 
(Television Advertising Associ-| been appointed director of circula- | 
ates), is sponsoring “Live Like a tion. 
Millionaire” on Saturday nights | 
over ABC-TV. |U. S. Steel Promotes Two 
| Marcus M. Chapman has been | 
Southern Biscuit to Compton _ promoted to assistant general man- | 
Southern Biscuit Co., Richmond, | ager of sales-distribution of United | 
Va., has appointed Compton Ad-/| States Steel Co. and James P. 
vertising, New York, to handle its | Barton has been advanced to man- 
entire line, effective Jan. 1. Lind- ager of sheet and strip sales, suc 
sey & Co. is the present agency. ceeding Mr. Chapman. 


Eight Reasons Why People Like to Shop 
in Drug Stores Listed by ‘Drug Topics’ 


New York, Oct. 21—Eight top the store where they buy other eral sales manager of CBS Tele- 


reasons given by drug product| drug needs. 
customers for shopping in drug) 


of Drug Topics, which carries a 
new survey of consumer buying 76%. 
habits. | 


The eight reasons listed by cus- | they consider 
tomers for buying in drug stores shopping pleasant and easy. 


are as follows: 


1. Prompt service. Of customers Ray-Hirsch Names Sirota 


Mrs. Lorraine Sirota, formerly S . 
with Brown & Gravenson, New Jan. 1. Previously, Fuller & Smith 
York agency, and Victor E. Led- & Ross, Cleveland, handled the 
New York advertising account. 
souvenir specialist, has been ap- 
a ——— assistant to 

7 | Murray Hirsch, president of Ray- 
employes was noted by 96% of’ Hirsch, New York agency. 


queried, 80% said they get more 
prompt service in drug stores than 
elsewhere. 

2. Friendly and helpful atten- erer Co., 
tion. 

3. Neat and clean appearance of 


those interviewed. 
4. Patrons have confidence in’ 


druggists. Of those queried, 62% ‘Finch, Pruyn Names Agency since ® 1920 
said they ask pharmacist’s advice, Finch, Pruyn & Co., Glens Falls, 
N. Y., paper manufacturer, has | LOSANGELES HALLIBURTON BLDG. 


on products. 
5. It was found that 72% of cus- 
tomers have prescriptions filled in 


6. Being greeted by name was 
stores highlight this week’s issue listed by 54% of shoppers. 
7. Convenience was listed by 


8. A substantial number said 
the drug store 


appointed Hilton & Riggio, New 
York, to handle its advertising and 
promotion, effective immediately. 


CBS-TV Appoints Edwards 

Wilbur S. Edwards, manager of 
,KNXT, CBS-TV owned station in 
Los Angeles, has been named gen- 


vision film sales with headquar- 
ters in New York, effective Nov. 1. 
Fred Mahlstedt, who has been 
handling sales as well as opera- 
tions for the division, will continue 
to direct operations. 


Appoints Bond & Starr 

H. H. Robertson, Pittsburgh 
maker of industrial and commer- 
cial building products, has ap- 
pointed Bond & Starr, Pittsburgh, 
to handle its advertising, effective 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SAN FRANCISCO CENTRAL TOWER 


How to watch a (39S KING 
MERCHANDISING CIRCUS 


and never miss a thing! 


If your product is sold through retail 
stores the bulk of its sales must neces- 
sarily be in the 1,393 cities in which daily 


newspapers are published. 


There is wide variation in the merchan- 
dising situation in many of these cities . . . 
different merchants with different compet- 
itive attitudes...varying advertising intensity 
in behalf of other brands...variable consumer 
demand and variable brand acceptance in 
trade areas. 


ACB Research Reports enable a mer- 
chandiser to determine many of the 
variables in each market—to exploit the 
strength and bolster the weakness that 
his brand may have. All or any part of 
the 1,393 cities can be covered and each 
market can then be given the individual 
attention necessary to best results. 


ACB Research Reports are always made 
to the users own specifications as to 
territory covered — data contained — fre- 
quency, ete. They tell what advertising 
is running in each city on your brand or 
competitive brands. From this informa- 
tion important decisions can be made on 
sales and advertising strategy. 

Still other ACB Services are available 
to give visual sales tools to salesmen. . 
to scout new developments . . . advertised 


price reports . . . special auditing and 
certifying services on cooperative adver- 
tising campaigns and many others. 


Send for ACB’s New 
Tell-All Catalog... 


It's brand new from cover to cover— 
48 pages—and as complete as we could 
make it. Describes fully each of the 14 
ACB services. Gives many case histories. 
Gives cost of eack service or method of 
estimating same. Has complete directory 
of all daily and Sunday newspapers. The 
state breakdown of 1,769,510 retail stores 
is reprinted from recent U.S. trade census. 
Send for your free copy today! 


ACB reads every advertisement in every daily newspa 


ACB SERVICE OFFICES 
79 Madison Ave. « New York 16 
18S. Michigan Ave. « Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. « Memphis 3 


51 First St. «San Francisco 5 


ADVERTISING 
CHECKING BUREAU 
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' Axelsen Advertising Adds 3 
Axelsen Advertising, Denver, 
has appointed Kenneth R. Cavins 
in account executive. Mr. Cavins 
formerly was a staff member of the 


export advertising department, 
Gates Rubber Co., Denver. Two 
other appointments are those of 


Nancy Cordeal as production man- 
iger and Mrs. Jerry McDonnell, 
copy director. Miss Cordeal for- 
merly was with Needham, Louis & 
srorby, Chicago, and Mrs. McDon- 
nel! previously was a copywriter 
and show producer in Mason City, 
la. 


Panama to Plug Tourist Trade 


President Jose Antonio Remon, 
of the Republic of Panama, has 


sion will be formed immediately, 
in an effort to boost American 
tourist trade. Headed by a Pana- 
manian, the group will include J. 
R. Cunningham, managing direc- 
tor of the El Panama Hotel. An 
agency will be named to plan 
year-round promotion. 


- COVERED ONLY BY 
SENTINEL-STAR 


* "MORNING EVENING SUNDAY 
Agr? , FLORIDA 
Nat Rep. BURKE, KUIPERS G MAHONEY 


announced that a tourist commis- | 


Videodex Network TV Ratings 
Week of Sept. 8-14, 1952 
Copyright by Videodex Inc. 


Program Popularity 


Total Homes Reached 
- as Program see (000) 
a! riends (Liggett yers, 
GOB, BF Gilles) .......ccccccewce. 6,869 
2 Your of Shows (Reynolds Ti 
bacco, NBC, 49 Cities) ............ 6,245 
3 eo (Liggett & Myers, NBC, 
MP eeasecscccccvccssoaces 
4 Groucho Marx (DeSoto-Piymouth, NBC, 
Ge GED obese cnc sccccscsuceecs 803 
5 My _ Sergi (Philip Morris, 
FF ) errr 5,803 
6 Pabst Bouts (CBS, 55 Cities) ........ 5,495 
7 Toast the a (Lincoln-Mercury, | 
CBS, 44 Cities) ...........0.ne 5,295 
&S What's My Line? “(Jules Montenier, | 
ree 5,285 
9 Your Hit Parade (American Tobacco, 
10 Seater Feies) sapenns i ga0ce 4,817 
Scouts emt —_ 
CBs, 24 Cities) .. . 4,732 


ARB Multi-City TV Ratings 
Sept. 7-13, 1952 


American Research Bureau 


Rank Program (%) 
1 Dragnet (Liggett & Myers, NBC, 41 
GND we gducosacesccasivcensvenees 41.1 
2 Godfrey's Talent Scouts (Lever-Lipton, 
CBS, 24 Cit 40 
3 Godfrey & Friends ‘(Liggett & Myers, 
3 2 een 39 
4 Your Show of Shows (Reynolds Tobacco, 
NBC, 49 Cities) . 38.5 
5 My Little Margie (Philip Morris, CBS, 
MEE. pepo'h ks 4c4 os bedstokaned 35.4 
6 Toast g the Town (Lincoln. Mercury, 
Se Ge ND vnc encsasicncssones 341 
7 What's My a (Jules Montenier, 
 * YF - Par rrrert 33.5 
8 some | we "Desoto. ‘Plymouth, NBC, 
free? 33.2 
9 Pabst Bouts (CBS, 55 Cities) ........ 31.5 
10 T-Men in Action (Borden, NBC, 
PP UD SAcdavhivntavnananieeas 29.5 
Homes 
Rank Program 000) 
1 Godfrey & Friends (Liggett & Myers, 
SE sath ceuedernecahbenbs's teed 100 
2 rome Marx (DeSoto- Plymouth, 
| EE. sccaseeinhinekeeheneeencens 7,670 
| 3 a Show of Shows (Several Spon- 
O08, CIDE) occcccccsccccccssccces 
4 Dragnet (Liggett “& Myers, NBC)... .7,050 
| 5 My - Margie (Philip Morris, 
PNG envnctieditatahenalens -6,960 
| 6 What’ s My “Line? (Jules Montenier, 
7 Toast of the Town (Lincoln-Mercury, 
8 Godtrey's, siatent Scouts (Lever- 
Lipton, 5.9 
9 TV ome (Philco-Goodyear, NBC) 3970 
10 Racket Squad (Philip Morris, CBS) ..5,720 


Current 

Rank Prog Rating 
1 Godfrey's Talent Scouts (Lever- 

Pear 50.2 
2 Dragnet (Liggett & Myers, NBC) ...... 48.3 
3 aew & Friends (Ligoett & Myers, 439 
4 Your Show of Shows (Several Sponsors, 

GED cccicccnces cesccecocsccceces 43.4 
5 What's My Line? (Jules Montenier, 

=P er rrr TT 42.2 
6 G jarx (DeSoto-Plymouth, NBC) .41.4 


roucho M 
Toast of the Town (Lincoln-Mercury, 


ae arp eaasass ene 


7 
8 

4 
; Racket Squad (Philip Morris, CBS) ....36.1 


10 T-Men in Action (Borden, NBC) 


‘U. S. Egg & Poultry Magazine’ 
to Be ‘Poultry Processing’ 

The U. S. Egg & Poultry Maga- 
zine, a Watt publication, will 
change its name to Poultry Proc- 
essing & Marketing, beginning 
with the January, 1953, issue. 


Wagner Joins ‘Photo Dealer’ 
Edward Wagner, formerly east- 
ern advertising representative for 
Farm Quarterly, has been ap- 
pointed advertising manager for 


Photo Dealer, published by Pho- 


tography Publishing Corp., New 


York. 


Oregon Ad Managers Elect 

Arthur B. Wallace, national ad- 
vertising manager of the Portland 
Journal, has been elected presi- 
dent of the Oregon Newspaper 
Publishers Assn. Ad Managers. 
Carl F. Degner Jr., advertising 
manager of the Redmond Spokes- 
man, has been elected v.p. 


theric’s 


What’s 


Ye reasons: 


CUNNINGHAM & WALSH 


In 1951, Cunningham & Walsh placed the following major products 
in TRUE CONFESSIONS— Liggett and Myers’ Chesterfield, Len- 
Tweed and Sunshine Biscuits’ Hydrox and Cheez-It. 

And this year, as Cunningham & Walsh continues to grow, so 
does its use of TRUE CONFESSIONS. In 1952 they have added 
Bue Liggett and Myers’ Fatima and Sunshine Biscuits’ Sweet Goods— 
iy both in four color—to the TRUE CONFESSIONS list. 


behind C & W’s growing interest in TRUE CONFESSIONS ? 
We think you may be interested in three of the most important 


— . At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALL’S, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 


circulation giants as LIFE, COLLIER 


S and LOOK. (A.B.C.Dec.31,1951) 


TRUE CONFESSIONS has the youngest adult woman’s audience 


cays 


of any magazine studied by Starch. 


3. And this young TRUE CONFESSIONS’ market can’t be reached 
through other kinds of magazines. Only 10% of TRUE CONFESSIONS’ 
2,200,000 women readers read the largest of the Service Magazines 
(LADIES’ HOME JOURNAL) and only 13% read LIFE. (Starch) 


For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 


| dell’s, 
|handle its advertising. The pro- 
|motion, which will be handled in 
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‘National Nielsen-Ratings of Top Radio Shows 
Week of Sept. 7-13, 1952 
All tigures copyright by A. C. Nielsen Co. 


Current ae 

Current Homes omes 
Rank Program (000) (%) 
ae ONCE-A-WEEK (AVERAGE a ALL PROGRAMS) (1,842) (4.2) 
Lux Radio Theater (Lever, 3,859 8.8 

3 Dragnet (Liggett & Myers, nee) 76 

3 Dr. Christian (Chesebrough, = 3,069 7.0 

4 Philip Morris Playhouse (CBS) ..... 2... 6666 ee cece www ee nnees 6.6 

5 People Are Funny Gavia, Chicle, GBS) ..... 6.4 

6 You Bet Your Life (DeScto-Plymouth, NBC) ........ 6.4 

7 Railroad Hour (American Railroad Assn., NBC) 6.1 

8 Life with ua GH, GD cc cccccscccccccsccseccceesess 6.1 

9 Hawk J. Re a tkttemennnéne seek wesiaee 5.9 

10 Godfrey's Talent Scouts (Lever-Lipton, CBS) ............. 000005 2,456 5.6 
es —_— WEEKLY (AVERAGE 7 -_ PROGRAMS) (1,009) (2.3) 
One Man's Family (Miles Labs, NBC) .......... 0.66 e ce eneee 2,017 4.6 

News of the World (Miles Labs. NBC) danebeidetwianupons 1,973 45 

3 Lone Ranger (General Mills, ABC) ..... 22... 660 e reece ee enee 1,579 3.6 
— (AVERAGE FOR ALL PROGRAMS) (1,579) (3.6) 
Right to Rassias GO, BRED occ cccsiccvacecssccscices 3,069 7.0 

A Backstage Wife (P&G, NBC) ....... 2.06.6 c cece cence wees 2,894 6.6 

3 Romance of Helen Trent (Whitehall, CBS) . 2,894 6.6 

a Gelding Ulett (POG, COB) ooo. ccc cccscccccccrcccccosecce 2.850 6.5 

5 pper Young's Family (P&G, NBC) .........-...-5500ee 2.850 6.5 

6 Our Gal, Sunday ee GED cccccccccccccccces 2,762 6.3 

7 Ma Perkins (P&G, CBS) ........-- 06 cceeeeee cones 2.719 6.2 

8 Arthur Godfrey (Liggett ’ Myers, CBS) ... cccccssece 2,719 6.2 

9 Arthur Godfrey (National Biscuit, CBS) ................. 2,587 5.9 

10 | gf ye eee eer re 2,543 5.8 
a, SUNDAY _—— FOR ALL PROGRAMS) ( 921) (2.1) 
Se CI, GN kiakndacatcrasans cossecscnstvna 2,192 5.0 

3 A Detective Mysteries (Williamson Candy, MBS) ............- 1,973 4.5 

3 Hollywood Star Playhouse (American Bakers, NBC) ............. 1,579 3.6 
am, SATURDAY (AVERAGE FOR ALL PROGRAMS) ¢ 359) (3.1) 
Theater of Today (Armstrong. coe PR bCCCEDDRNC CCS CaDebebuane 324 5.3 

, Grand Central Station (Toni to., CBS) ... 5.1 

3 Stars Over Hollywood (Carnation, CBS) . 48 


Trendex TV Ratings 
Ten Multi-Station Cities 
Oct. 1-7, 1952 


Rank Program Rating 
1 I Love Lucy (Philip Morris, CBS) ....60.2 
2 Talent Scouts (Lipton, CBS) ........ 46.2 
3 Gangbusters (Chesterfield, NBC) ...... 45.7 
4 Life With Luigi (Maxwell House, —- 39.7 
5 y & Friends (Chesterfield 

Toni, Pillsbury, CBS) .........-445- 39.5 


6 —_ of the Town (Lincoln-Mercury, 6 
7 Groucho Marx (DeSoto-Plymouth, NBC) 36.1 
8 oo oo oo 242 

D sagavacdaccesetasnecee , 
9 Racket Squad (Philip Morris, CBS) ...33.6 
10 Jack Benny (Lucky Strike, CBS) ...... 33.5 


To Dowd, Redfield & Johnstone 

Dowd, Redfield & Johnstone, 
New York, and John C. Dowd Inc., 
Boston, have been named by Go- 
curtain manufacturer, to 


New York, will utilize radio, mag- 
i and newspapers. 


15% catcitator 


For admen and publishers. New plastic slide- 
chart gives comm. and net on any gross figure 
PLUS 2% cash disc. and final NET. Size 54% 
x 9. Invaluable tool for desk or pocket. Send 
$2.50 on 10 day money-back guarantee. L. D. 
Blehart Co. 10A Fiske Pl. Mt. Vernon, N. Y. 


THIS NEWEST WARWICK 


TYPESETT! 


NG SERVICE 


IS IMPORTANT TO YOU! 


WHAT new service? It’s called “Fotoset” . . . 


it’s Warwick's 


sensational, new process of setting type directly on film or paper! 


Headings, body, tabular matter . . 


. all composition is set automati- 


cally and less expensively. From the “‘spare no expense’’ brochure to 
the ‘‘save every penny” piece, Warwick Fotoset does the job. 


WHY is it important? You get razor-edge sharpness of all 


letters, including the finest serifs 


and hairlines . . . evenness of color 


throughout. And there's no smudging or bleeding. No matter what 


your layout calls for you get it 
reproduction proofs . . 


from Warwick on actual film or 


. ready for the engraver or lithographer. 


HOW will it save you time? Warwick Fotosetter sets type 
directly on film, so all you need do is OK galley proofs before final 
film or reproduction proofs are produced to your exact specifications. 


HOW will it save you money? With 32 type fonts up to 
36 point at the finger tips of the operator (which means keyboard- 


ing many large “handset” 
type metal... 


sizes)... 
the speed and flexibility of Fotoset composition is 


the elimination of expensive 


naturally a more economical operation. 


WHERE can you get it? 


Warwick Typographers can give 


you Fotoset combined with a complete typographic service, from 
creative typography to typesetting ready for the engraver or printer. 
Warwick serves clients in 32 states plus Mexico and Puerto Rico. 


For the complete story of whot Warwick's 


new Fotoset can mean to you, 


write Dept. A-8 


WARWIC 


920 Washington Ave. @ 


... overnight by rail and air from nearly all U.S... 


TYPOGRAPHERS 
INCORPORATED 
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Audit Bureau Elects 
W. A. Hart President 


(Continued from Page 1) 
Foods Corp., New York, and W. S. 
McLean, Fisher Body Div., General 
Motors Corp., Detroit, who were 
unable to continue service. They 
were succeeded by Ralph Robert- 
son, Colgate-Palmolive-Peet Co., 
Jersey City, N. J., and Wesley I. 
Nunn, Standard Oil Co. (Ind.), 
both of whom were elected to 
serve two-year terms, representing 
the advertiser division of the bu- 
reau. 

Others re-elected for two years 
were: } 

Advertisers: Mr. Hart; Mr. Rim-| 
mer; Lowry R. Crites, General 
Mills Inc., Minneapolis, and Russell 
Z. Eller, Sunkist Growers Inc., Los 
Angeles. 

Agencies: Mr. Gamble. 

Business publications: J. E. 
Blackburn Jr., McGraw-Hill Pub- 
lishing Co., New York. 

Farm publications: C. E. Sweet, 
Capper Publications, Topeka, Kan. 


Magazines: Benjamin Allen, 
Curtis Publishing Co., Philadel- 
phia. 

Newspapers: Lisle Baker Jr., 


Courier-Journal and _ Louisville 
Times; W. J. J. Butler, Globe & 
Mail, Toronto, and William F. 
Lucey, Eagle and Tribune, Law- 
rence, Mass. 


® Discussions at the ABC conven- 
tion were limited largely to two 
subjects related to auditing pro- 
cedures based on new methods of 
circulation development. One in- 
cluded the problems of handling 
audits “of store-distributed maga- 
zine circulations, and the other to 
the bulk method of obtaining sub- 
scriptions for religious publica- 
tions under the so-called “parish 
plan,” whereby the church organi- 
zation subscribes for groups of its 
members. 

Both subjects were referred to 
the board for further study. In the 
division meetings, most of the me- 
dia were opposed to changing the 
rules to provide for acceptance of 
more than 50% bulk circulation, 
whereas the advertiser and agency 
groups evidenced a desire to adapt 
the bureau’s methods to new circu- 
lation methods, so as to provide 
buyers of advertising with factual 
data on media in which they are 
interested. 


s The business paper division rec- | 
ommended that use of figures in | 
advance of release of publishers’ 
statements be extended to include | 
vocational breakdowns as well as 
total circulation figures. 

A presentation on behalf of 
Hearst, Conde Nast and Ziff-Davis, 
urging the board to make the ne- 
cessary changes so that “trade sub- 
scriptions” to general magazines 
could be sold at lower prices than 
to general consumers’ without 
danger of being put into combina- 
tion sales, or of being disqualified 
as net paid, was approved by the 
meeting. 

There was considerable discus- 
sion, but no action, on a suggestion 
that magazine directors be lim- 
ited to two two-year terms on the 
ABC board. The group also acted 
to attempt to simplify and clarify 
handling of catalog agency sub- 
scriptions on ABC forms. 


®# In his annual address, President 
Kynett emphasized the growth of 
the ABC, whose membership is 
now at an alltime high, but said 
that, because of the large number 
of publications with paid circula- 
tions not belonging to the bureau, 
much remains to be done. During 
the past year, the bureau audited 
circulations totaling 332,204,995. 
In the daily newspaper field, 
the audited circulation is 101,648,- 
000, or over 95% of all claimed 
daily newspaper circulation. But 


cee 
Bee s 


!of uniform standards, are always | 


| culations, pointing out that two of 
| these publications, Woman’s Day 


the 4% unaudited circulation, Mr. | 
Kynett said, represents 776 news-| 
papers with 4,528,000 claimed cir- 
culation. 


Similar figures were given for ; 


magazines, farm papers and busi- 
ness papers, leading the ABC head 
to add, “It seems to me that in the 
interests of all, publisher, adver- 
tiser and public, we should seek | 
to penetrate to the smallest paper 
which carries advertising, to the} 
end that no matter what the ad- 
vertiser or the advertising expendi- 
ture, the benefits of verified, paid 
circulation, interpreted in terms 


apparent.” 


@ Mr. Kynett devoted considerable 
attention to the problems of audit- 
ing store-distributed magazine cir- 


and Family Circle, are now mem- 
bers of the bureau, and others 
have made application. 

“They have formidable markets 
in which to sell advertising space,” | 
he said, “and the buyer of space | 
is eager for verified circulation 
facts. But auditing costs are high— 
the more organizations selling the 
magazines, the higher the costs of 
auditing. 

“Why? Is not the supermarket 
sale the equivalent of a newsstand 
sale? On the surface, yes. Below 
the surface, on the level of rec- 
ords, no. Individual sales records 
are not made in supermarkets— 
the sale of whatever the consumer 
takes is totaled at the checking 
point, but that is not all. 


= “It is the attempt to establish a 
basis for auditing that costs so 
much. Actually, ABC audit charges 
in these instances represent both 
auditing and record-keeping costs. | 
Other publishers maintain audit- | 
able records at considerable cost 
to themselves; the supermarket | 
records do not go beyond bulk de- | 
liveries to individual stores. | 

“Varied points of view exist | 
concerning how these audits should | 
be made. The point of the chal- | 
lenge to the bureau is to find an| 
auditing method that meets ac-| 
ceptable standards at an econom- | 


| ical cost, and also to suggest rec- 
|ord keeping that fits the method. | 


“It is not too difficult to solve} 
the problem when only one chain | 
or even a dozen chains are in-| 


| volved, but when the numbers in- | 


crease to over 100—we are told! 
that one publication expects to be! 
distributed through more than 500 
corporations—the questions are 
not too easily answered. 

“Yet the advertisers, and the! 
publishers, too, want verified facts, | 
and it is up to the bureau to de-| 
velop the means whereby these 
verified facts may be provided.” 


} 


® The president explained the ef- | 
forts which are being made to ed- 
ucate buyers and sellers in the use | 
of the ABC reports, and the larger | 
amounts spent by the bureau in its 
public relations campaign. The es- 
tablishment of clinics to assist in 
familiarizing publication person- | 
nel with ABC procedures has been 
favorably received, and the idea is 
gaining momentum. 

Mr. Kynett closed his report by 
presenting to 27 members of the 
ABC staff special awards in rec- 
ognition of their having served the 
organization for 25 years or more. 
They received the enthusiastic ap- 
plause of the members. 


ws Wesley I. Nunn, advertising 
manager, Standard Oil Co. (Indi- 
ana), and immediate past chair- 
man of the Assn. of National Ad- 
vertisers, paid tribute to the work 
of the ABC in providing funda- 


|medium, similar to a manual on 


|= The ANA representative also 


OLD AND NEW-—H. H. Kynett (left), re- 
tiring president, and Wm. A. Hart, new 
president of the Audit Bureau. 


mental circulation data for adver- | 


tisers. 
“Among the most pressing of | 
advertisers’ current problems,” he | 
continued, “is the diversion of | 
funds by deals and gimmicks from | 
advertising programs planned in| 
advance to accomplish needed | 
company objectives. 

“There is a sharp conflict be- 
tween the philosophy of ‘buying’ 
distribution and dealer support 
through deals of various kinds, and 
the alternative philosophy of aim- 
ing expenditure of advertising 
funds toward the consistent and 
long-term development of con- 
sumer demand and a strong brand 
franchise. 

“One example of such budget 
diversions has received very active 
recent consideration by the ANA 
board of directots, namely, the 
current rash of space and time 
brokerage deals sponsored by 
wholesalers and retailers. 


@ “In these deals, along with the 
assurance of more or less mer- 
chandising assistance in retail 
stores, the brand manufacturer is 
offered the ‘opportunity’ to pur- 
chase, on his customer’s terms, a 
portion of the space or time in 
which the promotion is to be ad- 
vertised. Virtually all major con- 
sumer media are being employed 
in such promotional schemes, and 
in some cases, I understand, me- 
dia have been the principal archi- 
tects of these plans. 

“The specific terms of these 
brokerage deals vary consider- 
ably, and so does the attitude of 
different advertisers toward the 
various proposals. By and large, 
however, I’m sure it’s safe to say 
that advertisers have legitimate 
objections to most of them. 


@ “We don’t like to hear our mem- 
bers say, as one large magazine 
user did recently, in commenting 
on the space brokerage problem, 
‘Media are selling their own cus- 
tomers down the river.’ This is 
the kind of thing that is well char- 
acterized by an expression used 
by Jack Cunningham at our re- 
cent ANA meeting—‘a good way 
to make a fast buck, but no way 
to make a slow million.’ ” 

Mr. Nunn reported that theANA 
plans to issue a newspaper man- 
ual, giving basic facts about the 


the outdoor field which it recent- 
ly published. Similar manuals cov- 
ering magazines, farm papers, 
business papers and other media 
are also under consideration. 


urged newspapers and magazines 
to do research on a before-and- 
after basis of publication reading 
in TV markets, pointing out that 
studies of this kind can still be 
made in a number of important 
markets. He said that the infor- 
mation is wanted, and that the 
method proposed is considered 
superior to the matched sample 
type of research used in markets 
where TV is already available. He 
urged that this and similar basic 
researches be carried on through 
the Advertising Research Founda- 
tion. The ARF, which he said had 
been suffering from malnutrition, 
and whose reconstruction was 
launched only a year ago, is now 


very decidedly a going concern, 
he said. 


® Mr. Nunn closed by referring to 
a plan for a magazine circulation 
analysis, similar to publications 
brought out heretofore and revised 
by the ANA, with the cooperation 
of the ABC. 

“The object of these publica- 
tions,” he explained, “is to ex- 
pand the usefulness of the ABC’s 
magazine data by expressing them 
in significant percentages, and by 


| showing them in the form of trends 


since prewar years. Al Brown sug- 
gested to you last year that the 
bureau might wish to consider un- 
dertaking this function itself. 
While that action did not material- 
ize, we have arrived at a solution 
which I suspect is a better one 
after all. While the ANA will un- 
dertake to make out the form of 
the document and will publish it 
when completed, we have been as- 
sured that the ABC will cooperate 
by drawing from its authentic and 
first-hand sources the data re- 


quired to bring this very useful | 


compilation up to date.” 


s John P. Cunningham, executive 
v.p., Cunningham & Walsh, New 
York, and chairman of the Ameri- 
can Assn. of Advertising Agencies, 
delivered a witty and interesting 
talk, in which he undertook to 
“audit” the basic requirements for 
effective advertising copy, saying 
that creative men, who work in 
the field of imagination, still like 
to have the solid foundation of 
ABC figures from which to take 
flight. 

He suggested that no research 
regarding consumer attitudes and 
readership can ever “take the 
place of that exceptional stuff 
found in the skull of a good copy- 
writer.” 


® Following are the components of 
his “copy audit” report: 

1. You must deliver the merits 
of a product to the public with all 
the interest and imagination you 
own, but don’t get caught at it, 
because the public doesn’t care 
about your merits as a writer. 

2. Tell as much as you can in 
the skeleton structure of the ad- 
vertisement, because that is all 
90% of your audience will read. 

3. When it comes to text, get the 
selling arguments in there fast. 
Remember every advertisement 
loses thousands of readers at the 
end of the first sentence, thou- 
sands of readers at the end of the 
second, and so on. 

4. You must have convictions. A 
man without convictions cannot 
convince others. If you have no 
convictions yourself about a prod- 
uct, get them from the people who 
use it. 

5. The manner in which you 
state a fact is often as important 
as the fact itself. 

6. Never write an advertisement 
to sell a product that doesn’t also 
sell something of the character of 
the maker or the store which sells 
it. 

7. It will be much better if you 
revise the revision of the revision. 

8. Finally, always remember that 
advertising is not something that 
takes place on a printed page. It 
is something that takes place in a 
consumer’s mind. 


s “I note that in the talks here 
over the past few years,” Mr. Cun- 
ningham said, “suggestions have 
been made for the ABC to get into 
new research fields of audience 
measurement, in terms of audi- 
ence character or multiple reader- 
ship. I say these things are not 
in the world of fact. They are in 
my world, the world of fancy, and 
the ABC should keep strictly out 
of this world. Its strength lies in 
its absolute adherence over the 
years to reporting things that can 
be counted, things that can be 
audited.” 

Robert E. MacNeal, president of 
Curtis Publishing Co., discussed 


the economic situation and the 
outlook for business, suggesting 
that population increases and other 
factors may enable the economy to 
remain at a high level even after 
the defense program has been 
largely completed. 


@ “The market for the goods we 
manufacture,” he said, “is con- 
stantly expanding. According to 
present indications, our population 
is growing at the rate of almost 
2,000,000 persons per year. The 
high birth rate and increased 
school attendance foreshadow ex- 
panding markets and substantial 
growth in both the wealth-produc- 
ing mechanism and the labor force 
to meet the demands of this larger 
market. 

“These factors would seem to 
indicate that the demand for con- 
sumer goods will continue to grow 
until 1960 or later, which could do 
a very great deal toward offsetting 
the decline in activity which may 
result from lessening defense ex- 
penditures.” 

Mr. MacNeal referred by impli- 
cation to other measurements of 
readership and circulation than 
ABC figures by saying, “Just as 
your editors know that mere vol- 
ume of words today will not keep 
either the winter winds or the 
evil spirits away, so do you who 
create and utilize advertising know 
that ectoplasmic figures, however 
large and glowing, and be th 
virtue or necessity, are no subst 
tute for the solid protection 6f 
ABC net paid circulation.” t 


® He discussed the important di- 
mension of publication value re 
resented by the “impact” of i 
editorial and advertising pag 
based on the believability of i 
content and the confidence of thé 
reader in its editorial service. ~ 
“Impact, in this sense,” he sai 
“is a general term for that whol 
area of favorable attitudes, . 
tions, impressions, feelings an 
emotions in the hearts and mindg§ 
of readers toward a publication, 
generated by its editorial and ad¢ 
vertising policies and contents.” ~ 
Mr. MacNeal devoted consider< 
able attention to the Post Office 
and the deficits which it reports, 
and which have been made th@ 
basis of requests for heavy in= 
creases in postal rates. He pointed” 
out that the department is a public” 
service, with many of the post of- 
fices not self-supporting, and’ 
added that its cost allocations have 
not been made on a realistic basis. 


s “All of us know,” he said, “how 
essential the Post Office is to our 
businesses, regardless of the way 
circulation is sold or delivered. 
Some of the proposed postal rate 
increases could be disastrous. Ap- 
parently official Washington is not 
equally aware of our essentiality 
to the business and industrial 
strength of America.” 

The luncheon program featured 
a panel discussion in which Mar- 
tha Rountree was moderator, and 
Sen. Harry Cain (R., Wash.) and 
Sen. Robert Kerr (D., Okla.) an- 
swered questions from a group of 
newspaper editors and publishers 
on the general subject, “Which 
Party Can Do the Most for the Na- 


| tion?” The discussion was broad- 


cast over WCFL. 


GE Promotes Charles Hayes 
Charles P. Hayes has been pro- 
moted to manager of sales analy- 
sis and product inventory control 
of the major appliance division, 
General Electric Co., Louisville. 
Mr. Hayes was manufacturing en- 
gineer of the manufacturing serv- 
ices division, Schenectady, N. Y. 


Begins New TV Series 


Filmcraft Productions, Holly- 
wood, has begun production of a 
new series of 39 half-hour televi- 
sion films, “It’s a Small World,” 
starring Al Gannaway. The series 
is owned jointly by Filmcraft and 
Mr. Gannaway. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


THE KING AND ADMAN—King Haakon of Norway, on the right, enjoys a laugh 

at a banquet marking the opening of a new conning school at Stavanger, Norway, 

by the Norwegian Canners Assn. The king’s companions are (left to right) Chr. W. 

Bjelland, association president; Olav Johnsen, past president, and William J. Breen, 

v.p., MeCann-Erickson. Mr. Breen, whose agency handles the canners’ campaign in 
this country, visited Norway to report on the progress of the promotion. 


\ geey the orotecton of FILTERED smotumg 


FOUR QUEENS—Among the more ottractive of current vote ap- From left, Pat Howse (Miss Great Lakes 1952), Jeannine Holland 
peals is this one by Chicago & Southern Air Lines, which got out (Maid of Cotton 1951), Ann Parker (Queen of Shelbi 1950) 


Sa, DE-NICOTEA 
this picture of four of its hostesses, all beauty contest winners. and Bettye Williams (Miss Caracas 1951). ie na Gore 
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WINDOW TIE-IN—“You don’t have to change your brand of cigarets to enjoy 
the protection of filtered smoking,” says Alfred Dunhill in this new window display 
which it is making available to all its dealers. The display ties in with “the largest 
De-nicotea advertising campaign in the history of the cigaret holder industry.” Ads 
" are running in Life, The New Yorker, The Saturday Evening Post, This Week Maga- 


We SPLIT SWIM SUITS—Catalina Inc., Los Angeles—via David S. numbers in 65 markets. The posters are a departure from hack- zine and Time. 
Hillman Inc.—is placing these two 24-sheet posters, in equal neyed “boy-and-girl” advertising and show no swimwear. 
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ENGLISH VISITOR—After a tour of the U. S., William Lyons  v.p., West-Marquis; Charles H. Hornburg Jr., Jaguar distributor, 
(second from right), chairman of Jaguor Cars Ltd., Coventry, and F. R. W. England (right), Jaguar service manager. West-Mar- 
England, talks over the market with T. L. Stromberger (left), quis handles Jaguar advertising in the 22 most western states. 


VENEZ VOIR—Colorful packages like these with Paris street scenes will be used by 
Meier's Wine Cellars Inc., Silverton, O., to catch the eye of wine connoisseurs during 
the holidays. 


OLD AND NEW—Meeting for a post-election confab are these Cresmer & Woodward, retiring president; Vic Baumgartner, Fitz- JOYOUS JOY—When General Baking Corp. introduced Starlet, its new low-calorie 
newly elected and retiring officers of the Los Angeles Chapter, patrick & Chamberlin, president-elect and former v.p.; Stanford high-protein bread, to the press (AA, Oct. 13), it chose Joy Bennett as the girl most 
American Assn. of Newspaper Representatives. From left: Wil- Manning, West-Holliday Co., new secretary-treasurer, and Charles typical of the product. Here she sits, in front of a man-size joaf of Starlet, admiring 
liam Mayer, Hearst Advertising Service, new v.p.; Leo Wilson, Jamison, Jann & Kelly, retiring secretary-treasurer. her likeness. 
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Confusion Is Rampant in Measuring 
Effectiveness of Ads, Politz Says 


(Continued from Page 3) 
“profound knowledge of the mech- 
anism of consumer preferences and 
of the instrument [advertising] of 
consumer preferences which tries | 
to employ these causes systemati- | 
cally.” 


® Another current fallacy, he said, 
“is the belief that marketing re- 
search exists to find out what the} 
consumer wants.” While conceding | 
that consumer wishes have “a 
small part in the total analytical 
process leading to useful conclu- 
sions,” he reasoned that “if the un- 
influenced opinions of consumers | 
in the year 1800 had determined | 
the development of lighting sys- 
tems, we would have today merely | 
vastly improved kerosene lamps.” 

He said that “genuine research | 
starts where the obvious ends” and 
cannot thrive “by simply playing 
back the music...composed by| 
creative manufacturers, marketers | 
and advertising.” It must accept} 
“its own creative function” and de- | 
velop new marketing concepts | 
when “the old ones do not agree) 
with research facts and conclu-| 
sions.” 


| 
® As an illustration he cited the | 
“popular marketing misconception” | 
that when consumers switch from | 
one brand to another, “if the cause | 
of dissatisfaction is cured, total | 
sales will benefit.” 

Other than the obvious one just | 
drawn, Mr. Politz said that two | 
other reasons are possible. In the | 
first, lost customers might have 
changed to a brand other than the} 
one showing gains, while the ob-| 
served gains were coming from aj 
fourth brand. 

The other, he said, results from 
unequal replacement. “The seem- 
ing stability of a particular brand 
is like the stability in the number 
of people sitting in a railroad car, 
when on each stop some people 
get out and others get in.” 


® Similarly, farmers move to cit-| 
ies, teen-agers become adults and | 
people die. This movement affects | 
every brand, he said, and conse- | 
quently a brand could decline in} 
sales while another climbed “with- | 
out there being a single consumer 
who ever switched from Brand A 


{to any other brand or from any 


other brand to Brand B.” 
The business man, he concluded, 
“must rid himself of the temptation 
to accept traditional research con- 
cepts as useful whenever they ap- 
pear obvious.’ 

On the fabled hostility of copy- 
writers to research, Mr. Politz said 
his experience “indicates the op- 
posite.” A “superficial survey” 
might not test all factors that guid- 
ed a creative man in writing his 
copy, he conceded, but his “justi- 
fied skepticism” makes him “an 
ally of progressive research.” 


s Much maligned consumer sales 
credit was before the conference 
| today as “the top dollar sales mar- 
ket” by Paul Millians, v.p. of Com- 
mercial Credit Corp. He described 
as “largely incorrect” charges that 
“instalment buying is inflationary 


and a grave trap to prosperity.” 

It is unproved, he stated, that 
consumer credit increases purchas- 
ing power. Rather, he countered, 
“credit can never take the place of 
income; it can only alter the time 
when income is spent.” 

Consumer credit is “short term,” 
Mr. Millians pointed out, estima- 
ting that at least 93% of the total 
amount outstanding today would 
be liquidated within a month. 


® Middle and lower income fami- 
lies are permitted greater partici- 
pation in the benefits of mass pro- 
duction through credit, he declared, 
adding that “buying on time rep- 
resents a substantial form of sav- 
ings” 
use “are the physical embodiment 
of many more years of service and 
utility.” 

The “cash way to market,” he 
warned, would reduce all markets 
“to some permanently lower level.” 

In the automobile industry, he 
pointed out, used car sales help 
make new car sales possible. Of 
all used automobiles sold for more 
than $500, he claimed, 71% are fi- 


because credit-sold items in. 


nanced. A high frequency of these 
credit users, he added, are among 
lower income marginal risk groups. 


Nash Offers Dealers Prizes 
for Best Outdoor Poster Idea 

Nash Motors division of Nash- 
Kelvinator Corp., Detroit, is spon- 
soring a $3,300 “Outdoor Poster 
Contest” for its dealers. The con- 
test began Oct. 15 and will run to 
Dec. 31. 

Awards will be given for the 
best original poster ideas sub- 
mitted by the dealers. Grand prize 
is $1,000. The company claims this 
is the first contest of this kind con- 
ducted in the automobile business. 


Bach Joins Lincoln Noelle 

Art Bach, formerly assistant 
sales promotion manager of Popu- 
lar Mechanics, has joined W. Lin- 
coln Noelle, Chicago, business pub- 
lications representative. 


S. C. Baer Co. Names Fogel 

Morris Fogel, formerly with 
Crosley Broadcasting Corp. and 
Dinerman & Co., has joined the 
copy staff of S. C. Baer Co., Cin- 
cinnati agency. 


, succeeds G. D. Guilkey. 


Sparkman Appointed A. E. 

Harold C. Sparkman has been 
appointed senior account execu- 
tive in the Edmonton, Ont., office 
of Stewart-Bowman-Macpherson. 
He previously has been associated 
with McKim Advertising, Toronto, 
and Walsh Advertising Co., Wind- 
sor. 


McOsker Joins ‘Enquirer’ 

Harold L. McOsker, formerly 
classified advertising manager of 
the Daily Mail, Charleston, W. Va., 
has been appointed sales manager 
of classified advertising for the 
Cincinnati Enquirer. 


WCOG Promotes Barber 


B. George Barber Jr., commer- 
cial manager of WCOG, Greens- 
boro, N. C., has been promoted to 
station manager. He succeeds Hen- 
ry Sullivan, who has been named 
manager of WGTM, Wilson, N. C 


Zelly Named ‘Leader’ Publisher 

Ridgeway Zelly, previously pub- 
lisher of the Globe, Atchison, Kan., 
has been named publisher of the 
Daily Leader, Guthrie, Okla. He 


Football 
“Sends ’Em”’ 

'  Downln 
Georgia 
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, Re take their football seriously. That's 

why every Fall The Journal and Constitution get 
“cranked up” to give football that extra treatment. 
Ed Danforth, Sports Editor of The Journal, and Fur- 
man Bisher, Sports Editor of The Constitution, join 
forces in covering more Southeastern Conference 
football games with their staffs for the Sunday 
Journal-Constitution than any other Southern paper 
can possibly do. 

Bill Wilson, head of the Photographic Depart- 
ment, gets in the act with all of his sequence cam- 
eras and Big Berthas. Pictures are flown in from 
outstanding games, from all over the South. 


Hat Firm Elects 


SUNDAY 
CIRCULATION 
471,886 


ABC Publisher's Statement—3-31-52 


Michael Dunham has been elected 
vice president and controller of the 
Frank H. Lee Co. manufacturers of 
men’s hats. Getting ahead in business 
like Mr. Dunk are th of 
regular Wall Street Journal readers 
throughout the nation—executives and | 
their aides who make or influence de- | 
cisions on planning, production, sell-_ 
ing and buying. What an advertising 
medium! (ADVERTISEMENT) | 


The Allania Zourmal 


“Cae Piet Like the Des’ 


“THE ATLANTA CON STITUTION 


“The South’s Standard Newspaper” 


Harry Mehre, oldtime Notre Dame star and for- 
mer coach at the University of Georgia, is a regular 
sports writer during the football season, contrib- 
uting articles for The Journal-Constitution. 


Every Sunday afternoon five or six of the top- 
flight writers who covered Saturday's games go 
on The Journal-Constitution television station, 
WSB-TV, with a half-hour football roundup. All dur- 
ing the week football staff writers report on the 
program Views of the News over radio station WSB. 

All of this extra effort tells why The Journal- 
Constitution Sunday circulation is greater than that 
of any other newspaper in the South, 471,886. 


AND 
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ROGER H. NASH 

WASHINGTON, Oct. 22—Roger H. 
Nash, 44, district sales manager 
here for RCA Communications 
Inc., died of a heart attack yester- 
day while driving to work. After 
serving in World War II. he joined 
RCA and became general sales 
manager in the New York office. 
He took his position here in 1948. 
The previous year, he was RCA 
representative at the internation2! 
telecommunication conference. 


NATIONAL 
DISTRIBUTION 


Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your carefw 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and et remarkabiy 
low cost for many of America’s multi-million 
dollar industries and hundreds of smaller 
firms your product or line can be sold by; 
Persenai demonstration, we invite you to secure 
@ frank, experienced appraisal of your possi- 
bilities and future im the direct-to-consumer 
selling feld. There is no cost or obligation tc 
you. Write today in detail 
OPPORTUNITY MAGAZINE 

Dept, A-142, 28 EB. Jackson Bivd., Chicago 4, Ii. 


3 Bank Groups 
Plan a Combined 
Ad, PR Effort 


(Continued from Page 1) 
Financial Public Relations Assn., 
which closed week-long sessions 
at the Hotel del Coronado today. 

S. H. Chelsted, president of 
FPRA and v.p. of the Peoples First 
National Bank & Trust Co. of 
Pittsburgh, said the proposals al- 
ready have the approval of the 
American Bankers Assn.’s public 
relations council and of the FPRA 
board. The third organization, the 
Assn. of Reserve City Bankers, has 
indicated agreement in principle, 
Mr. Chelsted said. He added that 
details of the program will be 
worked out at a meeting of repre- 
sentatives of the three groups early 
in November, probably in New 
York. 
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Outlining the problem which) bank is one of the most interesting LOUIS P. MAYER 


the program is designed to help 
meet, Mr. Chelsted said: 
“It is probably a fair estimate 


| spots in town because money is in- 


teresting to everybody. Your cus- 
tomers are live people who are in- 


PHILADELPHIA, Oct. 24—Louis 
Philip Mayer, 77, president of 
Philadelphia Gazette Publishing 


that only about 25% of the banks teresting to others. By featuring in Co. died at his home in near-by 
are doing a good advertising job your advertising the interesting|Glenside yesterday after a long 


and perhaps as few as 5% a good 
selling job. It would seem thet too 
many bankers are selling banking 
short. 


® “Banks today find it more and 
more necessary to cater to and de- 
velop services which appeal to the 
masses. As retailers of financial 


services, they are essentially mer- | 
chants and as merchants should | 
|Blackmon, First National Bank, 


adopt the proven method of de- 
veloping mass business—the appli- 
cation of good merchandising prin- 
ciples. Bankers should spend their 
advertising dollar based on net re- 
turns, featuring the most profitable 
services with the greatest general 
appeal, just as other merchants 
do.” 

The newspaper advertising clin- 
ic produced this comment from 
J. A. Ansley, v.p., Lee County 
Bank, Fort Myers, Fla.: “Your 


967. 


Capper’s Weekly Subscribers 


BUY-BY-MAIL 


THE ZZeae EDITORIAL STYLE MAIL ORDER 
oe SECTION OF CAPPER’S WEEKLY 


and Oklahoma. 


ideal Mail Order testing 


CAPPER 


vertisement to fit your budget. It's Flexible . . . 


PUBLICATIONS INC. 


App 


Here's the ideal, economical and flexible, testing medium for your MAIL ORDER 
copy! This new editorial style advertising feature of Capper's Weekly will reach 
a market of more than 400,000 PROVED Mail Order Purchasing families in the 
rich Farrh and Rural Town areas of lowa, Missouri, Kansas, Nebraska, Colorado 


The latest survey on Mail Order Buying Habits of Capper's Weekly Subscribers 
reveals that over 96% are Mail Order Purchasers! 


“From The Nation's Shops—Direct To You"’ — offers you a style and size of ad- 


medium! 


Write for the folder giving complete information and we'll also send you a FREE 
copy of “Mail Order Buying Habits of Capper's Weekly Subscribers."’ Do it Today! 


ar's Week 


912 Kansas Avenue Topeka,Kansas 


It's Result Producing . . 


. It's an 


things that happen in your bank, 
by telling the public what you do 
with their money, and by illustrat- 
ing your ads with real people who 
are known to their friends and 
neighbors, you can breathe life in- 
to blank newspaper space and 
make it work profitably for your 
bank.” 

sIn the use of radio, Clifton 
Dallas, urged use of programs 
rather than spot announcements, 
but counseled that if spots are used 
they should be on a fixed schedule 
to obtain the advantage of repeti- 
tive emphasis. 

James K. Sanbourne, advertis- 
ing manager, Denver National 
Bank, led the clinic on window 
and lobby display. He reported 
that a survey by Denver National 
showed that 6% of the new per- 
sonal and auto loan business that 
came into the bank as a result of 
advertising came because of win- 
dow displays. 


8 The association elected as presi- 
dent William B. Hall, v.p., The 
Detroit Bank, to succeed Mr. 
Chelsted. Other new officers are: 
lst v.p., L. L. Matthews, president, 
American Trust Co., South Bend; 
2nd v.p., Rod Maclean, assistant 
v.p., Union Bank & Trust Co., Los 
Angeles; 3rd v.p., Carl A. Bimson, 
executive v.p., Valley National 
Bank, Phoenix, and _ treasurer, 
William O. Heath, Harris Trust 
& Savings Bank, Chicago. 

Preston E. Reed continues as ex- 
ecutive v.p. and Lucy V. David 
as secretary in Chicago. 

The members picked Detroit as 
the 1953 convention city. The 
meeting will be held Oct. 11-15. 


To Canadian Pittsburgh Ltd. 


R. A. Trumper has been ap- 
pointed manager of glass sales of 
Canadian Pittsburgh Industries 
Ltd., Toronto. Mr. Trumper for- 
merly was sales manager of Hobbs 
Glass Ltd., now a division of 
Canadian Pittsburgh Industries. 


George T. Metcalf Co. Moves 

George T. Metcalf Co., 
dence agency, will move on Nov. 1 
to 31 Canal St., 
cupy the entire third floor. 


Provi- | 


| illness. 

He was the son of Carl Theodore 
Mayer, who in 1879 founded the 
company and the old Philadelphia 
Gazette, a German-language 
newspaper. L. P. Mayer spent most 
of his life with the company, suc- 
ceeding his brother Gustav in 1934 
as president. 


JOSEPH F. KNAPP 

Hampton Bays, L.I., Oct. 24— 
Joseph F. Knapp, 60, who was as- 
sociated with his father, the late 
Joseph Palmer Knapp, former 
board chairman of Crowell-Collier 
Publishing Co., in various business 
enterprises, died at his home yes- 
terday. He had been retired for 
nearly 20 years. 


Don re area Ine. 


Intormaten Headquarters of the Billion Dollar Industries They Serve 

FROZEN FOOD AGE - CANDY INDUSTRY - BOTTLING INDUSTRY 
TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 

220 Eost 42nd St, N.Y.C. * MUrray Hill 7-8771 
CHICAGO 30 Marth LaSeite Street FRanthe 2 9052) 

SAM FRANCISCO Sompsen Revity (te 70) Martel Street OOugias 2 4994) 

LOS ANGELES Sumpsoe teevity Ltd Matteertee Beviding Genet $1178 


where it will oc-)| 


| 


is a priceless ingredient of advertising 


leading agencies from 


atCM&H. 


COLLINS, MILLER @ 
207 NORTH MIC 


agency sefvice... 


time measured by 


deadlines. The finest photoengravings 
save agency time by reducing correc- 


tions and client complaints. Many 


coast tO coast 


save time by having engravings made 
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The Duane Jones Case Testimony 


(Continued from Page 75) 

Mr. Jones’ statements to the press. 

On July 9, Mr. Hayes said, Mr. 
Jones had changed his mind. He 
said Mr. Boyle presented a memo 
of agreement which didn’t contain 
stipulations of the July 5 meeting. 
(Later, Mr. Hayes said he agreed 
with Mr. 
of the events on that day.) 


s From 1949 through August, 1951, 
Mr. Hayes said, Mr. Jones was 
“drinking very heavily.” 


Mr. Hayes also denied any dis-| 


cussion among the nine looking 
toward a mass resignation. Mr. 
Pollack referred to Mr. Hayes’ 
pre-trial testimony in which the 
latter said the Jones executives 
had, early in July, discussed re- 
signing in a body. Mr. Hayes said 
his former testimony was not en- 
tirely true since he had misunder- 
stood the question. 

Asked if he had informed Muel- 
ler of Ralph Smith’s resignation 
and the Pharmaco people that Mr. 
Jones was retiring and negotia- 
tions were going on, Mr. Hayes 
replied that he had. Mr. Pollack 
then asked: “Do you think you 
were creating unrest by inform- 
ing these clients of such matters?” 
Mr. Hayes said no, adding that he 
felt he was protecting the interests 
of the Jones Co. 


8 Philip Brooks, the next witness, 
denied the charges brought by 
Duane Jones Co. and testified that 
he never met Mr. Burke before 
this trial nor did he ever go to 
Mr. Burke’s office. 

Justice Cohalan today ruled out 
any further mention of the nego- 
tiations between the nine employes 
and Mr. Jones, aimed at buying 
him out. He said the only salient 
point is that the negotiations con- 
tinued for some time, but that the 
meetings were fruitless. 


DUNK, OTHERS RELATE 
TALES OF DRUNKENNESS 

New York, Oct. 23—Today a 
variety of witnesses, most of them 
not connected with the Jones suit, 
presented their views of the last 
years of the Jones agency, and the 
conduct of its president, Duane 
Jones. 

These included Howard Dunk, 
a premium consultant, who said 
Mr. Jones was “fairly well intoxi- 
cated” at a Premium Club of New 
York luncheon in 1948; Warren 
W. Farr, president of Refrigeration 
Sales Co., a Cleveland Norge dis- 
tributor, who said Mr. Jones made 
an incoherent talk before top Norge 
executives in July, 1950, just be- 
fore Duane Jones Co. lost the 
Norge account, and Walter Ware, 
formerly a TV producer for Duane 
Jones Co. who is now with Schei- 
deler, Beck & Werner. Mr. Ware 
corroborated Mr. Farr’s testimony. 


s Also, Charles Solomon, who in 
1948 was ad manager of American 
Safety Razor Corp. and is now un- 
employed, described Mr. Jones as 
being intoxicated at a National 
Assn. of Magazine Publishers din- 
ner in 1948. 


Lawrence Emley, president, 


American division of Kiwi Polish | 


Co., testified that in May, 1951, 
when the company was a Jones 


client, he saw Mr. Jones at the| 


Hotel Pierre, drunk and inclined 


to stagger. He testified that he re-| 


ceived a telegram from Mr. Jones 
on Sept. 11, 1951, asking him to 
transfer the Kiwi account from the 
Jones agency as of Sept. 30. Mr. 
Emley said he signed with a new 
agency in October, 1951. 


s When asked the reasons for the 
transfer, Mr. Emley said, “basical- 
ly, I was invited to leave the Jones 
agency. I thought I’d get better 
service elsewhere.” He said Mr. 
Jones hadn’t personally been active 
on the account. This, plus Mr. 


Scheideler’s testimony | 


Jones’ “conduct,” did “affect my 
reasoning.” 

Milton Klein, who was to have 
been a plaintiff witness but needed 
more time to prepare his material, 
was called. Mr. Klein was Jones’ 
accountant. 

He testified that, for the period 
1946-50, the average “net, net” of 
the agency each year was $107,659. | 
|The average yearly gross billings} 
|were placed at $10,081,000. Average | 


Last Minute News Flashes 


. S. CofC Warns Against Pro-Communist Actors 


WASHINGTON, 


Oct. 24—The Chamber of Commerce of the U. S. has 
published another book on communism which urges business men to | 


take special care not to permit pro-communist entertainers to be em- 
ployed for their radio, TV and other advertising programs. 


Westinghouse Names Newcomb; Other Late News 


Tanners’ Council's 


Promotion Budget 


May Hit $750,000 


(Continued from Page 1) 
publications. It also will involve 


!films for television and merchan- 
|dising programs and kits for manu- 


e Westinghouse Electric Corp., Pittsburgh, has named T. J. Newcomb facturers and retailers. 


manager of its television and radio 


division, with headquarters at Sun- 


The council, in November, 1951, 


| bury, Pa. Mr. Newcomb, formerly sales manager for Westinghouse’s| disclosed plans for a $1,000,000 


‘for the radio-TV division. 


| appliance division, succeeds F. M. Sloan, now manager of operations 


gross commissions yearly were $1,-| @ Price, Robinson & Frank, Chicago, has resigned the J. P. Smith 
| 478,000. Average yearly net before | Shoe Co. account, effective Nov. 1. The company, which makes British 


| ly income taxes were $65,900. 

| On Mr. Cullom’s question, Mr. 
| Klein said that the books were not | 
set up so as to show what the net) 


count. 


® Don Gill, now an account execu- 
tive at Geyer, denied any conspir- 
acy, or any part in an alleged con- 
spiracy. He, too, went through the 
July 5 meeting, and said nothing 
was mentioned about a “Lasker 
Plan.” 

Four more witnesses came to the 
stand during the afternoon: Jo- 
seph Beck, Robert Hughes, Philip 
Genthner and James Franken- 
berry. The latter two are not de- 
fendants. They were with the Jones 
company and are now at SB&W. 

Mr. Genthner told of a lunch 
meeting at the Stork Club with 
Mr. Jones and Miles Cary, presi- 
dent of the American division of 
Arthur Guinness Sons & Co. He 
said the agency was trying to get 
the Guinness account. 

According to Mr. Genthner, he 
and Mr. Cary were sitting at the 
Stork bar when Mr. Jones came 
in, “said hello and ordered a 
double Scotch.” Mr. Jones then 
said he was retiring from the 
agency and had just about decided 
to sell his stock to his employes. 


# Mr. Jones became intoxicated, 
said the witness, and Mr. Cary got 
some smelling salts from a waiter. 
“We applied ice to the back of 
Jones’ neck and gave him black 
coffee,” Mr. Genthner testified. 
Later, he said, he took Mr. Jones 
back to the agency. He added that 
the Jones company did not get the 
account. 

Mr. Genthner also told of a 
meeting he had with Mr. Jones on 
July 5, 1951, in the latter's office. 
Mr. Jones’ secretary, Vera Whelp- 
ley, was present. He said Mr. Jones 
told of reaching an agreement for 
the sale of his interest in the 
agency. 

Mr. Genthner said the trio then 
took a taxi and drove around Cen- 
tral Park for about 90 minutes. 
During the ride, he said, Miss 
Whelpley criticized Mr. Jones for 
agreeing to the plan and Mr. Jones 
said that the offer was good and 
that he had shaken hands and that 
he always stood on his deals. 


s Mr. Genthner said that when he 
resigned on Sept. 6 as an employe 
(he had resigned Aug. 9 as v.p. 
and director after serving 48 hours 
in those capacities), he made a 
| lunch date with Jones for Sept. 14. 
| At the lunch, he went on, Mr. 
Jones said he was critical of Mr. 
Genthner for resigning after be- 
ing made a v.p. and director, and 
for going to SB&W (which he 
| joined Sept. 17). He said Mr. Jones 
told him that he wouldn’t have 


taxes was $173,000. Average year-— | Walker men’s and women’s shoes, has not yet named a new agency. 


ie Mort Junger Advertising, New York, has been appointed agency 
| for Feldman Inc., manufacturer of 


Ancuna and Jubilee Fashions chil- 


| dren’s coats. National and trade media will be used. 
profit would be on any single ac-| @ Effective Jan. 9, Vision and Visao, Spanish and Portuguese-language 


news magazines, will increase rates and, for the first time, offer a com- 
bination rate. A single b&w combination insertion will cost $1,390. 


Vision’s color rate will go up an 


average of 10% and its guarantee 


will be 80,000 to 90,000. Visao’s b&w rate will go from $350 to $495 
a page and the guarantee will be upped 10,000 to 30,000. 


e Cecil & Presbrey, New York, has elected two new v.p.s. They are 
Frank McCord in charge of research and merchandising, and account 


supervisor Winsor H. Watson Jr. 


e Jess Teague, for the past five years a v.p. and account executive at 


Henri, 


Hurst & McDonald, Chicago, resigned, effective Nov. 1. He 


formerly served with the A. C. Nielsen Co. and is an authority on 
package goods merchandising. His future plans one not yet been an- 


nounced. 


minded if Mr. Genthner had gone 
to any other agency. 

Then, said the witness, Mr. Jones 
told him that “I'll tear you down | 
like them. I’ll smear you like them. | 
With me it’s rule or ruin.” 

Mr. Genthner said Mr. Jones 
later “passed out” and with the 
help of a waiter he got Mr. Jones 
out a back door and took him back 
to the office. 


s James Frankenberry said that on 
when he was in 


Aug. 7, 1951, 


Maine on vacation, he got a phone 
call from Mr. Jones in which the 
latter reported “a magnificent 
housecleaning in the agency” and 
said he had decided to name Mr. 
Frankenberry a v.p. and director 
immediately. 

Mr. 
New York at Mr. Jones’ request 


and met him on Aug. 8 at the) 
Whelp- | 


agency. He said Miss 
ley walked into the meeting and 
handed Mr. Jones an envelope. It 


was a letter from the Manhattan | 


Soap Co. resigning from the agen- 
cy, he testified. 

“They can’t do that,” he said 
Mr. Jones exclaimed. “I fired them 
yesterday.” 

Mr. Frankenberry said that he 
resigned the v.p. and director posts 
on Aug. 8, one day after his ap- 
pointment. 


® He was asked about a July 13, 
1951, meeting with Mr. Jones at 
the Ritz-Towers. The witness said 
he told Mr. Jones that he repre- 
sented only himself, and that he 
came to help him if he could. 

Mr. Jones, he said, replied that 
he didn’t need any help, and “I 
have $700,000 in the bank, a house 
on a hill in Connecticut, and I 
could write a check for $1,000,000. 
And anyone in that position doesn’t 
need any help.” 

Mr. Frankenberry testified that 
Mr. Jones then told him he would 
use this money to “ruin” the nine 
“and make them regret the day 
they were born.” 

Messrs. Beck and Hughes both 
denied any conspiracy. Mr. Hughes | 
told the court he did not discuss 
his resignation from the agency 
and that the language of his resig- 


nation was original with him. Mr. | 


Beck said he was present at an 
Aug. 20 meeting about the incor- 


poration of SB&W. He also testi- | 


fied that he did nothing in con- 
nection with the 


fore Aug. 22 or 23. 


BURKE DENIES HE 
FINANCED NEW AGENCY 
New York, Oct. 24—This morn- 
ing’s testimony was headlined by 
that of Frank H. Burke Jr. of 
Manhattan Soap and a defendant 
in the conspiracy trial. He denied 
conspiring, and said flatly that he 
did not finance Scheideler, Beck & 
Werner, had no financial interest 
in the agency (which he said he 
gave the account to on a six-month 
trial), nor has he had any. 
Before Mr. Burke came to the 
stand, the defense continued to 


Frankenberry returned to) 


lease for the) 
SB&W quarters on Park Ave. be-| 


hammer at Mr. Jones’ drinking. 

Edward Parker, president of 
Tetley Tea, testified he received 
a telegram from Mr. Jones on 
Sept. 11, 1951, asking the account 
be withdrawn on Sept. 30, and 
said he didn’t take the account be- 
cause of anything said or done by 
the defendants. He told of a lunch- 
eon with Mr. Jones in December, 
1949, in which Mr. Jones “made a 
| poor impression,” had too much to 
drink, and criticized the way Tet- 
| ley was run. He denied that Don 
| Gill had solicited the account be- 
fore Sept. 15, 1951. 


@ When Mr. Burke came to the 
stand, he said Manhattan spent 
about $22,000,000 to $23,000,000 
through the Jones agency from the 
time the account was acquired by 
Jones in 1944. He said Frederic 
Bell solicited the account. He said 
advertising was “very vital” to his 
business. He testified he called Mr. 
Jones twice in 1950 to complain 
of the agency’s handling of the ac- 
count and of Manhattan’s decline 
in business. 

In March, 1951, he told Mr. 
Jones he would talk to other agen- 
cies unless “things got better.” He 
said he wanted a solution to the 
agency’s difficulties so Manhattan 
wouldn't have to train others in 
handling soap advertising. 

He affirmed previous defense 
versions of the negotiations, and 
said Mr. Jones told him after the 
Aug. 1, 1951, meeting that Mr. 
mee was glad it had come to a 
conclusion. Mr. Burke said Mr. 
Jones told him it was the best deal 
of his life. 


s Mr. Burke said he gave SB&W 
the account because it knew the 
business. He said he spoke to Mr. 
Scheideler about moving the ac- 
count on Aug. 20, and the account 
was transferred Sept. 15. He testi- 
fied that he heard of agency 
troubles for the first time on June 
| 28, and that he talked to Mr. Jones 
| about how it might be bought out 
| on July 18. He defined his part as 
| that of a “peace maker.” 

| He said Mr. Scheideler told him 
SB&W would hire people “where- | 
ever we can get ’em,” and that he 
considered it none of his business | 
who Mr. Scheideler hired. 


$37,500 Was Total Figure 

A typesetter’s error in AA’s 
story of the Duane Jones trial last 
week (at top of Page 50) did not 


make it clear that the $37,500 men- | 


tioned in the testimony was for all 
cash register receipts not specially 
accounted for. 


promotion program in 1952 to fight 
the encroachments made by syn- 
thetic materials in footwear and 
other fields. 

Mr. Kraus explained that as the 
council was composed solely of 
tanners, Leather Industries was 
formed to enable all segments of 
the industry to participate—seg- 
ments such as the hide dealers, 
chemical firms and shoe dealers. 

Besides the institutional-style 
program by the council and Leath- 
er Industries, Mr. Kraus said in- 
dividual sub-groups such as the 
upholstery and kid leather tanners 
have their own advertising and 
promotion programs. 


Defendants Hit 
Back at Jones 
in Agency Case 


(Continued from Page 1) 
are defendants in this action. 

4. That Mr. Jones’ attorney ca 
ceded he drew $37,500 in loa 
and advances from the “in ia 
1951 before the breakup came. ~ 

5. That Robert Hayes, then pre 
dent of the agency, had charg 
Mr. Jones with playing “fast a 
loose” with company funds, a 
with excessive drinking. 


cure age le ROME, 


® As the hearings wore on ay 
the second week of the trial, 
defendant after another testifi 
that he had never conspired, deni 
knowing of a conspiracy, and des 
clared that the form of his resig 
nation was not discussed with an 
of the other defendants. 

Mr. Jones still had difficulty r 
calling the circumstances sure 
rounding the use of premium ideag 
which he said were submitted 
the agency by E. J. Smith a 
ciates, a firm operated by his sis: 
ters in California. 

At one point, defense counsel 
moved for a dismissal of the suit, 
a motion which Justice Dennis Co- 
halan took under advisement until 
the defense case was presented. 


Kastor, Farrell Appoints 
Rill Executive V.P., A.E. 

Irv R. Rill, formerly v.p. of 
Duane Jones Co., New York, has 
been appointed executive v.p. and 
account execu- 
tive at Kastor, 
Farrell, Chesley 
& Clifford, New 
York. 

Mr. Rill has 
been manager of 
the South Afri- 
can division of 
Bruce Interna- 
tional and man- 
aging director of 
its United King- 


dom operation. Irv Rill 

In 1948 he joined 

Grant Advertising, opening its 
Johannesburg office as director 


and manager. In 1949 Grant pro- 
moted him to a v.p. and member of 
the plans board, and he returned 
to the agency’s Chicago office 


where he took charge of the Oval- 
tine account. In 1950 he was pro- 

moted to supervisor on the Col- 
gate-Palmolive-Peet Co. account 


| and general manager of the New 


York office. Later his duties were 
expanded to v.p. in charge of the 
international division. 


Bruce B. Brewer Moves 

Bruce B. Brewer & Co., Minne- 
apolis agency, has moved to new 
and larger quarters in the Foshay 
| Tower. 
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Appoints Robert Edwards 

Robert S. Edwards, previously 
an account executive and copy- 
writer in the Detroit offices of 
Brooke, Smith, French & Dor- 
rance, Young & Rubicam, and 
Ruthrauff & Ryan, has been named 
an account executive of Farson, 
Huff & Northlich, Cincinnati agen- 
cy 


Appoints Harshe-Rotman 


Harshe-Rotman, Chicago, has 
been named to handle publicity 
for Plastic Bleck City Inc., Chi- 


cago marketer of plastic building 
blocks for children, hobbyists and 
architects 


+] 
You don’t buy... 
A LARGER suit because 
YOU HAVE MORE MONEY 
$$$3S5 . ; 
You have it custom-made to fit. Maybe 
JAY PB. your ad is over-sized? h « ve it 
eustom-fit by Walk. Samples wil! prove 
WALK advertising typographer 
11 ZTAST HUBBARD ST., CHICAGO 11, ILL. 


Production Authority to Extend Controls 
on Production of Consumer Goods into ‘53 


WASHINGTON, Oct. 22—The pro- 
duction of consumer durable goods 
will remain under strict control 
during the first quarter of 1953, 
the Nationa! Production Authority 
announced today. 

NPA originally expected to re- 
lax its controls over basic metals 
at the end of 1952, but officials 
said today a series of disappoint- 
ments makes it impossible to in- 
crease the amount of steel, copper 
and aluminum for consumer goods 
at this time. 

Allotments of copper and alumi- 
num remain at the levels estab- 
lished for the third and fourth 
quarters of 1952. Allotments of 
steel will be more stringent, but 
the supply of steel available for 
use during the quarter will be 
larger than the allotments indicate. 

Durables industries have been 


1952 SURVEY OF TV 


. .. the most important 


FILM COMMERCIALS 


publication in the field 


An analysis of 4,917 film commercials pro- 
duced between August 1, 1951- July 31, 1952, 
including detailed iaformation on producers, 
advertising agencies, advertisers, types. Im- 
portant supplementary information covers 
major union regulations governing commer- 
cials production and a list of studios current- 


ly active in production. 


$5.00 per copy 


66 pages 


Ross Reports on Television 
551 Fifth Ave., New York 17, N. Y. 


getting about half the aluminum, | 
55% of the copper and 50% of| 
the steel they used in the first 
half of 1950. Most industry mem- 
bers seem to be satisfied with the 
situation. 


|@ However, NPA hoped that sup- 
| plies of all metals would be in- 
creased during the first quarter of 
1953, and that the rationing of 
materials would be brought to an 
end during the second quarter. 

Officials still hope that 
metals supply situation 
straighten out by mid-1953. 

However, the immediate supply 
of all three metals is below previ- 
ous estimates. 

The steel shortage is particularly | 
acute, as mills race to cut down 
the backlog of unfilled orders left 
over from the strike. 

The allotment of steel for the 
first quarter of 1953 is only a third 
of the amount used in a similar 
period in 1950. However, consumer 


the 
will 


goods industries will be receiving 
shipments from orders placed dur- | 
ing the previous quarters, and of- 
ficials believe they will have) 
ample steel to maintain production | 
throughout the quarter. | 
® Moreover, NPA believes steel 
mills will be caught up on their 
backlogs by the end of the quarter. 
With steel production at an all- 
time high, the industry may be in 
a position to operate during the 


or no distribution control. 

NPA had anticipated that alumi- 
num supplies would be more 
plentiful during the first quarter 
of 1953, and had advised consumer 
goods industries that they might 
abandon conservation measures 
adopted early in the defense emer- 


ED BATES & €0.! 


Ted Bates & Co. is one of the fastest growing new agencies in New 


York. In just twelve years it has increased its billing to over 25 
million dollars a year. Secret of its success is its ability to sell. In 
1951, Ted Bates used Fawcett’s TRUE CONFESSIONS to sell such 
important products as Colgate’s Dental Cream, Palmolive Soap, 
and Kitchen Bouquet, and these schedules have continued in TRUE 
CONFESSIONS in 1952. 
If you advertise to women, and are determined to sell nothing 
less than the whole market, then these facts will be as important to 
you as they are to Ted Bates & Co. 
1. At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALL’S, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 
circulation giantsas LIFE, COLLIER’Sand LOOK. (A.B.C. Dec.31, 1951) 
2. TRUE CONFESSIONS has the youngest adult woman’s audience 
of any magazine studied by Starch. 
3. And this young TRUE CONFESSIONS’ market can’t be reached 
through other kinds of magazines. Only 10% of TRUE CONFESSIONS’ 
2,200,000 women readers read the largest of the Service Magazines 
(LADIES’ HOME JOURNAL) and only 13% read LIFE. (Starch) 
For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 
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HAVE A CUP—Frederick B. Ryan, president of Ruthrauff & Ryan, looks on as 

Stanley Beaman, president of the agency's newest client, Modern Coffees inc., dem- 

onstrates the new Steepolator coffee bag. National advertising gets under way 
shortly (AA, Oct. 13). 


gency. 
But when the time came to 
authorize the increased use of 


power shortages in the Pacific 
Northwest and Tennessee Valley 
were costing more than 1,000,000 
pounds of aluminum daily. 

Similarly, the improvement in 
copper which NPA anticipated 
failed to materialize, in part be- 
cause the domestic copper industry 
is upset over the rigid ceiling price 
maintained by the Office of Price 
Stabilization. 


Denver Ad Club Elects 


Ed Porter, advertising manager 
of the Rockmount Envelope Co., 
Denver, has been elected president 
of the Advertising Club of Denver. 
Other officers elected are Lee 
Fondren, advertising manager of 
KLZ, 1st v.p.; Bill Prescott. Ball & 
Davidson Inc., 2nd v.p.; Marian 
Robertson, Neusteter’s Inc., wom- 
en’s v.p., and Frank Karsh, head 
of Denver Advertising Co., treas- 
urer. 


Switches to Ruthrauft & Ryan 


Monroe Auto Equipment Co., 
Monroe, Mich., maker of shock ab- 


second quarter of 1953 with little) aluminum, NPA discovered that sorbers, tractor and truck seats, 


has switched its advertising ac- 
count from Ewell & Thurber As- 
sociates, Toledo, to Ruthrauff & 
Ryan, Detroit. Plans for the com- 
pany’s largest and most extensive 
advertising are being prepared. 


Miles Labs Promotes Four 
Miles Laboratories Inc., Elkhart, 
Ind., has promoted Perry L. Shu- 
pert from v.p. in charge of sales 
to v.p. in charge of sales and ad- 
vertising. H. S. Thompson has been 
advanced to advertising consult- 
ant; O. B. Capelle to advertising 
manager, and L. E. Waddington tu 
assistant advertising manager. 


ADA Promotes Thomas J. Ryan 

Thomas J. Ryan Jr. has been 
promoted to a v.p. of Advertising 
Distributors of America Inc., New 
York. Mr. Ryan joined the organi- 
zation in 1951 as sales director in 
charge of the cooperative coupon 
mailing plan. 


Isolation . . . minimum penetration 
from outside newspapers. .. “aver- 
age Joe” people . . . Roanoke has 
always been a “hot” market for 
testing food products because of 
these things. 


Now it’s “red hot!” 


“Red hot” because something new 
has been added: the Roanoke Mar- 
ket Development Plan. This Plan 
brings the leading food retailers 


Here's a 


» "RED HOT” 


locally to make 
national ad- 


Walker Co., 60 East 
42nd St..N_Y_17 or 


and wholesalers in the 16-county 
Roanoke market advance notice of 
your advertising. It’s done through 
weekly bulletins and personal calls! 
And this advance notice gets you 
more dealer tie-in advertising, more 
point-of-sale support. 


ROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 
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Admen Told in Ohio, Write Copy 
to Answer ‘What's in It for Me?’ 


(Continued from Page 3) 
Wall Street) came Curtis Berrien 
to talk about “snow blindness” in 
advertising. Mr. Berrien is copy 
chief and a v.p. of Needham, Louis 
& Brorby and he explained that 
what he meant 
by “snow blind- 
ness” is “that 
which is caused 
by the glaringly 
monotonous kind 
of printed ad- 
vertising that 
makes critics hol- 
ler, ‘All ads look 
alike!’ ” 

Mr. Berrien ad- 
mitted there are 
pretty 
hackneyed phrases, some mighty 
weary words and tired out tech- 
niques” used in ads. However, he 
emphasized that “there is no 
shortage of creative ability among 
the ad-makers in this business to- 
day.” 

He stated flatly that “every ad- 
vertiser can demand and get dis- 
tinctive advertising if he wants it.” 


Curtis Berrien 


But remember, added Mr. Ber-| 


rien, that the copywriter has to get 
away from precedent and experi- 
ence to try out new ad ideas. “Are 
you, Mr. Client—and you, Mr. Ac- 
count Executive—ready to climb 
out on that limb beside us?” he 
asked. 


which make for “snow blindness” 
in ads: (1) Experience. Companies 
find a certain formula has worked 
in a given situation and they keep 
using it over and over again. (2) 
Market research. Different com- 
panies making the same product 
do separate surveys, find out the 
same information and then tell the 
same story. (3) Readership re- 
search. Advertisers and agencies 
spend millions to discover what 
art and copy factors are most 
likely to succeed and “this is what 
leads to ‘advertising formulas’ or 
readership recipes—which can 
turn out to be fences in the way of 
creative freshness.” (4) Sameness 
of merchandise. A Philco refriger- 
ator looks like a Crosley, or GE, or 
Norge, etc. A ketchup bottle looks 
the same, whether it’s Heinz’, 
Hunt’s or Del Monte, etc. 


|scription for the prevention of 
| snow blindness...an idea. It can 


| leaving the gate wide open for the 
| fellow you want to beat.” 
@ Mr. Berrien cited four factors | 


|softened and spoiled the salesman.” 


| 
With all these deterrents, Mr. | 
Berrien believes there is a way) 
out of the straitjacket if only ad-| 
vertisers would entertain new 
ideas. He pointed to a number of 
campaigns which have used a fresh 
approach—Old Gold cigarets 
(“treat instead of a treatment”), 
Shell gasoline (“most powerful 
gasoline your car can use”), Mor- 
ton salt, Arrow shirts, Hathaway 
shirts, Morrell Pride bacon, Ken- 
L-Ration (chlorophyll theme), 
Johnson’s Pride wax (“does the 
job without rubbing”) and Par- 
kay margarine (“Yellow, of course, 
but that’s not the big news... 
Kraft’s delicious new Parkay 
spreads smoothly even when ice 
cold.’’). 


® Mr. Berrien concluded by warn- 
ing that “in this business, you 
can’t lick ’em if you join ’em... 
There’s only one infallible pre- 


be an idea for the product...or a 
package id2a...or a new twist in 
service...or a copy idea...or a 
fresh art treatment...or an origi- 
nal use of media. It takes brains 
to get new ideas. It takes imagina- 
tion to carry them out. But there’s 
so much at stake in the market to- 
day that if you don’t get ideas and 
put them to work, then you're 


Incidentally, in his talk Mr. Ber- 
rien said advertising this year will 
amount to $8 billion and he told 
the conference that one of the rea- 
sons advertising has leaped ’way 
up from its $2.2 billion level in 
1941 is that “the lush and lazy 
years of the seller’s market have 


As a result, he added, the sales- 
man, now faced with a buyer’s 
market, “has taken a powder” and 
advertising has moved into the 
vacuum left by him. 


@ In his keynote address to the 
conference, Prof. James C. Yocum 
of the university’s bureau of busi- 
ness research declared that on ad- 
vertising rests the major responsi- 
bility for preventing a depression. 
Prof. Yocum warned that if ad- 
vertising doesn’t do a good selling 
job, then the government will re- 


Re3 rh Bae 
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AMERICA'S — 
FIRST 
ENGRAVER 


DAY-NIGHT 


é . j 
REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 6, ILL. WA 2-8816-7-8 


EXCLUSIVELY 


i 


| serious 


sort to pump priming. He pre- 
dicted that, no matter who is 
elected in November, “no adminis- 
tration will dare to sit on the 
sidelines and let a depression or 
deflationary spiral 
under way.” 

Prof. Yocum suggested that ad- 
vertising meet this challenge by 
two methods: organizing to handle 
an increased volume of advertising 
and making each dollar of adver- 
tising do a more effective job. 


s In a clinic on financial ad copy, 
speakers agreed that banks and 
loan companies must stress service. 
S. E. Risley, ad director of Ameri- 
can Investment Co. of Illinois, St. 
Louis, said: 

“The customer doesn’t care how 
old our company is or how long its 
founder’s whiskers may have been. 
What he does want to know is 
‘What will it do for me?’” 

John W. Ladd, v.p., First Feder- 
al Savings & Loan Assn., Chi- 
cago, explained why the subject 
of lending money is frequently 


get 


treated so drearily. 

“It is the attitude of the money 
/merchants,” he said. “Too many 
| top hats! Too many marble pillars 
|of decorum! Too many hedges of 
propriety! In the Federal Savings 
|/& Loan Insurance Corp. we use 
the following rules to insure ad- 
vertising results: Select the propo- 
sition best suited to the prospect, 
show him it promises him some- 
thing worth having, in language 
he can understand.” 


® Arthur Klein, executive v.p. of 
Mullican Co., Louisville; said the 
main job of commercial bank ad- 
vertising is to change people’s 
idea of a banker from a caricatured 
individual with a glass eye, stuffed 
shirt and spats to that of a busi- 
ness man who is as glad to meet 
the public as the owner of a de- 
partment store. 

Mr. Klein said a bank can work 
toward that end by staging such 
promotions as a birthday sale— 
with ‘cut prices and specials in all 
departments of the ,ank. 


BE SURE TO VOTE 
ON NOVEMBER 4 


SOMEBODY'S SECRETARY 


COMM BOOK MUST READERSHIP... 
HAVE MORE PULL IN AND THIS BOOK WAS 
THE RIGHT PLACES / PRODUCED FOR US BY 
THAN A TWO-WAY SOCIATES -- 


A TOP CREATORS OF 
ADVERTISING COMICS 


STRETCH 


; 


or full information and fr2e sample 
boo! i 


write to the leading pro- 
ducers of special-purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madison, New York 17 


= 


“T can 


you used 


BUCKEYE 
COVER” 


IT’S a fact. Printers and advertising production men 
who know their paper can spot Buckeye Cover, nine 
times out of ten, by the fee/ of this famous cover 
stock—made from rags and finest purified woodpulp 
to produce unusual strength and durability. 


Buckeye Cover may be distinguished, too, by its 
pleasing colors and texture. If you want your catalogue, 
or booklet, or house organ to be read from cover to 
cover, be sure it has a Buckeye cover. In white and 
13 colors and in a wide variety of handsome finishes. 


THE 


PAPER COMPANY 


BECKETT 


MAKERS OF GOOD PAPER 


ee. ee cy ae “RRs SP aM Ge a 55 ee 
\. Sgeees Best , rr ee Ae 2 er OL Naas tei Bi agen es eS yore Du 
toe, ‘ ee SS i cae F575 ws Ce oe AS f oe BR ces a ae Sk Aaa ae ae es heat 
a - r ee iy ane phar fe Awad Eigse: eae ore cca ee “A SS lat a aes. ie nh ae ek ee 
a a PS S Sig Bee ae oo... eee a se hea Peas oc, - eae he Re 
| 97 Ee 
ee ee 
ecousk wee 
7, ¢ em a “iy 
1 FROM THE BOSS RAVES Y NATCH ! COMICS ee 
TIS SALES-PROMOTIONAL | ARE TOPS FOR ie ais eG 
| at eee 
| a ss 
) N ‘5 Fa a hear 
> =z peers 
sew - i 
: ; <=: £ 33 
ee e =z orc ee 
; 0 a \ 7 Ms io Pat 
Ho, ¥ S ° ee hy 
ae wa Oe Ras 
{\ Nh" / 4 5) a olf 
, mt. Ge 
ine , _— aI ? a 
: i ‘ er eS 
8 = =. a: = mg 
: Me ae Te 
| ee Reo 
———— —_  — . : ~ ¥ : 
a : Balext ~ 
é at Wiebe. 
4 ' ‘ es? 4 ek 
‘ a of : yo tiga = i ens 
ney > an fr a: "Sant 5: \ a © 
> Ee eet aes 
rai, em ORY State Pag pre, ae 
- & we eee iS 
fA 2 = hi! as not ete 
a < = 7, a P . ‘oa a 
Be} Bal ie ae “4 Raa 0 
es * se ’ EUR os 
- pls D “4 : : 4 s ae 
Fe Ste } ae 
“Saas id 4 Poe : 
a i: aa 
° Me kat s | t — ox 
| j ee Te 2 fi " eae 
ag Lom De ty a ae) 
‘. % ot eget meg 2 | @iae 
P es piae ‘er, ee. , ? ae = 
a 3° a a a 3 A | oo ¥ 
He 3 ‘a ae Cis a as or : a tz od 
gee 3 cn ee fe ey a £ : pr ES ¥ Boe r 
eo: ee | on | 
a ayn hy wee ee age ae £.-% ; ee 
: x ee oe, Be eae oP, ' Bat 
: SE ae a glee: _» Sat ae a as 
; OY ee oe 4 pL: ee Bl ey i. a ; 
4 sy $e Re aes - ae 3 iS 
lad ate ane e es Re ae 6G ona 
aes 7 co. ee ees ea Peg 
. — eo os 4 ee ‘Spa 
; _ —o oe ok ee ey ee oi eee tet 
: F a“ oe. ey. Se Fo) rita a 
€ — ay a ae Dy 3 a " a 
ae a : ee a ee ws | a aes 
an o.: -t ia 
ie ae b >) ae os ie Gee ee 
: pete oe | * a eg 2 
ae . a f pre Gi . Seg 
Bee. et ee aa | oe Shed dea 
es. a ; ¢ " a ’ oe 2 
‘ ne eo es ie ) Sama 
Ber ee, : Rtg 0 ee | ee 
eo S23, Tee Ae Baie 
et. ; a — Lae 
aa ce oa == . ee ee 
elt ee Bs tae ee ee es sg Teasehen 
i Bt oz ‘ , ie i) ie ai! 
ey ie tiie ae eR ee o., 
a. ae a. . * es . Ry Slew, 
| a * a's e.gee bee Lone Saal rF a Pies. 
a : eke rd be SP a ge 
eo mh. POM ara, oe nh ed nas - vill ae 
a ae ue TE eee ic ; 4 % 
5 Nee Some 7 2x2" * pees - : ‘ 
Pe 7 Pee, ge 
Co os a . ie eg ca Me ae a Fain a 
3 ie aes Se ey mee — ae. 
TS sate ene i es re eld oes 
es Basen ares © . 3 
7 - , ae aK a 
; p ‘3 an Oh hs 4 
P> ae Say ae Cn, oS eee Bei 5 Pha oe . ” hee 
Sst Be ote ane RP ace ia ae Ney 
; ae se he . fe RRS; ho ae 
.s . c j aed : 2 ; 
Pe fig Ried eae . . wae 5, * E 
., 7 bh ae 
aS 4 f a my 
: po foe or 
ae | “ie 
| AG Bast 
5 ae Ae ie | a tical 
F | poe 
. 
ma | ie He: . 
| Finn 
= ie * 
me Git BE s 
Savicki | Ry o erg: 
es 4 wae 
PS ~_—. ‘ 
t . . tar ee3 
ee fapen? eet 
a a ee ee es 
f ‘ ier pos 
os pase ay : : i ey & ee AES 
= a ~ — . ; , es “ee st 
a eee el ae ‘ao Cl eee eee See te Re MR ie 
ame as 5 a oe a Bret 2 fee? \ See I See ie PR EE Po Br 


awyer Town House more than 


oubles its share of the 
hicago market in two months- 


SAwyYER Town House more than doubled 
its share of sprayed cracker sales in the Chi- 
cago market between April 1 and May 31, 
1951—the first two months of a program of 
advertising by the Sawyer Biscuit Co. divi- 
sion of the United Biscuit Co. based on the 
consumer-franchise plan of the Chicago 
Tribune. 

First objective of the program was to get 
greater distribution by building a consumer 
demand powerful enough to win shelf space 
in additional Chicagoland chain and independ- 
ent grocery stores. The ultimate aim was a con- 
sumer franchise in the Chicago market—an 
important share of the day-to-day buying, 
strongly resistant to competitive pressure. 

To do the job, Sawyer and its agency, 
George H. Hartman Co., scheduled eleven 


Chicago Tribune 


THE WORLD'S GREATEST 


newsprint color pages to run exclusively in 
the Daily Tribune in the nine months from 
April thru December, 1951. It was a cam- 
paign which capitalized the buying-action 
impact of newspapers, the greater market 
penetration of the Tribune and the extra 
selling punch of newsprint color—an all-out 
drive powered to produce big results. 

Sixty days after the first color page ap- 
peared, Sawyer’s share of the business had 
more than doubled. And as the campaign 
gained momentum, new sales records were 
chalked up month after month. 

Distribution in independent stores ex- 
panded rapidly. By the end of October, 
Town House crackers were on the shelves of 
two major chains. Following publication of 
the eleventh color page, Sawyer reported 
1951 as the biggest sales year in the com- 
pany’s history. 


Chicago 


NEWSPAPER 


Another case history of the 
Chicago Tribune consumer-franchise 
plan in action 


A. W. Dreier 
1333 Tribune Tower 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 


and now exceeds last 
year’s volume 5 tol 


As a second schedule of eight full-color 
pages got under way, four corporate chains 
were carrying the line. Town House has 
increased Chicagoland volume in the first 
half of 1952 to five times that in the corre- 
sponding period of 1951 while making still 
further gains in its share of the market. 
This record demonstrates what can be 
done in the Chicago market when you con- 
centrate your advertising on the huge, 
responsive audience of the Chicago Tribune. 
For an advertising program which can 
help you achieve your aims with greater effi- 
ciency in this multi-billion dollar market—a 
program based on today’s retail selling prob- 
lems—find out how a Chicago Tribune con- 
sumer-franchise plan can be designed to fit 
your specific needs. Get in touch with your 
Tribune advertising representative today. 


ADVERTISING SALES REPRESENTATIVES 
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